
Objective: Launch the new Vagisil Wipes without necessarily 
focusing on the platform of vaginal odor, but rather the inner 
workings of the vagina and what could lead to odor, etc. 
Strategy: In order to make the subject of vaginal odor a 
comfortable topic to discuss, we needed to continue to 
demystify the word vagina and make women understand that 
this is an “organ” they need to understand:

Partnered with top experts, including Partnered with top experts, including Elizabeth Stewart, M.D., author 
of the “The V Book: A Doctor’s Guide to Complete Vulvovaginal 
Health,” and assistant professor of ob/gyn at Harvard Medical School
Conducted media roundtable with noteworthy women’s media in 
attendance
Product mailings to targeted media
Radio Media Tour with Dr. Stewart
Strategic product sampling via editorial coverage, through the 
American College Health Association (college campus 
poster/sampling effort in campus medical offices) and Spirit of Women 
hospital partner program
Key professional tactics, including ACOG trade show book signing
and survey
Web site subpages at www.vagisil.com to support PR messaging

Vagisil OwnerVagisil Owner’’s Guide to the s Guide to the 
VaginaVagina

http://www.vagisil.com/


Results:
The media luncheon at Per Se drew upwards of 30 key 
women’s media outlets, including Newsweek, Glamour, Good 
Housekeeping, Cosmopolitan, Fitness, Associated Press and 
more).

More than 60,000 samples were distributed to target 
audience via programs that also had educational/PR value 
(not just handing out a sample on a street corner).

Total Impressions topped 288 million, with more than 1,750 
broadcast placements (radio and TV, which is typically not 
bookable mediums for Vagisil) and more than 215 print clips 
(hard copy and online).  



Sample Vagisil Owners Guide Campaign Results…
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