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Annual Influenza/Pneumococcal Disease

News Conference: October 4, 2022



Keeping the Nation Flu-Focused: Program Overview

National Influenza Season Launch

KAP Survey

Communicating Key Messages

Compelling Resources and Ongoing Outreach

 Nationally representative survey strategically used to understand attitudes and behaviors about vaccination against flu and 
pneumococcal disease in the context of the COVID-19 pandemic to help frame messaging and generate strong media hook 

 High-profile panel of experts conveys strong and unified commitment to reinforcing the call to action for everyone age 6 months and 
older to get vaccinated against influenza each year and follow CDC “Take 3” approach to flu prevention. Media interviews conducted 
with panelists before, during, and after the news conference

 News conference and online press kit enabled ongoing access throughout the season to a range of information for media and 
consumers including factsheets and infographics

 NFID news conference as an agenda-setting media event that reflects changing medical, scientific, and public health priorities 
relevant to the upcoming flu season. For 25 years, NFID has partnered with government, industry, and leading non-profits to reach 
wide-ranging audiences about influenza and pneumococcal disease



Looking Ahead: What We Know Now About Preventing 
Influenza and Pneumococcal Disease

 Tamika C. Auguste, MD, ACOG Fellow and Chair, Women’s and Infants’ Services, MedStar Washington Hospital Center

 William Schaffner, MD, NFID Medical Director

 Patricia A. (Patsy) Stinchfield, RN, MS, CPNP (Moderator), NFID President

 Jeb S. Teichman, MD, Retired Pediatrician and Healthcare Executive

 Rochelle P. Walensky, MD, MPH, CDC Director

www.nfid.org/2022flunews

Expert Panel Delivered Impactful Messages
Tuesday, October 4, 2022



NFID National Survey Results

www.nfid.org/2022flusurvey



Vaccine Clinic: Leading By Example

www.nfid.org/lbe



Media placements in top-tier print/online/TV/radio outlets resulted in more than 6.2B impressions*

 40 media representatives joined webcast or in-
person

 398+ stories, including 54+ original stories (as of 
10/24/22)

 Highlights include ABC News, Boston Globe, CBS, 
CNBC, Forbes, FOX News, Healio, Healthline, USA 
Today, Washington Post, WebMD, and Wall Street 
Journal

 Multiple stories across CBS platforms: CBS This 
Morning, CBS Evening News, CBS Newspath, CBS 
News radio, and CBS streaming service

 40 media representatives joined webcast/in-
person

 400+ stories, including 57 original stories 

 Highlights include ABC News, Boston Globe, CBS, 
CNBC, Forbes, FOX News, Healio, Healthline, USA 
Today, Washington Post, WebMD, and Wall Street 
Journal

 Multiple stories across CBS platforms: CBS This 
Morning, CBS Evening News, CBS Newspath, CBS 
News radio, and CBS streaming service

Outreach Resulted in Top-Tier Media Coverage 

*Coverage from October 4-October 18; Online, print, TV, and radio figures based on Cision, Critical Mention, and Meltwater; includes press release impressions from PR Newswire



Video Footage Captured by CBS Helped Drive US-Wide Coverage 
Across CBS Programming

“Less than half of US adults 
plan to get a flu shot this year 
and just a third feel safe 
getting a flu shot and COVID-
19 vaccine at the same time, 
according to a National 
Foundation for Infectious 
Diseases survey.”

“Teichman joined other doctors and US health experts for 
a national conference aimed at encouraging all 
Americans to get a flu vaccine. They expect it could be a 
highly infectious year if the US is anything like Australia 
that just finished up its flu season.”

“Public health officials are worried people would have a false 
sense of security after COVID precautions created two years 
of milder flu seasons. And this has the CDC urging everyone 
six months and older to get their flu shot.”



Majority of Articles Included NFID Survey Data  

“According to results from a survey by NFID, only 49% of US 
adults plan to get an influenza vaccine during the 2022-2023 
season. People who said they did not plan on getting 
vaccinated cited not thinking influenza vaccines work very well 
(41%), concerns over side effects (39%), never getting influenza 
(28%) and concerns over getting influenza from the vaccine 
(24%) as their top reasons.”

“69 percent agree flu shots are the best way to 
prevent flu-related deaths and hospitalizations.”

“Of concern this year, 1 in 5 individuals (22%) who are at 
higher risk of developing serious flu-related 
complications reported that they were not planning to 
get vaccinated against flu during the 2022-2023 season.”



Coverage Emphasized ‘Flu is Serious and Vaccination Provides 
Protection from Serious Complications’

“’We need to remind parents and caregivers that flu can be dangerous 
for children, especially children younger than 5 years old and children 
of any age with certain chronic conditions who are at higher risk of 
developing serious flu-related complications,’ CDC Director Rochelle P. 
Walensky, MD, MPH, said in a news conference.”

“’Even if the flu vaccine is not a perfect match, it provides 
some protection against severe disease and complications 
of influenza,’ said NFID Director William Schaffner, MD.”

“Last flu season, nearly half of adults received their flu vaccine—
with adults age 65 years and older leading in flu vaccine 
coverage," said CDC Director Rochelle P. Walensky, MD, MPH. 
Older adults are at highest risk for severe influenza and are 
strongly encouraged to be vaccinated.



Key Message Pull-Through
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Key Messages



Leveraging CDC-NFID Partnership

José R. Romero, MD, Director, CDC National Center for 
Immunization and Respiratory Diseases, CDC

(English/Spanish)

Rochelle P. Walensky, MD, MPH, CDC Director

www.nfid.org/blog

https://www.nfid.org/2022/12/06/its-not-too-late-to-fightflu/
https://www.nfid.org/no-es-demasiado-tarde-para-combatirlainfluenza/


Social Media Buzz: #FightFlu and #PreventPneumo

 819 social media posts by 514 unique authors generated estimated 24.5 million* impressions 

 Partners, immunization community, and healthcare professionals helped spread the word 

 300+ attended news conference virtually and in-person

 Media outlets extended reach of messaging on social 

*Hashtag use from September 29–October 9, 2022 (Twitter only)



NFID Social Media Toolkit for Partners

Sample posts, animations, and graphics:



16

Media Outlets Extended Reach of Messaging on Social 



Paid Social Media Posts Expanded Engagement with NFID Messages

 Facebook: 5,837 Clicks with 1.11% Click Through Rate

 Twitter: 973 Clicks with 0.28% Click Through Rate

Top Performing Post (Twitter) Top Performing Post (Facebook)



Influenza Webinar + Podcast Episode

www.nfid.org/podcast

www.nfid.org/webinars

500+ Viewers/Listeners



National Influenza Vaccination Week (NIVW): December 5-9, 2022

#FightFlu
#LowerYourFluRisk

Extending messages throughout respiratory season:

 #TogetherAgainstFlu video

 Reader’s Digest/The Healthy article

https://eur03.safelinks.protection.outlook.com/?url=https%3A%2F%2Fznconsulting.sharepoint.com%2F%3Av%3A%2Fs%2FIFPMA%2FEV7oS6l5EUlIgk05_wQOpVYBBPMXI5_L46PTNPeOTMSJ0g%3Fe%3DqBa6jo&data=05%7C01%7Cjenny.l%40znconsulting.com%7Ccece5d93bab046c23c9e08dad6b49992%7C1123ff36fbf941a880db41eb9c8b2b77%7C1%7C0%7C638058368422696055%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=jkk487OXwgZcToujuaxxgcXNojFKS97QUnhTwqkKX4o%3D&reserved=0
https://www.rd.com/article/flu-not-just-a-cold/


#LowerYourFluRisk:

Patients with Chronic Health Conditions



The Healthy: Sponsored Article Overview

• Audience: Adults with chronic health conditions

• Objectives: Raise awareness on how flu 
spreads, how it can be prevented, and how 
certain people are at higher risk for severe 
complications

• Tactics: Leverage Trusted Media Brands to 
reach The Healthy and Reader's Digest audience 
and deliver educational, custom content that 
communicates the serious complications of flu, 
especially for those at higher risk, and how to 
prevent flu



 Article Flight: December 5, 2022–January 31, 2023

 Exceeded benchmarks for click through rate (CTR) and average time spent, indicating NFID messaging 

resonated with the audience

Native Article 

45,170 
Page Views 
113% to goal

4:35
Average Time Spent
143% to benchmark (3:05)

Targeted Display Media

1,540,144
Impressions
105% to goal

0.66%
Click Through Rate 
440% to benchmark (0.15%)

Added Value Package

0.76%
Click Through Rate 
507% to benchmark (0.15%)

0.14%
Banner Click Through Rate 
Benchmark: (0.16%)

The Healthy Article Performance Exceeded Industry Average



Flu Is Not A Game PSA Further Drove Awareness

 NFID refreshed “Flu Is Not A Game” public 
service announcement (PSA) broadcast

 Interviews with 4 patients living with 
chronic health conditions, as well :15, :30, 
and :60 second PSAs broadcast and 
digitally distributed to national list of 
800 TV stations

 PSAs placed on top networks including 
CBS, CW, Fox News, and History Channel 
International



PSAs Continued To Achieve Strong Reach

TV PSA Campaign
 Since December 2021, PSA 

has had 87K+ TV airings

 PSAs have been featured 
in 200+ markets

 Nearly 30% of the total 
airings came from 
national/regional outlets 
and local stations in the 
top 50 media markets

*TV PSA campaign ran longer for 2022-2023 season; campaign originally released in December 2021



Paid Social Media Posts Further Reached Audiences with NFID 
Messages

 Facebook: 3,757 Clicks with 0.92% Click Through Rate

 Instagram: 568 Clicks with 0.40% Click Through Rate

 Highest performing post for engagement on both Facebook and Instagram was 'Are You at Risk' post

 Post featuring infographics performed best



Targeting Older Adults 



AARP: Sponsored Article Overview

• Audience: Adults age 50+ years

• Objectives: Educate readers that older adults and 
those with certain chronic health conditions are at 
greater risk of developing serious flu-related 
complications and that annual flu vaccination is the 
best way to reduce risk

• Tactics: Leverage BrandAmp by AARP to reach AARP 
members and deliver educational, custom content 
that communicates the importance of getting an 
annual flu vaccine, especially for adults age 65+



AARP Article Engaged Target Audience

 Article Flight: January 9, 2023–February 8, 2023

 Engaged target audience as indicated by time spent, more than twice the industry average

Content Engagement

1:53 minutes
Average Time Spent
Industry average: 0:43**

Campaign Awareness

78% Unique Visitors

21,577 Page Views

Page Views by Device

Tablet, 5%

Desktop, 10%

Mobile Phone, 
85%

Additional Metrics

SOURCE *Average based on 29 standard articles in H2 2022
**Pressboard Benchmarks H1 2022

0.17%
Article CTA CTR
BrandAmp average: 1.08%*

0.57%
Roadblock Banner CTR
BrandAmp average: 1.05%*

0.55%
ROS Banner CTR
AARP.org average: 0.05-0.40%



Addressing Disparities: Reaching US Black Adults 



Rooting Flu Campaign in Audience Research

 In 2020 and 2021, NFID conducted 2 surveys to better understand knowledge, attitudes, and 
practices among US Black adults regarding flu and COVID-19 vaccination

 In March-April 2022, NFID conducted consultations with partners with deep connections to US 
Black audiences, to share survey results, obtain feedback, and discuss collaboration

 NFID garnered survey and consultation insights to develop campaign concepts with Black-
led and Black-serving organizations, and test concepts for cultural authenticity

“We know that we win when we 

take care of ourselves and 

continue to follow risk 

mitigation behaviors.”

“Prevention is becoming a part 

of the everyday lifestyle.”



Empowering Black-Led and Black-Serving Partner Organizations 

as Trusted Messengers

 NFID formative research found that among US Black adults, protecting family members has an important 
influence on vaccine decisions, and that Black healthcare professionals are the most trusted source of 
information

 NFID worked alongside Black-led and Black-serving organizations to develop culturally relevant messaging and 

visuals that appeal to US Black audiences with a focus on protecting themselves and their families



#ShowUp and #FightFlu Toolkit

 NFID developed partner toolkit for public 
health advocates to inform their 
communities on the importance of flu 
prevention and encourage US Black adults to 
get an annual flu vaccine

 Complimentary toolkit includes co-brandable 
resources, including key messages, sample 
outreach email, and email banners, newsletter 
content, sample social media messages, 
graphics, and flyers

www.nfid.org/show-up

https://www.nfid.org/wp-content/uploads/2023/01/NFID-ShowUp-Flu-Vaccine-Partner-Toolkit.pdf


Dissemination: #ShowUp and #FightFlu Campaign Raised 
Awareness During December Holiday Season

 Facebook and Twitter posts gathered total reach of ~5K

 Content on Facebook performed strongest



Dissemination: Media Partnership to Reach Black Consumers

NFID developed media partnership with BlackDoctor.org (BDO): 

 Elevate importance of and encourage annual flu vaccination 
among US Black adults

 Provide accurate information to Black adults and encourage 

     visits to NFID website

Activities included: 

 Facebook Live to discuss flu disparities and #ShowUp and 
#FightFlu campaign

 Sponsored article emphasizing racial disparities and how 

     annual flu vaccination helps protect Black communities

 Promotion of assets on BDO Cold and Flu website and newsletter



Dissemination: National Influenza Vaccination Week and Beyond

NFID employed variety of tactics to amplify #ShowUp and #FightFlu campaign assets and messaging including:

 Blog post to announce campaign launch and promote toolkit

 Updated NFID flu website content to spotlight Black adults as priority audience

 Toolkit dissemination to NFID partners

 Social media posts during National Influenza Vaccination Week, with targeted campaign messaging



Maintaining Momentum



Bus Ads: It’s Not Too Late to #GetVaccinated to Help #FightFlu

King-size bus displays in Washington, DC:
6.9M+ Impressions
January 2023

Taillight bus displays in NYC:
3.2M+ Impressions
January 2023



NFID Thought Leaders Help Raise Awareness



Collaboration and Support



Supporters

NFID awareness activities, including annual news conference, supported in part by:

 AstraZeneca

 GSK

 Merck & Co., Inc.

 Sanofi Pasteur

 Seqirus

 VaxCare (in-kind support of flu vaccine clinic)

NFID policies prohibit funders from controlling program content

http://www.nfid.org/grants-policy


Additional information, including news 
conference recording, available at:

www.nfid.org/2022flunews
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