
get the prescription filled, the outcome will
be a win-win for everyone. 
Patients will be healthier, healthcare costs

will decline, and the pharmaceutical compa-
nies will benefit not only in more drugs being
used, but also from being seen as part of the
solution for improved health in the United
States. According to the Script Your Future
campaign, the three-fourths of U.S. patients
who don’t adhere to their medication thera-
pies create costs in the healthcare system of
$290 billion per year.
The campaign focuses on chronic health

problems, such as diabetes, COPD, asthma,

ith almost 75% of patients
in the United States not
taking medicine as pre-
scribed by their doctors,
the public awareness cam-

paign, Script Your Future, has a big job ahead.
The campaign, led by the National Consumers
League (NCL) and more than 100 partners,
aims to educate patients, especially those with
chronic diseases, on the need to take medicines
correctly. For the next three years, the cam-
paign, which kicked off in May, will inform
patients about the risks of not properly taking
their medications by using free text message
reminders, sample questions, medication lists,
and charts that help track medicines and fact
sheets on common chronic conditions. 

Adherence is an Uphill Battle

It’s definitely a challenging road ahead, but
if the campaign can encourage the number of
people who are prescribed medicine and never

high blood pressure, and high cholesterol, that
can be effectively managed through drug ther-
apy. The NCL’s many partners come from every
sector of the healthcare system, including
healthcare professionals, patient communities,
family caregivers, pharmacies, health insurance
plans, pharmaceutical companies, associations,
as well as government agencies and researchers.
Sponsors from the industry include Lilly,
Merck, GlaxoSmithKline, AstraZeneca,
Boehringer Ingelheim, Pfizer, and Sanofi. 
As part of its outreach to the healthcare

community, NCL is asking stakeholders to
identify and submit existing adherence tools
for patients and healthcare practitioners so that
the group can gather credible resources and
provide them to anyone who can use them.
Tools may be focused on medication adherence
in general or more specifically on the chronic
diseases themselves. Resources may include
educational programs; books or articles from
credible, authoritative sources; adherence aids
and devices for patients and for practitioners to
use with patients; and CME courses and other
educational resources that can assist patients,
family caregivers, and healthcare practitioners
in improving medication adherence. The NCL
will review the tools for certain criteria before
posting them on its website. 
According to Rebecca Burkholder, VP of

health policy at NCL and Script Your Future
campaign leader, the campaign is focused on
these particular chronic conditions because of
their prevalence in the United States, as well as
the fact that they can be controlled with estab-
lished medicines. 

Robin Robinson

W

Public Service: 
Improving

ADHERENCE
For the next three years, the National 

Consumer League and its 100 partners
will focus on improving adherence for 

chronic diseases.

FAST FACT
THREE OUT OF FOUR AMERICANS

ADMIT THEY DO NOT ALWAYS TAKE

THEIR MEDICATIONS AS DIRECTED.

Source: National Consumers League
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Adherence

“By focusing only on these chronic condi-
tions, we can reach millions of people and re-
ally make an impact if we can encourage pa-
tients to understand their conditions and the
consequences of not taking the medications
that can help them manage their disease,” Ms.
Burkholder says. 
The primary goal of the campaign is to in-

crease awareness, and the NCL has taken steps
to ensure campaign results can be measured. 
“We hope to eventually see an increase in

consumer awareness of the importance of ad-
herence that we can measure through an eval-
uation component and compare results with
the baseline surveys we have conducted not
only in our target markets but nationally,” Ms.
Burkholder says. “We will repeat the survey

again to determine the impact the campaign
has had, particularly around consumer aware-
ness, patient behavior, and communication
with healthcare practitioners.” 
The NCL is also currently working with its

partners to set up tracking capabilities for re-
fills and pickups at the pharmacy counter to
capture the impact being made there, as well
as monitoring how many people visit the web-
site and download the tools offered. 

Learning from Others 

Several years ago, there was a collaborative
effort in the United Kingdom that had a
broader mission, called Ask About Medicines.
Established in 2003, the campaign organiza-

“ The Script Your Future 

campaign will have a 

significant impact on the lives

of patients and family 

caregivers.”
JOEL BEETSCH / Sanofi 

“ Solving the issue of nonadherence

can only happen through the efforts

of advocacy groups and all  

stakeholders.”
TED LITHGOW / MWV Healthcare

Tips to Develop a Successful Public
 Awareness Health Campaign

Di Stafford, director of The Patient Practice, served on the

advisory board of the U.K. Ask About Medicines

 campaign from 2003 to 2009. She provides four best

practices from that experience. 

1.Have clear objectives for the campaign and ensure all

activities are closely aligned to achieve these.

2.Keep the messages fresh, relevant, and motivating.

People need a compelling reason to return to a

 website, Facebook page, or Twitter feed.

3. Identify the campaign’s outcomes. What elements will

continue after the initial campaign has ended?

4.Adherence is a difficult subject to get people excited

about, so it’s important to find a way to make it

 relevant and interesting to patients.

Source: Di Stafford. 
For more information, visit thepatientpractice.com. 
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communications between people and their
health professionals and to change expecta-
tions so that asking questions about medicines
became a common practice among patients.
Originally a five-year strategy, the campaign
ran an extra year until 2009. Campaign board
members report that the effort was a success.
The initial website still exists and includes the
resources built during the campaign that are
still available to the public. 
Di Stafford, director of The Patient Practice

in London, who served on the advisory board
for Ask About Medicines, says one of the major
challenges inherent with any public awareness
campaign is sustaining momentum over time. 
“As a campaign progresses, it gets increas-

ingly difficult to say something new to main-
tain interest,” she says. “Creating tools and re-
sources that leave a legacy long after the
campaign is finished can be helpful. As an in-
dustry, we need to learn to be very clever and
creative in our approaches.” 
One of the advantages the NCL campaign

has in today’s environment is social media, Ms.
Stafford says. 
The use of social media gives the NCL cam-

paign a leg up on reaching the right audience
in real time with relevant information. The
campaign has a presence on Facebook,
YouTube, and Twitter, and according to Ms.
Burkholder, many of the visitors to the cam-
paign’s website were directed there via Face-
book. The campaign also uses texting capabili-
ties to remind patients to take their
medications or to send other health-related in-
formation. 
“Social media is very important for this

campaign and we recognize it is driving much
of our traffic,” she says. 
Along with social media, the campaign

will look to its many partners to help get the
message out. 
“Some of the strengths of this campaign are

the number of committed partners involved
and the many different channels available to
reach the patient,” she says. 
One of the campaign’s 100 partners is

Sanofi, which joined the effort because the
company is focused on reducing the financial
burden on the healthcare system caused by
nonadherence. 
“As an active member and sponsor of this

important nationwide collaborative effort, we
know that Script Your Future will have a sig-
nificant impact on the lives of patients and
caregivers,” says Joel Beetsch, senior director,
U.S. advocacy, Sanofi. “The partners of the pro-
gram have joined forces to collect and share
medication adherence tools that can be used by
patients and their healthcare providers.” 

tion included 1,500 partners from the De-
partment of Health, a wide range of patients,
NHS representatives, academic institutions,
and professional organizations as well as phar-
maceutical companies. The Ask About Medi-
cines mission was to achieve lasting change by
working with partners to encourage better

Benefits for All

While patients are the first and foremost
beneficiaries of a positive outcome of the cam-
paign, partners also benefit by being part of
the solution, Mr. Beetsch says. 
“Patients will benefit from the various tools

provided by the program’s participants that de-
scribe the challenges with taking medication
and give strong health-related reasons why ad-
herence promotes well-being and reductions in
avoidable costs,” he says. “Campaign partners,
on the other hand, benefit by actively engaging
in the development of medication adherence
materials and by helping to shape the direction
and impact of the program.”
Solving a perpetual problem like nonadher-

ence can only happen through the leadership of
advocacy groups, such as NCL and the efforts
of all stakeholders, says Ted Lithgow, chief sci-
ence officer, MWV Healthcare, another part-
ner in the campaign. 
“Advocacy groups such as NCL help to in-

volve all stakeholders equally to ensure the
issue is tackled through multiple channels
with the broadest possible meaningful and
positive impact on public health,” he says.
Mr. Lithgow is also enthusiastic about the

number of pharmaceutical companies that are
taking a role in the campaign, saying they hold
the real key to the solution of nonadherence. 
“They have enormous and often very rich

databases of both clinical data and patient be-
haviors that influence medication-taking be-
havior,” he says. “That knowledge can help us
find ways to create easy-to-use tools, such as
adherence packaging and patient education, to
make it easier for patients to comply with their
healthcare provider’s recommended treatment
plan and, ultimately, to have a better health
outcome.”
According to Ms. Burkholder, this type of

collaboration is what will make the campaign
successful. 
“This is a groundbreaking campaign and we

need everybody who touches a patient in any
way at the table,” she says. “There has to be a
coordinated effort and everyone has to relay the
same message.” 
In the end, it’s a win-win situation for

everybody, Ms. Burkholder says. 
Consumers will become empowered,

healthcare outcomes can be improved, and
huge healthcare cost savings can occur.

Editor’s note: To learn how your organization can be-
come involved and support the campaign, contact
Larry Bostian at larryb@nclnet.org or 202-835-
3323, ext. 826.

PV

The Script Your Future Campaign: 
 Sponsor Benefits

» Enhance patient safety and improve the

healthcare system at large 

» Ensure a healthier and more productive

 workforce 

» Build relationships within the healthcare

 sector and develop alliances  

» Strengthen company reputation for good

 corporate citizenship through low-risk, 

high-gain collaboration in a public-private

partnership led by a respected consumer

 advocacy organization

»Access to campaign messages and themes 

Source: National Consumers League. 
For more information, visit nclnet.org

Adherence
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JOEL BEETSCH. Senior Director, U.S.

 Advocacy, Sanofi, a global

 pharmaceutical company that discovers,

develops, and distributes therapeutic

 solutions to help improve the lives of patients. For

more information, visit sanofi.com.

REBECCA BURKHOLDER. VP, Health

Policy, National Consumer League,
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 promote social and economic justice

for consumers and workers in the United States
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TED LITHGOW. Chief Science Officer,

MWV Healthcare, a global packaging

and packaging solutions company. For

more information, visit
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DI STAFFORD. Director, The Patient Practice, a

 consultancy that helps commercial, public, and

 voluntary organizations to understand and

 interact with patients better for mutual benefit. For

more information, visit thepatientpractice.com.
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Encapsulate all 
stakeholders’ needs

PAREXEL Product Lifecycle Management Services

for approval and access 
in global markets

For more information, and to schedule 
an executive briefi ng with specifi c 
examples of our capabilities in your 
therapeutic/product area, please visit 
www.PAREXEL.com/stakeholders

No matter the end goal, creating and executing a strategy 
that fulfi lls the data and evidence needs of diverse stakeholders 
throughout your product’s lifecycle will maximize long term 
value. Our unique fusion of clinical, scientifi c, regulatory and 
business expertise, combined with our end-to-end service 
capabilities, help you design and integrate programs that 
a.) collect the right data and b.) communicate the value of 
your product, ultimately supporting timely approval and 
access to global markets for improved commercial success.

PAREXEL is right where you need us for strategic 
lifecycle management:

Reimbursement,  market access, and patient • 
access strategists
Industry leading peri- and postapproval • 
research capabilities
Medical communications that clearly convey your • 
medicine’s benefi ts
Industry leading technologies and • 
application expertise




