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The	evolu+on	of	the	ISG	
ü Conversa+ons	with	relevant	organisa+ons	and	
groups	to	avoid	overlap	and	compe++on	

ü Iden+fy	key	issues	/	gaps	in	vaccina+on	advocacy	
and	health	promo+on	

ü Compare	with	available	grants/	sponsoring	
ü Engage	new	members	/	key	opinion	leaders	
ü Develop	vision	&	mission	statement	
ü Create	a	marke+ng	&	communica+on	plan	for	
2016	

ü Internal	Launch	at	the	AGM	2016	



The	evolu+on	of	the	ISG	
•  Opportunity	to	build	on	the	ISG’s	success	and	
reputa+on	

•  Poten+al	for	a	broad	based	immunisa+on	
advocacy	group		

•  	Largely	vacant	space	to	enhance	vaccine	
coverage	and	address	vaccine	hesitancy	through	
advocacy	

•  The	ISG	will	retain	its	integrity	and	maintain	its	
breadth.	No	lessening	of	ac+vi+es	for	the	ISG.	



?	









Vision	

	
	
The	Immunisa+on	Coali+on	will	improve	the	
protec+on	of	all	Australians	against	infec+ous	
diseases	through	advocacy	for	immunisa+on.	



Mission	
•  To	create	public	awareness	regarding	the	importance	of	

immunisa+on	by	providing	educa+onal	materials	and	
communica+on	programs.		

•  To	co-operate	with	key	Australian	professional	bodies,	
consumer	advocacy	groups	and	the	Australian,	State	and	
Territory	Governments	in	their	educa+onal	ac+vi+es	
focused	on	immunisa+on	to	bring	informa+on	to	Australian	
healthcare	professionals	and	the	public.	

•  To	work	with	consumers,	health	professionals	and	
organisa+ons	with	an	interest	in	immunisa+on,	ensuring	
that	the	informa+on	provided	to	consumers	through	our	
website	and	other	communica+on	channels	is	current,	
easily	understood	and	scien+fically	informed.		



What	will	change	in	2016?	

•  Name	change	
•  Revised	Cons+tu+on	
•  Evolving	structure	for	the	IC	
•  Communica+on	
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Communica+ons		
	 	 	 	 	 	 	 	 	 	 	 	 	2015	&	2016	



Learnings	from	2015	
The	future	is	not	reasonably	predictable		
based	on	the	past.	
In	fact,	 	 	 	 	 	 	 	 	 	 	 	 		
the	trend	is:	
		
	
	
	
Every	flu	season	is		
startlingly	different.		
Media	communicates	rapid,	
indiscriminate,	and	constant.		
	



2015	 •  ASM	
•  First	Media	requests	in	
January	

•  Long	lead	media	
campaign	

•  Annual	Scien+fic	
Mee+ng	

•  Na+onal	media	launch	
Public	Vaccina+on	
Event	in	Melbourne	

•  Constant	media	
conversa+ons	



Television	
16%	

Radio	
38%	Print	

11%	

Medical	
1%	

Online	
34%	

2015	
2074	media	clippings	Jan-Aug		

#FluShotNow	campaign	
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•  Partnership	with	Yarra	Trams	
•  Vaccina+ng	the	Lord	Mayor	on	camera	
•  Webinar	for	nurses	&	GPs	
•  The	Flu	Widget	
•  Low	budget	videos	
•  Pneumococcal	Algorithm	
	



2015	Impressions	



Where	to	in	2016	

Adap+ve	strategy:	
•  Roadmap	the	flu	season	2016		
•  Set	of	naviga+onal	tools,		
		
There	will	be	many	different	op+ons	for	
reaching	the	des+na+on.	



The	des+na+on	

Increase	understanding	of	the	impact	of	influenza	and	its	
rela+onships	to	other	infec+ous	respiratory	diseases.	
Reduce	the	public	health	impact	of	influenza	through	
increased	awareness	among	consumers	and	healthcare	
professionals	and	of	best	prac+ce	in	the	preven+on	and	
treatment	of	influenza.	
	
Goals	
Inform	and	educate	medical	professionals	and	general	public	about:	
Flu	Facts	
Who’s	at	risk	
How	to	be	smart	about	the	flu	
	-	based	on	scien+fic	studies	and	available	evidence	



Tools	
1.	Story	angle	development.	We	
know	the	flu	story	inside	out.	To	
aYract	aYen+on	we	need	to	find	a	
fresh,	compelling	angle.	The	goal	is	
to	find	‘the	most	newsworthy	hook’	
that	makes	the	flu	story	stand	out.		
	
2.	MulE-channel	content	creaEon.	
We	live	in	a	visual	world.	Challenge:	
to	generate	great	content.		
	
3.	DistribuEon	experEse.	It’s	not	
enough	to	create	content	that	
aYracts	aYen+on;	we	need	to	
ensure	that	our	target	audience	
can	and	will	access	it.	

4.		Caffeine.	With	so	
much	content	to	create,	
this	is	a	trend	in	the	head	
office	that	will	only	grow.		



The	Roadmap	
	

•  Annual	Scien+fic	Mee+ng	
•  Star+ng	developing	storylines	post	conference	
•  Start	of	Flu	Vaccina+on	Season	
•  Public	Vaccina+on	Event	in	Melbourne	
•  Interna+onal	Day	of	Immunology	–	2nd	public	
event	

•  Winter	is	here	
•  Adult	Vaccina+on	Forum	
•  Flu	is	here	
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Publica+ons	examples	



Thank you!


