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Case Study 
 
Hedrin - ONCE A WEEK, TAKE A PEEK: Getting Ahead of Head Lice 
 
Timescale: March 2008 - March 2009 

 

1. EXECUTIVE SUMMARY 

The „Once a Week, Take a Peek‟ campaign was the UK‟s first national campaign with 

support from schools and pharmacists aimed at educating parents on how to effectively 

check and treat head lice. The targeted and memorable „Once a Week, Take a Peek‟ 

campaign clearly communicated to parents the need for weekly head lice checks, 

providing education and simple advice on how to identify and manage head lice 

infestations. The campaign engaged with pharmacists, healthcare professionals and 

schools helping spread the word and encouraging recommendations. Over 120,000 

advice leaflets were requested directly from the campaign website and 115 items of 

coverage appeared.  The campaign helped Hedrin position itself as the authoritative voice 

within the head lice market, growing its market share and cementing its position as brand 

leader.  

 

2. SITUATION ANALYSIS 

One in 10 primary school children suffer from head lice at any one time. Research 

amongst parents with children aged between 4 and 11 highlighted a lack of knowledge 

regarding when and how to check for them, as well as uncertainty regarding who is 

responsible for the management of this condition.  Head lice are also hard to treat due to 

time consuming treatment options and increasing resistance to traditional insecticide 

based treatments.  Hedrin (active ingredient dimeticone) is the UK‟s first licensed OTC 

medicine to eradicate head lice without the need for pesticides or time-consuming 

combing.  It has a physical rather than chemical mode of action, making it impossible for 

lice to develop resistance.  However, new products are launching with a similar mode of 

action increasing the need for the Hedrin brand to be seen as the most credible and 

authoritative in the head lice market. 
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3. OBJECTIVES - during the period March 2008 - March 2009: 

Promote the Once a Week, Take a Peek (OAWTAP) educational campaign, generating at 

least 30,000 requests for information. 

Secure at least 50 items of media coverage, generating at least 20 million opportunities to 

see to raise awareness of the educational campaign, particularly with parents aged 4-11. 

Position Hedrin as the most advanced and effective head lice treatment available, 

encouraging pharmacy, school and medical recommendations of the campaign and of the 

Hedrin product range.  

Generate consumer product demand, protecting the existing market share and supporting 

retail listings and launching the new Hedrin spray format and the Hedrin head lice 

detection comb. 

 

4. CAMPAIGN STRATEGY 

Position Hedrin as the leading authority on head lice to help ensure it maintained its 

market share in the face of increasing competition. Use the OAWTAP educational 

campaign as a platform to champion the role of parents in the battle against head lice, 

helping communicate the importance of regular and effective checking for head lice, as 

well as how to best treat infestations. 

Use the media to raise awareness of increasing resistance to traditional head lice 

treatments and Hedrin‟s efficacy and unique physical action. 

Build Hedrin brand credibility and trust and drive recommendations by raising awareness 

of the successful supporting clinical trials, presenting case histories that have successfully 

used the product, creating an association with leading experts and expert endorsements. 

 

5. TACTICAL IMPLEMENTATION 

a) Once a Week, Take a Peek – educational campaign  

Campaign used a memorable strap line (Once A Week, Take A Peek) to encourage 

weekly checking and ensure standout from other information.  

Educational leaflets were offered for free via the campaign website, providing clear, easy-

to-follow advice to appeal to busy people and avoid information overload. 

Campaign microsite was developed as a valuable source of information – 

www.onceaweektakeapeek.com 

  

http://www.onceaweektakeapeek.com/
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Creation of a „Superhero Mum‟ cartoon character helped champion the role of parents in 

the crusade against head lice and the tone of the leaflet copy and the design (no use of 

blown up images of head lice as research showed this added to the stigma) helped 

normalise the subject. 

 

Information tailored to fill holes in parents‟ knowledge as identified in consumer research 

e.g. how to spot them and how to build checking for head lice into your weekly routine.  

A Medical Advisory Board was formed consisting of experts from the Medical Entomology 

Centre and the School and Public Health Nurses Association to advise on the campaign 

materials and act as spokespeople. 

The campaign championed the role of parents in the battle against head lice – 

communicating that responsibility for managing head lice ultimately sits with parents, not 

schools. 

Campaign promoted through the media, online discussion, pharmacy workshops, word-of-

mouth, briefings with key opinion leaders and at relevant industry events e.g. the CPHVA 

conference. 

 

b) Heads up on head lice briefing and media outreach 

Roundtable media event and desk-side meetings in June to brief consumer, pharmacy, 

medical and education media ready for the key September back-to-school period 

presenting new clinical research highlighting Hedrin‟s efficacy and the OAWTAP 

campaign, as well as discussing common misconceptions.  

Emotive case studies and creative media relations gave reasons for the media to write 

about head lice e.g. a survey that found three quarters of parents want tougher penalties 

for those parents or guardians who take little or no action to combat head lice. 

Developed social media campaign, recognizing the growing importance of the web as a 

tool to recruit new brand ambassadors, give advice to dispel myths and misconceptions 

and respond quickly to the latest concerns about head lice. 
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c) Expelling nits from the classroom - Once a Week, Take a Peek in action 

Three month project putting the OAWTAP campaign concept to the test, which involved a 

Northampton primary school, parents, and local pharmacies all working together. 

Campaign materials were provided and the first ever text service to inform parents of head 

lice outbreaks in the school was created. 

Case study created following project was communicated to media and made available for 

healthcare professionals, schools and pharmacies to roll out on a local level around the 

country. 

Success evaluated through parent questionnaires pre and post the project - 88% felt 

better informed about head lice treatment and prevention as a result of the initiative and 

74% now check at least once a week. 

 

6. EFFECTIVENESS: OUTCOMES vs OBJECTIVES - during the period March 2008 – 

March 2009. 

 

Create an educational campaign that generated at least 30,000 requests for information 

Over 120,000 advice leaflets ordered by consumers, schools and pharmacies 

Feedback via the campaign microsite included: “Our primary school has just 

given out these leaflets to all parents; they are brilliant, much better than the 

county guidelines. Thankfully our school secretary found your website so 

hopefully no more head lice!” 

Christine Brown head lice expert and school nurse consultant said: “This 

innovative, well planned and targeted educational campaign provided clear, 

easy to follow advice for parents regarding the best way to identify and manage 

head lice infestations, encouraging them to take responsibility and to check for 

head lice on a regular basis.  It has received great support from the pharmacy 

and teaching communities and the feedback suggests that this campaign is 

really making a difference.”  

Secure at least 50 items of media coverage, generating at least 20 million opportunities 

The campaign created over 137 million opportunities to see through 115 items 

of coverage with an equivalent PR value of over £450k, including eleven articles 

in national newspapers. 
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Press highlights include Sunday Times Style, Daily Express, The Mail, The Sun, 

The Independent, Full House, Prima, Chat, Practical Parenting, Woman‟s 

Weekly and Headteacher Update. 

Position Hedrin as the most advanced and effective head lice treatment available 

94% of the media coverage mentioned the Hedrin brand, 86% included 

comment from the Hedrin expert advisory panel, 67 pieces of coverage 

mentioned Hedrin‟s efficacy and 43 items of coverage directly recommended 

the product range. 

38 pieces of coverage were secured in pharmacy, education and medical press, 

raising awareness of Hedrin‟s efficacy and unique mode of action.  

Generate consumer product demand, protecting the existing market share and supporting 

retail listings  

The campaign helped Hedrin maintain and grow its market share, increasing 

sales even though several new entrants launched with a similar formulation and 

the rest of the market is in decline. 

Hedrin is the No 1 head lice treatment with the greatest share of the total market 

(4% annual increase). 

 

7. CLIENT VERDICT 

“Pre-campaign research uncovered a huge knowledge gap amongst parents about ways 

and means of managing and treating head lice. The „Once a week take a peek‟ campaign 

combined great creativity with a clear and concise message for parents and empowered 

schools and healthcare professionals. Parents, pharmacists and schools all responded 

positively to the campaign, cementing Hedrin‟s position as market leader.” Hedrin 

Marketing Manager. 

 

 

8. ORIGINAL BRIEF summarized as follows: 

Position Hedrin as the authority on head lice management and treatment in the minds of 

consumers and by driving pharmacy, school, and medical recommendations, increasing 

sales and establishing Hedrin as the first choice treatment.  Help increase awareness of 

head lice prevalence and resistance to traditional treatments. 

 


