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1. Planning Your Diseas&warenessCampaign

World Hepatitis Day ian internationaffocus point for patient groups and people living with hepatitis
B and C It is an annal milestone around which interest groups can raise awareness and influence
real change in disease prevention and access to testing and treatnfeistthe key day in the global
calendar for campaigns and activitiegthin the hepatitis worldo come tayetheras one voicavith

a mutual objetive.

The World Hepatitis Alliang®/HA)is a global alliance aiver 200 patient groupgroviding global
leadership and supporting action that will halt the death toll and improve the lives of people living
with chronic viral hepatitis B and .hrough better awareness, prevention, care, support and access
to treatment, our ultimate goal is to work with governments to eradicate these diseases from the
planet.World Hepatitis Allianceg seeking a world without virddepatitis B & C.

The WHA established the first World Hepatitis Day (WHD) in 2008 @0@%the WHAwill
coordinate the second annual World Hepatitis Day.

The2008WHDcampaign platfornwasbuiltonit KS G KSYS 2 F daThissimple b dzY 6 SNJ mH
messageavas designd to communicate the fact thaine in 12 people worldwide have viral hepatitis

B or ¢ prevalence far higher than HIV or any candemas also intendetb encourage people to

guestion themselvegdther than stigmatisethers) and to get testéd. The campaign was a huge

success and this theme will continue to be used in 2009.

The Global Objective

Our objectivefor 2009 is to continue communicating a simple message

that aims to combat stigmandimproveunderstanding ohepatitis B

and C by ighlighting the extent of hepatitis infection across the world

in a waythat grabs public, media and political attentiofVhile weas
campaignersnay nowbeFT I YAEf A NJ gAGK W!'Y L bdzyoSH
majority of people out there are netwe need to contine repeating

our simple message time and time again until we have reached the broadest audience pdsgble.

the hope of the WHA that sustained use of the Am | Number 12? brand wilithelpecome a

globally recognizble image and umbrella theme fbepatitis.

TheW! Y L b doadmdibdmpaetsb6ih the public and policy initiativesf the World

I SLI GAGAA 'EEAFLYOS YR 6S SyO2dz2Ny 3S @2dz G2 O2yad
developed to identify ways of supporting your disease awassreampaign with activities aimed at

shaping policyIf you do not currently have a copy, tleiad all of the materials discussed in this

toolkit, can be downloaded from the following sitettp://portal.f leishman.comPleaseclick on

W2 2NIR I SLIGAGAE 5FH8Q FYyR dzaS GKS F2fft2¢Ay3 23X

e username: worldhepatitisday

e password: 2*hdjQ4k
If you experience any problems accessing this information please email
worldhepday@fleishman.com


http://portal.fleishman.com.please/
mailto:worldhepday@fleishman.com

Setting Your Own Objectives

Disease awareness is about more than justoneldgyR ¢S K2 LJS GKIF G GKS W'Yy L
campaign is something that you will use throughout the year as you build awareness of hepatitis B
and C in youown countries

¢KS W'Y L bdzZYoSNI muKQ GKSYS KIFa 0SSy FR2LIISR 6@
has unique needs and therefore unique approaches must be taken to make the most of the uniting

global theme. The role of the WHA ispimvide a framework for the 2009 WHD campaiffering

guidance, advice and core materidlisis up to you to develop messagiaigd local activitieshat

work in your country / regionYou are encouraged to think about your local objectives i.e. what you

want to achieve in your country througksing and adapting KS W!'Y L bdzYoSNJI muKQ O
may be easiest to think of these in terms of leiegm andshort term goals. A longerm goal might

be to increase access to testing by 50% whilst a short term ggal e to increase awareness of

lack of testing through the media and political activities.

Objectives flow
1. What do you want to achieve by 20127
2. What do you want to achieve in 2009?

3.12¢ OFly GKS WI'Y L bdzYoSNI mHKQ (r&vYeSinl yR YI (S|
2009?

4. What do you need from your WHA representative?

Help is at Hand!

If you have any questions about the global materials or this toolkit,
please get in touch atorldhepday@fleishman.com

We alscencourage you to work with your regional World Hepatitis
AllianceBoard member, for any specific country or regional campaign
guestions that you might have. The contact details forrdgional
World Hepatitis Alliance Board are as follows:

Europe regio: Achim Kautz

Deutsche LeberhilféGermany)

akautz@leberhilfe.org

Eastern Med / Africa regionAbdelhamid Bouallag
SOS Hepatites (Algeria)

hamidboualeg@yahoo.fr

North America regionChris Taylor


mailto:worldhepday@fleishman.com
mailto:akautz@leberhilfe.org
mailto:hamidboualeg@yahoo.fr

NASTAD (USA)

ctaylor@nastad.org

SouthAmerica regionCarlos Varaldo

Grupo Otimismo (Brazil)

hepato@hepato.com

Western Pacific regionZhao Wang

Chinese Foundation for HepatitRrevention & Control (China)

lijinghua@-cfhpc.com

Australasia regionHelen Tyrrell

Hepatitis Australia (Australia)

helen@hepatitisastralia.com

NB If you are not sure whiglegion you are in please emaibrldhepday@fleishman.com



mailto:ctaylor@nastad.org
mailto:hepato@hepato.com
mailto:lijinghua@cfhpc.com
mailto:helen@hepatitisaustralia.com
mailto:worldhepday@fleishman.com

2.Dft 20 fb d2N1OYSNO MHKQ HAand /YL AIY

lf 0K2dAK GKS WI'Y L bdzyo SN meBeQrimamdytdiiBnybpgiciips O Y LI A Iy
within each country in order to best reflect the awareness needs of that country, the World Hepatitis

Alliance is cardinatingfour activities in order to increase international awareness KS W! Y L b dzY o ¢
MHKQ (2 dizdhE tour a ciedtige competitiomnd our ongoing work towards the Hepatitis Atlas

and liaison witithe World Health Organization

WI'Y L bdzYoSNI muKQ 2y G2 dzNJ

As part of the 2009 campaign, Raquel José of the World Hepatitis Alliance will be visititrgesou
around the worldonéi KS  W!' Y L bdzYo SN mHKQ (2 dzNX® wl ljdzSt gAff
patients, health ministers and negovernment orgarsations to showcase chronic viral hepatitis policy

I OKAS@SYSylGasz KSt L) Ab/d2NBI NISm H KD NIBYWFRS 43S @dENBY! 02 LY A )
campaign.

The tour will include the following countrie8rgentina, Australia, Bangladesh, Brazil, China (including

Hong Kong and Taiwan), Ghana, New Zealand, Poland, Scotland, USA and \Astiiecanpaign
evolves more countries may be added.

[ Fdzy OK 2F 21! of 23Y NRdY RL (bKAIY & NI MRH

A blog is a website, usually maintained by an individual with
regular entries of commentary, descriptions of events, or other
material such as graphics odeb.

wl ljdzSt W2asS 06S3l y toirkafierthis yearL b dzY 6 SN
and will bereporting her experiences and encounters on a newly

launched blodnttp://blog.worldhepatitisday.org/ The aim o the

blogisto share best practice anekperiences ohow other

countries are tackling hepatitis B and C.

[FESORT R

=
There are alsoirtual, onlineWo F R3ISaQ | @FAflrofS G2 R2gyf2FR G2 dza
support for World Hepatitis Day 2009.

w»


http://blog.worldhepatitisday.org/

WHDCreativeCompetition

January 2009 saw the launchtb& World Hepatitis Dayr€ative Competition. The competition is open

to all patient groups and individuals, amateur and professional artists, and entries can take the form of
any visual media, be it a poster, videceative writing or photograph. The competition will be judged

by a panel including physicians and patient group representatives who will be looking for creativity and
originality, as well as effectiveness in communicating of twothemes

1. W2 2 NF RIASLE H&AQ
2. W'Y L bdyoSN mHK

More details on how to enter, including competition rules and the nomination form, can be faund
http://www.aminumberl12.org/Competition.aspx Shortlisted entries wibe featural on the website in
the run up to 19 May 2009 and winners will be announced on Friday 15 May 2009.

The success of this competition will rely heavily on involvement and support at a national level from
people such as you. Please do promote tompetition in your country and try to drive as many entries
as possible. The more entries and noise, the bigger the impact the competition will have.

Submissioamust be made by 17 April 200&ntries must not be associated with any commercial
intereds.

Working withthe World Health Organization

There are a number afctivities which the global WHA team are working on that involves the WHO.

Firstly, the WHA have been activalgrking withgovernments and Health Ministers around the world

to help ergage the WHO with the aim of getting a resolution on the agenda at the 2009 World Health
Assembly meeting in Geneva, Switzerland. As a resthieaictivities of patient groups in Brazil and
China in particular andur ongoing discussions with Health Niters we understand that viral hepatitis
has indeed been put on the agenda for the World Health Assembly meeting, witlitdke place in

Geneva from 18to 27" May 2009. While we are unable to disclose further information at this stage,
we will be m&ing a media statement available in the weeks before the World Health Assembly, and its
distribution (embargo date) will coincide with World Hepatitis Day on tH&NIgy.

Secondly, we are continuing to work closely with the research team involved indabal®urden of
Disease projecthttp:/globalburden.org/) gathering and analysiriey global data antb build a
comprehensive picture dfepatitis B and C. We are not expecting to have this data in time foM&g
2009, but we do anticipate having the first draft of the Hepatitis Atlas towards the end of 2009 /
beginning of 2010.



http://www.aminumber12.org/Competition.aspx
http://globalburden.org/

3.WLY L bdzYoSNI MHKQ [/ FYLI A3IyYy al GdSt

Thesuccessof th&¥! ¥ L y dzY o mmyeamnmthanﬁeﬂm&rengthen through repetition
means we will be using it againthisy®@ar W! Y L bd
highlights thefactthat one in 12 people worldwide are living
with either hepatitis B or G andthisis the focus of th&VHA
disease awareness programme. The logo is aepiodv

symbol of theWwWHDcampaign, which encourages people to

ask themselves whether they could be one of the 500 milli “ " " B E n
people living with either hepatitis B or C.

In this section we have set out simple campaign messagesfto

KSt L) e2dz SELWB6SHM MKRQWIKSYSbH zR.R
ideas of ways you carse the logo We have also included

NEWcampaign materials, which we hope will help you when

developing your campaign. All materials are available in

Arabic, English, French, Mandarin, Portuguese, Russid
Spanish. Additional materials will bens¢o you in the months leadingp to WHD2009.

¢CKSNBE NB aAYLX & KdzyRNBRa 2F ¢l e&a GKIFIG &2dz Ol y LI
politicians in your countrg below are somesuggestionsWe encourage you to come up with your own

ONBI GAGS gl &a G2 NI AAS ahddd malBeydur caripaigh!has the biggestY 6 S NJ
impact possiblén your country.

A Simple Message

TheWHAIs aware that theVHDcampaign still has a large amountvedrk to do to ensurghat

awareness and empathy aroumhepatitis B and hepatitis &e as high a other disease areas, such as

HIV / AIDS, TB and malaria. The 2009 campaign has been designed to support this disease awareness

effort by continuingtof®dza 2y GKS &AYLX S OF YLI A3y YSaalrisS 27 vy

Core globatext has been developed to communicate our supporting campaign messages:

1. 500 million people (one in 12 people worldwide) are living with either chronic viral hepatitis B or
hepatitis C

2. Hepatitis B and C do not discriminatenore than 1/3 of people on the planet have been
exposed to one of the two viruses

3. Am | one of those infected, but unawargePeople should get tested and find out



Why are these messages so simple?

With any campaigiibe it for a consumer brand likéocaQola, a politician like Barack Obama or a
disease awareness campaigeuch as World AIDS Day) it takes time for people to really engage with it,
and understand why they need to be involved. History has shown thastand a better chance of
getting people to change their mind or react to a campaign by frequently and consigiepéigtinga
message that is simple.

Recently elected President Barack Obama faced a huge number of hurdle
to get elected as President the United States of America. Central to the
success of his election campaign was his messagech was simple, used
consistently and relevant to the people he was talking to. "Change" is
already one of the mostcognisblemessages of the 2century, which
because of its simplicity reached people in countries all around the world.
President Obama repeated his message over and over again and in a ver
AK2NI &L} O0S 2F GAYS LIS2LX S o6S3aly

2 0K WI'Y L bdzyo SN mH Komake & red diffdrénceal K
It is a simple message that works in all major languages of the world and i
accompanied by a strong visual identity. As a global alliance of patient
groups we really can reach the four corners of the world with our message ‘

but we haveonly just begurand we need your hel continuetospreR G KS W!'Y L bdzyo SNJ v
message.

New Campaign Materials

This year we have developed a range of new visuals which you can use and adapt as part of your
awareness raising activities. ®iuals are available on the FTP site (see sectionl) in .GIF and .PDF
poster formats, and upon request we can also send you editable versions of the artwork so that you can
adapt the materials.

Am | Number 12? Posters

We have developed six different pestconcepts which have been translated into our seven languages
and which are ready for you to use and adapt. We understand that the global messages we have
developed will not work in all of your countries and as such we recommend that you:

1. Download the ampaign visualg/hichyouwould like to use

2. Review the messages and wording that we have suggested and adapt these to make sure they
work in your country

3. Adapt the artwork to include your messages as well as your patient group logo acdraagt
information, such as a telephone hotline or your own website

10
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Web-banner Advertisement

We have developed a wdilanner advertisement which you can use to drive traffic to the World
Hepatitis Day website. The wddlanner advertisemenits available as a skyscraper in 600 x 120 format,
and is a .SWF (flash) file. It can be downloaded very easily from the following site:
http://portal.fleishman.comusing the login details outlined on page fouttlos document.

11


http://portal.fleishman.com/

Your IT department should be able to help you upload the-betner
advertisement onto your website and we encourage youdd a hyperlink to the
banner adthat linksto the global campaign website atvw.aminumberl2.org

Please note:The role of the WHA is to provide a framework for raising awareness of

hepatitis B and C. It is up to you to adapt the core materials and messages to

O2YYdzyAOF(GS WI'Y L bdzYoSNJ mMHKeountygndill 6+ & GKI G YI1Sa
make the biggest impact possible.

Usingl KS W!'Y L bdzYoSNJI MmHKQ f 232

There are many ways you can use the lqggmd patient groups have already

demonstrated the flexibility and adaptability of the logo with some fantastic

campaigns. Wepgreciate you may have limited funds and resources and so have included a range of
ARSIIa 2F K2g @&2dz YAIKOG dzasS W! Y dwehrddyingdkhiseH KQ Ay @&
g NBySaa 2F KSLIGAGAE . |yR / dleaffdBlodikkbg!a & YIy

Giveaways; people always like free things. A great w
G2 3SG W'Y L bdzYo SN mHK!
away on objects that people routinely use, such as
mugs, drinks coasters, car bumper stickers, ponchos
umbrellasand balloons.

Getting the logo embossed on these items can often
relatively cheap and by doing it in bulk you can often
negotiate a discount with the supplier. Once you hav
had the items made all you need to do is give them
away. For this you needilunteers and helpers to hant
them out at popular places such as the beach, a trair
station, shopping centre or in a park.

Think about who might help you out. For example,
O2dzf R &2dz 3SG 201t aKzl
b dzY 6 S NJshirts #rQhe tlayDr will a coffee shop
OKI Ay> &adzOK I a { (I N» dzOR ¢
RNAY14a O2F3a08NRQ Ay GKS;
@2dz IS4G YFOGSNRIfA YIRS
of getting them out there so people use them and mc
importantly see them.

Brandingc3SdGAy3 WI'Y L bdzYo!
StasSQa LINBPRdzOG Aa | 322
without needing large numbers of volunteers and
KSt LISNA ® LT 22dzQ@Sethe
way for you!
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