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Front-End Work: Campaign Planning and 
Positioning
In 2017, our initial scope of work included:

1. Articulation of Campaign Positioning

2. Development of Visual Identity System 

3. Design and Production of Communications Collateral 

4. Design and Programming of Campaign Website



Steps for Creating an Effective Campaign

Key steps we followed to build an effective awareness campaign
that will serve as our roadmap:

Set clear campaign objectives.1

Develop a memorable and distinctive brand identity.2

Identify key messaging themes (and concerns).3

Create messaging that simplifies the action step.4

Design consistent collateral to support the campaign.5

Use emotional storytelling to create relatability.6

Implement a dynamic digital and social media campaign.7

Engage local media to broaden the campaign’s reach.8



Increase 
awareness of T1D 

and celiac 
as autoimmune 

conditions

Empower
parents through 

knowledge

Provide families 
with actionable 

information

Maximize 
participation in 

screening

Set clear campaign objectives1

For ASK, our objectives were:



Our first step was to create a brand identity that communicated
expertise and authority (of the Barbara Davis Center) to build trust, 
with consistent messaging — that encouraged participation.

Develop a memorable and distinctive brand identity.2



Develop a memorable and distinctive brand identity.2



Develop a memorable and distinctive brand identity.2



KEY REASONS TO PARTICIPATE
 Family history or current family member with conditions
 Reassurance/peace of mind

 Fending off/ruling out potential health risks
 Not worrying about potential adverse reaction to foods

 Participating in a study that advances research
 Having an immediate and robust support system and resources, 

if results are positive

 Screening is FREE

Identify key messaging themes (and concerns).3



KEY REASONS TO PARTICIPATE

POSSIBLE AREAS OF RESISTANCE

 Invisibility of symptoms
 Conditions viewed as flaw or curse; negative stigma (especially to diabetes)
 Privacy worries / Labelled with pre-existing condition
 Blood draw fears / anxiety
 Cultural or socioeconomic misinformation

Identify key messaging themes (and concerns).3



KEY REASONS TO PARTICIPATE

POSSIBLE AREAS OF RESISTANCE

CHALLENGES AROUND TERMINOLOGY

 Autoimmunity

 Antibodies / Islet Autoantibodies

 Celiac Disease vs. gluten intolerance/sensitivity

 Type 1 Diabetes vs. Type 2 Diabetes

 Juvenile Diabetes vs. Childhood Diabetes vs. Type 1 Diabetes

Identify key messaging themes (and concerns).3



KEY REASONS TO PARTICIPATE

POSSIBLE AREAS OF RESISTANCE

CHALLENGES AROUND TERMINOLOGY

Identify key messaging themes (and concerns).3



Create messaging that simplifies the action step.4

CONVERSATION STARTERS

 Popularity and familiarity of gluten free foods (in grocery and restaurants)

 Importance of participating in groundbreaking research

 Education around autoantibodies — detectible months-to-years before symptoms

 Signs and symptoms to watch for — of both conditions



Create messaging that simplifies the action step.4

CONVERSATION STARTERS

 Popularity and familiarity of gluten free foods (in grocery and restaurants)

 Importance of participating in groundbreaking research

 Education around autoantibodies — detectible months-to-years before symptoms

 Signs and symptoms to watch for — of both conditions

Ultimately, we reduced our message to a simple action: JUST ASK.



https://rickbacher.wixsite.com/askrb





Design consistent collateral to support the campaign.5
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Design consistent collateral to support the campaign.5



Design consistent collateral to support the campaign.5



Design consistent collateral to support the campaign.5



Design consistent collateral to support the campaign.5



ASK Event Collateral ASK Online Ads



ASK Print Advertising ASK Transit Advertising



ASK Movie Theater (Pre-show) Ad



Storytelling was at the heart
of the ASK campaign. 

We used real-life stories to 
make the campaign relatable 
and emotionally engaging 
for parents.

Use emotional storytelling to create relatability.6



Use emotional storytelling to create relatability.6



ASK about Type 1 Diabetes
Signs and symptoms of type 1 diabetes (T1D) 
are described by the ASK team—offering FREE 
screenings for ALL Colorado kids, ages 1-17, to 
detect T1D and celiac disease.

ASK: Alexis King
Alexis—“a totally normal 
kid”—was diagnosed with T1D 
at just 10 months old in the 
hospital with DKA. She talks 
about the importance of 
screening.

Dr. Dan Feiten – to HCPs
Dr. Feiten, an early partner to the ASK Program, 
describes why he chose to participate in ASK and 
why other pediatricians should too.

ASK: Judy Baxter and Team
Judy Baxter and the ASK Team describe goals, 
objectives and the importance of the ASK 
Screening Program—for ALL Colorado kids, 
ages 1-17, to detect celiac disease and type 1 
diabetes (or T1D).

ASK Overview Video 
Learn about the ASK Program—screening for Type 
1 Diabetes (T1D) and celiac disease in Colorado 
kids ages 1-17.

ASK: The KING Family 
Alexis and Aiden King have both been diagnosed 
with T1D. Alexis was only 10 months old and in 
DKA in the emergency room, while Aiden was 
screened and diagnosed with ASK. “It's so much 
better to know and to prepare than to not know…” 
says Mom.

ASK: Twin Moms 
When it comes to their families' health, these twin 
sisters agree that as parents, “the more you know, 
the more you can do.” Having your children 
screened gives you important information you need 
to be prepared and proactive if your child tests 
positive
—before serious health risks occur.

Type 1 Diabetes | Two Families 
The signs and symptoms of type 1 diabetes (T1D) 
can often be mistaken for less serious illnesses, 
and in extreme cases, aren’t always caught in 
time. 
We are immensely grateful to the Cohens and the 
Skinners for sharing their stories. What they have 
to say is important for ALL parents to know.

Scan the QR-code 
below 
to watch these 8 videos 
…plus 4 more.



Using multiple platforms to reach different audiences:

Facebook, Instagram
LinkedIn
YouTube
Google Display/Search Ads

We explored various messaging and visuals to sustain 
interest; always retaining the ASK look-n-feel.

Implement a dynamic digital and social media campaign.7
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Implement a dynamic digital and social media campaign.7



Social media posts sent 
37% of website traffic

32% of website visitors type
“askhealth.org” into their browser
— indicating brand awareness

Implement a dynamic digital and social media campaign.7

http://askhealth.org


Engage local media to broaden the campaign’s reach.8



Summary / Recap of Key Steps

Campaign Channels:

Brand Website—inform / educate

Branded Collateral —inform / educate
(print and online) 

Social Media—drive awareness 
and engagement; target audience(s)

Videos—emotional storytelling

Publicity / Press Releases / Earned Media

Set clear campaign objectives.1

Develop a memorable and distinctive brand identity.2

Identify key messaging themes (and concerns).3

Create messaging that simplifies the action step.4

Design consistent collateral to support the campaign.5

Use emotional storytelling to create relatability.6

Implement a dynamic digital and social media campaign.7

Engage local media to broaden the campaign’s reach.8







Screen TO Prevent Type 1 Diabetes



Thank you.

ASKhealth.org

AsktheExperts.org

PANTHERprogram.org

STOPT1Dprogram.org

GetStirredUp.com
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