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PATTY SCOTT

For selflessly 
caring for and 
serving needy pets 
and their people.
See page 5

For dedicating 
100s of volunteer 
hours to multiple 
causes. 

See page 4

A special thanks  
to the judges...

For judges’ biographies, go to  
www.hmexchange.com/judges.html
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W
elcome to the 3rd Annual Healthcare Marketer’s Exchange Humanitarian 
Awards issue!

We are pleased to bring you uplifting stories that are sure to inspire you. 
Congratulations to our winners and nominees who have gone above and beyond 
in their philanthropic efforts – we are delighted to share your stories in the follow-
ing pages! 

The winners were chosen anonymously through a panel of judges who used a 
rubric. Every judge emphasized that choosing only one winner in each category was 
a very tough decision because each nominee has done so much for their community. 
Truly, everyone is a winner when it comes to their tremendous acts of giving! 

Congratulations to Lisa T. Lewis from GlaxoSmithKline, Patty Scott from Tar-
getbase, Gregg Terry from Educational Resource Systems, Inc., Nick Tocco and 
Gia Mauriello from CMI/Compas, Line Østergaard from Mandorla, The Bloc, 
CDM New York, CMI/Compas, Healix, and Lanmark360. The charitable efforts 
of these individuals and companies include helping those who are suffering from 
health and mental issues, kids and families with Type 1 Diabetes, pets and their 
owners in need, children with disabilities, those suffering from rare diseases, under-
privileged children, the homeless, and victims of natural disasters. 

I am so proud of everyone who was nominated and look forward to celebrating 
this year’s winners at the AMM Nexus/HME Humanitarian Awards Dinner in March. 
It is always an evening of powerful stories, awesome industry-wide connections, and 
lots of fun. You won’t want to miss it! Keep your eyes open for details. 

Here’s to celebrating the good in our industry,
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W
ith a 10-person team solely focused on corporate cul-
ture and philanthropy, giving back is engrained in 
the culture at Healix, IPG Mediabrands’ healthcare-fo-

cused agency. Very few organizations have a team dedicated 
to organizing philanthropy; even fewer give staff so much 
flexibility for volunteering, as well as so many different 
opportunities to contribute both in and out of the workday. 
All it takes is someone to say, “This is something I’m pas-
sionate about,” and the team rallies and pitches in. Giving 
back is part of the internal culture.

At the helm of the team is Jef-
frey D. Erb, President of Healix. 
Jeff leads by example, rolling up 
his sleeves to pitch in. He con-
stantly encourages people to get 
involved either with Healix’s ini-
tiatives or some of their own.

GIVING SPECIFICS

The decisions about which 
organizations and events to sup-
port come directly from the team. 
The staff expressed interest in 
opportunities to help families and 
children in need, as well as med-
ical conditions that touch some 
of them personally, so that is where the committee focused.

In the one year since Healix’s formation, the compa-
ny has:
• Stocked shelves at The Food Bank of New York City, which 

provides 62 million free meals per year, plus education 
programs and services that empower more than 50,000 
people.

• Held a holiday gift drive for underprivileged children 
completing wish lists for New York Cares to provide for 
disadvantaged children, teens, and seniors, who might not 
otherwise receive holiday gifts.

• Used a Super Bowl pool to raise money for the American 
Heart Association.

• Read to children in need at Pajama Program, which offers 
“reading parties” for young children, and a safe place for 
preteens and teenagers to cultivate relationships with 
adults and each other. New pajamas and books are also 
provided.

• Hosted a school supply drive and volunteered time to 
pack backpacks for Volunteers of America’s Operation 
Backpack program that provides for 20,000+ children liv-
ing in NYC shelters.

• Formed a JDRF/One Walk team to raise funds and aware-
ness for Juvenile Diabetes Research Foundation (JDRF) 

and Type 1 Diabetes (T1D). JDRF funds T1D research that 
focuses exclusively on creating a world without T1D.

• Planned an office bake sale that raised $445 to support the 
JDRF Walk team fundraising goal. The team’s grand total 
was $1,945.

• Planned a diaper drive for the Texas Diaper Bank to aid 
those displaced by Hurricane Harvey. Texas Diaper Bank 
combines meeting basic needs of vulnerable babies, chil-

dren, and seniors with educational 
opportunities to strengthen fami-
lies’ self-reliance.

The idea of philanthropy is 
such a part of Healix that when 
Harvey hit Texas, members of 
their culture and philanthropy 
team didn’t stand around won-
dering what to do, they actively 
threw out ideas about how Healix 
could have an impact. The group 
quickly landed on the diaper 
bank. They didn’t have to ask per-
mission to act, the team is empow-
ered to do so.

Healix expands its impact by 
inviting other business units within IPG Mediabrands to 
participate. Anyone who wants to support one of the causes 
or lend a helping hand is always welcome.

SOMETHING FOR EVERYONE

Some of Healix’s giving opportunities are onetime 
events, some are ongoing, and others are annual. They look 
for a breadth of causes and organizations to support with a 
wide range of commitment levels so everyone can choose 
what fits them. There are opportunities to volunteer during 
work hours or on an individual’s own time. Some people 
have time to donate, but not funds and vice versa, so Healix 
supports causes where time and money can be put to good 
use. A good example of that is the school supply drive. 
People purchase products or donate time to stock the back-
packs…or both! 

The key is that Healix as a whole is supportive of its 
staff volunteering. As of the end of August, the team had 
donated over 100 hours of time (both workday and per-
sonal time), with plans for another 100 hours by the end 
of the year.

Healix is located at 100 West 33rd Street, New York, NY 10001 

and 105 Carnegie Center, Princeton, NJ 08540. For more infor-

mation, contact Morayéa K. Pindziak at 646-609-9930 (o), 
347-703-6730 (c), or morayea.pindziak@healixglobal.com.

Giving Back Is a Given
HEALIX

Allie Raplee reads with a young student during a Pajama Program  
“Reading Party.”
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P
atty is one of the earliest board members of the Animal 
Protection Society of Rockingham County (APSRC) 
(www.apsrc.org) and was there when they received 

their very first donation and helped the very first pet with 
medical care. She works tirelessly after work and on week-
ends to help companion animals 
and their humans in an area of 
North Carolina where the medi-
an household income is just 
$31,500/year. Although she is 
extremely passionate about her 
organization, Patty is also very 
humble about her involvement. 
It took a number of coworkers 
asking questions casually and 
a fair amount of research to 
put together this entry – she 
certainly has a servant’s heart 
when it comes to taking care of 
those in need. 

APSRC provides pet food and pays medical expenses for 
low-income families who qualify. Relying upon individu-
al and corporate donations, APSRC also provides no-cost 
spay and neuter clinics for these families. For the past two 

years, the Banfield Foun-
dation has supported their 
outreach and has enabled 
them to pay veterinary bills 
for families who qualify in 
emergency situations and 
for other non-routine needs. 
According to Patty, APSRC 
is a “tiny” organization, 
but there is no doubt that it 
creates a big impact on the 
lives of the North Carolina 
families requiring assistance. 

Around the Targetbase 
Greensboro, NC, office, one 

of the things Patty is known for is that she always has a 
car full of kibble! Even though she runs the organization, 
coordinates the volunteers, and arranges for outreach and 
adoption services of all kinds, Patty still picks up donations 
of ripped and damaged food bags from local retailers to 
transport them to families in need. She does it so she can 
help people who are experiencing hardship keep their pets 
at home instead of having to give them up. 

Patty receives countless calls and texts from people in 
Rockingham County asking for help throughout her day. 
Even when she is stretched thin personally and profession-
ally, she always finds time to help those in need provide for 
their companion animals. Many days, Patty works until 7 

or 8 in the evening at the office, drives 45 minutes to Eden, 
NC, then works through the remainder of the evening to 
deliver food and kindness wherever it’s needed. She sacri-
fices her downtime to help those people and pets who are 
down on their luck – but she would tell you that it rejuve-

nates her spirit knowing that she’s able to help. 
APSRC currently has the following 

programs to support the families of 
Rockingham County:

• Pet Care Assistance Program 
(PCAP) – APSRC helps people 
with pets in need by providing 
pet food, medical care, vacci-
nations, spaying and neutering, 
housing, transportation, and 
other needed goods and services. 

• Shelter Support – APSRC pro-
vides volunteers to care for animals 
held in the Rockingham County 

Animal Shelter (RCAS). They exercise the animals, clean 
cages, feed the animals, answer the telephone, and assist 
the public. In addition to providing volunteers, APSRC 
also transports homeless Rockingham County animals 
from the shelter to areas of the country where they will 
have an easier time finding forever homes. 

• Adoption Fairs – APSRC also brings Rockingham County 
animals to adoption events at local Petco stores to help 
find new homes for these animals.

Patty’s clients already know that she’s an amazing Group 
Account Director – we’d also like everyone in the industry 
to know about the important work she is doing for compan-
ion animals and their people in Rockingham County. Patty 
is a wonderful person with a big heart!

Patty Scott is Group Account Director, Client Services, Targetbase, 
202 CentrePort Drive, Suite 300, Greensboro, NC 27409. She can 
be reached at 336-665-3815 or patty.scott@targetbase.com. 

Love and Care for Pets and Their People

PATTY SCOTT

The APSRC’s Drive4Shelter fundraising campaign team presenting a $28,250 
check to the Rockingham County shelter to help fund a spay/neuter clinic. 

Patty and Bell, a recipient of APSRC’s  
PCAP program.

When my health failed, I contacted Patty, embarrassed 
and totally terrified of losing my pets, who are like my 

children. She quickly put my fears to rest with genuine kind-
ness and understanding. Now she’s been helping me for 10 
years! Patty is an angel. She has even helped when my home 
was without heat. During one conversation, Patty’s inspiring 
words actually kept me from taking my life. Because my dogs 
can’t tell her how grateful they are for the kindness, love, and 
generosity she has shown them, I will say it, “God bless you 
for the many unselfish acts you have shared with me and my 
girls. Thank you, Patty. I hope one day, God willing, to pay 
back or pay forward all you have done for me.”   

 — Raynolda Shough 
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F
or more than 20 years, Lisa has contributed to health-
care causes related to public health, mental health, 
cardiovascular health, neurological health (Alzheimer’s), 

and cancer through her work as a leader in the volunteer 
service organization and sorority, Alpha Kappa Alpha Soror-
ity, Inc. (AKA), with over 283,000 
members internationally. She is 
passionate about healthcare edu-
cation, especially for vulnerable 
populations. Lisa has taken her 
passion outside of the corporate 
structure and fused it with her 
work within AKA. 

As a member of the sorority 
for almost 30 years, she decid-
ed to join, and then Chair, the 
health promotion committee of 
a 200-member graduate chapter 
of the sorority that serves three 
counties in Southern New Jersey. 
Lisa has created program content 
and developed the communications and marketing plans 
for disease awareness programs. Her work has been carried 
out via various collaborations with the National Alliance 
on Mental Illness, the American Heart Association, the Alz-
heimer’s Association, the American Cancer Society, and The 
Salvation Army. 

TREMENDOUS IMPACT AND DEDICATION 
A common thread that runs through all Lisa’s work is 

reduction of health disparities. Measurable results achieved 
in these various efforts and campaigns include:

• Serving in May 2017 as a panelist in Trenton, NJ, during 
a Day at the Capital to ensure the impact on vulnerable 
populations in Southern NJ was understood if the ACA 
were to be repealed.

• Serving as AKA Health Promotion Committee Chairman 
leading implementation aligned with the National Presi-
dent’s health agenda focused on heart health, Alzheimer’s 
disease, and mental health.

• Reaching over 600 AKA members with health information 
related to heart health (Pink Goes Red), Alzheimer’s dis-
ease, and mental health (depression) where evaluations 
reflect that content was very good to excellent and partici-
pants expressed an intention to change behavior.

• Represented AKA NJ chapter as Ambassador in meeting 
with NJ Congressman and Senatorial Representatives at 
the Alz.org Day on the Hill in Washington, D.C., in March 
2017, to request support for a palliative care bill as well as 
additional NIH funding for Alzheimer’s research.

• Led execution of “Portraits of Family Caregivers of People 
with Alzheimer’s/Dementia” photography exhibit in Feb-

ruary 2017 at at the LaBelle Art Gallery in Haddonfield, 
NJ, hosting over 25 guests at a local art museum to show-
case the photography of Raymond Holman as he works 
toward taking photos of everyday caregivers who give 
their time, love, and, at times, personal health to care for a 

loved one with Alzheimer’s.

• Led execution of Pink Goes 
Red, AKA’s signature Go Red 
partnership with the American 
Heart Association to educate 
and partner with all three major 
health systems in Southern NJ to 
deliver relevant information to 
over 200 attendees the last two 
years.

• Supported local outreach with 
the National Alliance on Mental 
Illness (NAMI) on Mental Illness 
Awareness Week and garnered 
financial support for AACT-Now, 

a support group for African Americans aged 18 to 35. This 
program was repeated in October 2017 along with plans 
to focus on stress management as well as other wellness 
techniques.

• Led development of a Lupus awareness program for the 
AKA chapter, in partnership with a local rheumatologist, 
which attracted over 20 attendees during a weeknight.

• Served as Team Captain of AKAs & Friends, Making Strides 
Against Breast Cancer walk for the American Cancer Soci-
ety (ACS) since 2015, raising over $6,000. 

You see from this story that though her work is related 
to healthcare it is beyond the scope of her employer and 
embedded with her sorority work. 

Lisa has demonstrated that she is able to manage a 
prosperous career in a marketing operations role at GSK, 
managing her family as a single parent, pursuing an MPH 
degree, which she will complete in 2018, as well as lead-
ing a health promotion committee that is tasked with 
providing service to all mankind in the area of healthcare 
awareness. The complexity of delivering the programs she 
has developed has required organization, and significant 
influencing and managing skills of a 100% volunteer 
organization of 200 college-educated professional women. 
Lisa attributes the success of these initiatives to the hard 
work of the committee members and support of the 
membership.

Lisa T. Lewis is Manager, HCP Engagement & Operations, 
GlaxoSmithKline, 5 Crescent Drive, Philadelphia, PA 19112. 
She can be reached at 856-986-2609 or lisa.t.lewis@gsk.com.

Going Way Beyond to Reduce Health Disparities
LISA T. LEWIS

Presenting healthcare disparities awareness information at the annual  
“Pink Goes Red” Heart Health Conference, February 25, 2017 at the Salvation 

Army-Kroc Center, Camden, New Jersey. The JAMA Network® published 14 of 100 papers with the highest Altmetric scores  
of 2016, including the #1 overall article, penned by President Barack Obama.

1  
United States Health Care Reform: 
Progress to Date and Next Steps by 
President Barack Obama (JAMA)

5  
Sugar Industry and Coronary Heart 
Disease Research: A Historical Analysis 
of Internal Industry Documents (JAMA 
Internal Medicine) 

7  
The Association Between Income and  
Life Expectancy in the United States,  
2001-2014 (JAMA)

8  
Effect of Wearable Technology Combined 
With a Lifestyle Intervention on Long-term 
Weight Loss: The IDEA Randomized 
Clinical Trial (JAMA)

19  
The Third International Consensus 
Definitions for Sepsis and Septic Shock 
(Sepsis-3) (JAMA)

39  
Association of Hormonal Contraception 
With Depression (JAMA Psychiatry)

41  
The High Cost of Prescription Drugs in the 
United States: Origins and Prospects for 
Reform (JAMA)

57  
Association of Animal and Plant Protein 
Intake With All-Cause and Cause-Specific 
Mortality (JAMA Internal Medicine)

61  
Association Between Portable Screen-
Based Media Device Access or Use and 
Sleep Outcomes: A Systematic Review 
and Meta-analysis (JAMA Pediatrics)

68  
Prevalence of Inappropriate Antibiotic 
Prescriptions Among US Ambulatory Care 
Visits, 2010-2011 (JAMA)

81  
Association of Leisure-Time Physical 
Activity With Risk of 26 Types of Cancer 
in 1.44 Million Adults (JAMA Internal 
Medicine)

87  
Pharmaceutical Industry–Sponsored Meals 
and Physician Prescribing Patterns for 
Medicare Beneficiaries (JAMA Internal 
Medicine)

88
 

National Trends in Hospitalizations for 
Opioid Poisonings Among Children 
and Adolescents, 1997 to 2012 (JAMA 
Pediatrics)

98  
Screening for Colorectal Cancer: 
US Preventive Services Task Force 
Recommendation Statement (JAMA)

 See the full top 100 list at  
altmetric.com/top100. 

Altmetric tracks and collates online mentions of individual papers from sources such as the mainstream and 
social media, blogs, and other scholarly and nonscholarly channels. Below are the JAMA Network papers  
that inspired the most discussion in 2016, according to Altmetric. 

For advertising information call 862-261-9618.

Look for the Altmetric badge  
on all articles at jamanetwork.com. 

657

Altmetric-100-filler-Final-v2.indd   1 10/3/17   9:27 AM
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To better serve readers and advertisers,
CCJM now reaches 15,000 more key targets!
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L
ine is the Founder and CEO of Mandorla, a unique 
digital marketing company specializing in providing 
solutions to the healthcare industry, principally in Latin 

America. With 10+ years of marketing 
experience in the healthcare and pharma-
ceutical industries, formerly Line worked 
at Zimmer Biomet as Head of Global 
Digital Marketing. Line decided to move 
to Rio de Janeiro, Brazil, in 2014 to start 
Mandorla. 

Since starting Mandorla, Line has been 
establishing a philosophy of “helping 
your neighbor”! This philosophy is mainly 
carried out through the Mandorla Talent 
Incubator – a response in some measure 
to the youth unemployment in Brazil, 
this initiative opens the door to new tal-
ent. “The philosophy of the Incubator 
at Mandorla is: To enhance and develop 
new talent to the maximum, this is our 
idea. We locate and identify young people 
from disadvantaged backgrounds, but with 
one thing in common – the potential and 
motivation to be great digital marketers. 
The Talent Incubator is dedicated to devel-
oping a new generation of digital market-
ing professionals, who don’t only know 
how to convert traditional marketing into 
digital platforms, but who also have the 
ability to think digital,” says Line. “Everyone with talent has 
a chance at Mandorla. The only thing we ask of you is to be 
dedicated, trustworthy, and willing to learn!”
THE STREET STORE STORY

In addition to developing new talent, Mandorla is com-
munity minded. One of the projects Mandorla supported is 
“The Street Store.” The Street Store helps interested people 
put together a pop-up clothing store providing free clothing 
and a dignified shopping experience for the homeless. It’s 
a global organization that allows for anyone who wishes to 
take part of the movement to offer a free shopping experi-
ence for the homeless. 

The whole process happens online. Once your applica-
tion is approved, you have access to a range of printable 
visuals and graphics, plus a guidebook with instructions 
for how you set up your own Street Store. There is no 
fee and The Street Store doesn’t even accept monetary 
donations. They send you all you need to know to open 
your store. Clothing donations are accepted the day of 
the pop-up event and offered free to the homeless that 
same day. The word is spread through a Facebook event 
organized by The Street Store that they support with 
social media. 

The Street Store defines themselves as, “The World’s 
First Rent-Free, Premises-Free, Free Pop-Up Clothing Store 
for the Homeless.” What Line loves about the Street Store 

is that they have created something that 
gives dignity to the homeless. As she says, 
“Many people think that homeless people 
are drunks or screw-ups. But the reality is 
many are NOT. The Street Store is a social 
project that’s done with a lot of respect for 
the homeless.” There have been almost 600 
stores so far, with more being organized all 
the time.

Explains Line, “I heard about the concept 
of The Street Store several years ago and 
wanted to be part of this global movement. 
This desire combined with my move to Rio 
and the brutal reality of many homeless 
people led me to try and make a difference. I 
also wanted to teach my team that we have 
a responsibility to help others in this world 
if we can. Our two events made a difference 
to about 500 people.”

Says Line, “The Street Store initiative was 
carried out as a team but the main person 
responsible was George Barbosa. He was part 
of our Talent Incubator and from a less priv-
ileged family. I challenged him to lead this 
project as a part of his personal growth. His 

role was Project Manager and I was coaching him and help-
ing him with the execution along the way.”
A DESIRE TO SERVE

Both personally and professionally, Line focuses on 
giving people a chance to make a better life for themselves 
and their families. Teaching team members to help others 
through social work like creating The Street Store is a per-
fect fit for Line’s vision. She notes that they walk by many 
homeless people every day on the way to the office. The 
Street Store gives her company an opportunity to give the 
homeless dignity and respect, by being able to shop for 
clothing they like and choose. 

Says friend and colleague Craig DeLarge, “Line is a very 
modest and caring person and her service should not go 
unrecognized by the world. If more people could see what 
she is doing, not only could it result in greater support for 
her work, but it also has the potential to inspire other peo-
ple to take similar actions and help humanity in the chal-
lenging times the world is going through.” 

Line Østergaard is CEO and Founder of Mandorla, Rio de 
Janeiro, São Paulo, Brazil. She can be reached at +55 (21) 
97030-6094 or mail@mandorla.co. 

Bringing Hope and Help to the Homeless and 
Underprivileged

LINE ØSTERGAARD

Line with one of the homeless women who changed 
clothes on the spot and said she felt beautiful in her 

new clothes.
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G
regg Terry’s oldest son Ryan was diagnosed with Type 1 
Diabetes (T1D) 21 years ago at the young age of four. It 
was a devastating shock to Gregg and his family. Ryan 

had otherwise been a healthy and active little boy, so it 
took time to understand and accept his diagnosis. Gregg 
researched and reached out to every contact who could 
possibly help. Being in healthcare, he had unique access 
to physicians who understood his frustration and concerns 
surrounding his son and many offered their help. 

MOVING TOWARD A CURE
In the 21 years since Ryan’s 

diagnosis, Gregg has dedicated 
time and energy to countless 
causes associated with this 
disease, most importantly the 
Juvenile Diabetes Research 
Foundation (JDRF). The JDRF 
funds research that transforms 
the lives of the 1.25 million 
Americans affected by Type 1 
Diabetes (T1D). Its onset has 
nothing to do with diet or life-
style, there is no way to prevent 
Type 1 Diabetes, and there is 
no cure. 

While the JDRF’s mission is 
to find a cure, they continue 
to drive scientific progress that delivers new treatments and 
therapies that make day-to-day life with T1D easier, safer, 
and healthier. JDRF also supports the most promising sci-
entific research to cure, prevent, and treat T1D. With the 
generous support of donors like Gregg, JDRF is pursuing a 
diversified, dynamic research agenda to move closer to a 
world without T1D. 

GREGG’S HISTORY WITH JDRF
Gregg has been involved with JDRF since 1999, when he 

attended the first Central Jersey Chapter Gala. Moved and 
inspired by the mission and staff, he and his wife Debra 
committed fully to the cause. In addition to ongoing finan-
cial support, Gregg and his company, Educational Resource 
Systems, Inc., have provided many years of pro bono ser-
vices as well as hosted JDRF events at their offices in Red 
Bank, NJ. 

Gregg has attended every Chapter Gala since 2000. He 
has participated in JDRF walks and has served in various 
capacities on the Board of Directors. Gregg builds alliances 
with individuals and corporate donors, on-boarding influ-
ential talents to help raise awareness and increase financial 
support each year. In 2016, Gregg and his family were hon-
ored as the first JDRF Family of the Year and recognized at 
the Annual Gala for their unwavering passion and commit-
ment to JDRF’s mission. 

HELPING OTHERS COPE
In addition to his own financial generosity and garner-

ing financial commitments from others, Gregg’s personal 
availability to meet with and discuss the parenting, man-
agement, social, and other pressures with newly diagnosed 
families and individuals is outstanding. 

As Gregg tells it, “When I first found out Ryan had Type 
1 Diabetes, I was overcome with shock, despair, frustration, 
denial of the diagnosis…it was completely devastating, a 
day I will never forget. I felt like the health of our little boy 

was stolen and was replaced with a 
life sentence of insulin injections 
and finger sticks. The overwhelm-
ing constant concern for Ryan’s 
health from that day forward was 
something I would never wish 
on any parent. So I help families 
through those early stages of 
diagnosis. I feel their pain. The 
confusion, the unknown, the how, 
what, and why overwhelms the 
family no matter what the age  
of diagnosis. 

“All newly diagnosed families 
have the same concerns, ‘Will my 
child live a normal healthy life 
with Type 1 Diabetes?’ If their 
age of onset is very young as was 

Ryan’s (age four), major concerns are how will they know 
when they are experiencing a blood sugar high or low, 
who will be there to help them, what about playdates and 
school, sports, social settings, stigmas, and so on. Once they 
‘accept’ the diagnosi, families ask about treatments, research 
advances, and, ultimately, a cure. Of course the discussion 
always includes proper monitoring of blood glucose levels 
and approaches to the best blood sugar control. In addition, 
I suggest looking to role models and leaders, celebrities and 
sports figures who have Type 1 Diabetes to see how they 
continue to live a normal healthy lifestyle. I also feel blessed 
to be able to tell them firsthand that they and their child 
will get through this and life will soon take on a ‘new’ nor-
mal. There is nothing stopping their child from doing what 
he or she sets out to do. I proudly tell them about Ryan and 
the wonderful, healthy, active young man he’s become. Not 
only do I feel I am helping give them hope, but I am also 
reminded myself of how far we’ve come and how rewarding 
it is to be able to share our story.” 

 
Gregg J. Terry is President and CEO, Educational Resource 
Systems, Inc., 2 Bridge Avenue, Building Six, Second Floor, 
Red Bank, NJ 07701. He can be reached at 732-842-0202 or  
gterry@educationalresource.com.

The Fight to Cure Type 1 Diabetes  
Began with His Son 

GREGG TERRY

Gregg accepting JDRF Family of the Year Award at 2016 Annual Gala.

F
or over two decades, Gia Mau-
riello has led the CMI/Compas 
Adopt-A-Family program. Dozens 

of families in areas close to CMI/Com-
pas’ offices benefit from this program, 
which provides toys, winter coats, and 
fills other needs during the holidays. 

Everyone across the company par-
ticipates, giving time and money, but 
without Gia it wouldn’t be the same. 
She is the heart of the Adopt-A-Family 
program. From a logistical perspec-
tive, she makes sure there’s a leader 
organizing activities in each of CMI/
Compas’ seven offices, and that there 
are people designated to connect with 
their local social services. She oversees 
the company’s matching donation to make sure it is accurate 
and delivered in time. She organizes all Adopt-A-Family vol-
unteers – from shoppers to wrappers to deliverers – to make 
sure they know what to do and when. And then Gia rolls up 
her sleeves and takes action at every level herself – shopping 
during her evening and weekend hours, wrapping gifts, and 
driving donations to the recipients. She has even assembled 

and delivered children’s bikes to 
ensure happy childhood memories.

Gia works with local social ser-
vices to identify families in need. 
She establishes relationships with 
the social workers, and learns 
children’s ages, clothing sizes, and 
things like their favorite Disney 
characters and games. Gia doesn’t 
work on this program only during 
holiday time, she participates in 
fundraising throughout the year to 
ensure CMI/Compas has enough 
funds to help make others’ holidays 
happy. This ranges from fundraising 
BBQs to bingo games, and more. 

Anyone who knows Gia isn’t 
surprised to hear that she is the heart of the Adopt-A-Family 
program. She is giving and kind. She is also driven, highly 
intelligent, strategic, and amazing at multitasking.

Gia Mauriello is Executive Vice President, CMI/Compas, 3 
Executive Campus, Suite 430, Cherry Hill, NJ 08002. She can be 
reached at 856-667-8577 or gmauriello@cmicompas.com.  

Gia and CMI/Compas colleagues get ready to deliver  
gifts to families in need.

The Force Behind Happy Holidays for Many
GIA MAURIELLO
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F
or 40 years, Jersey-Shore-based healthcare agency, Lan-
mark360, has elevated the brands they represent by 
utilizing a fully-integrated combination of traditional, 

digital, social, and public relations platforms. The compa-
ny’s core focus has primarily centered on the dental indus-
try, but recently, Lanmark360’s paradigm 
has shifted – catalyzed in large part to a 
pro bono partnership with nonprofit orga-
nization JAR of Hope, founded by a brave 
father on a mission to save his dying son.

In 2013, Jim Raffone received the news 
every parent dreads – his then three-
year-old son, Jamesy, was diagnosed with 
Duchenne Muscular Dystrophy, a rare 
and terminal neuromuscular disease that 
affects one in every 3,500 live male births. 
Duchenne sufferers currently only live 
into their mid-20s before succumbing to 
heart or lung failure, and are confined to 
a wheelchair by their early teens. Raffone, 
undeterred by the grim prognosis of seven 
different doctors, established JAR (Jamesy 
Anthony Raffone) of Hope that same year. 
He has since set out on a tireless mission to 
generate awareness and funding to pay for 
research, in the hopes of one day curing 
this deadly disease. 

JOINING THE BATTLE AGAINST DUCHENNE

Lanmark360 joined the fight to cure Duchenne in 2015, 
after Raffone held one of his push-up campaigns on location 
at Lanmark360’s formerly silk-mill headquarters. JAR of Hope 
was partnered with another client Lanmark360 was working 
with at the time (The MAX Challenge) in an attempt to break 
a push-up world record. Project Coordinator Robert Dillard 
reached out to JAR of Hope President Jim Raffone and coor-
dinated the first trip he made to Lanmark360’s office building 
so employees could participate in the push-up campaign. 
Through that meeting, Jim Raffone forged a friendship with 
Lanmark360 President Howard Klein, and since then Lan-
mark360 has had close involvement with JAR of Hope.

Raffone partnered with Lanmark360 President Howard 
Klein (who sits on JAR of Hope’s Board of Directors), in 
support of efforts to bring attention to a disease that still 
remains largely unknown by the general public. Since then, 
Lanmark360, through comprehensive marketing, has assisted 
JAR of Hope in acquiring the donations to fund a two-year 
study at the University of Minnesota, and last year, set a new 
world record for the longest LEGO chain ever assembled. 
The chain was meant to resemble the dystrophin gene –  
which Duchenne impedes in young males, preventing them 
from leading normal lives.

A POWERFUL PARTNERSHIP

Last year, JAR of Hope moved its headquarters to Lan-
mark360’s building rent-free, and the two organizations 
work in tandem on a daily basis with a vested interest in 
eliminating Duchenne Muscular Dystrophy once and for 

all. Any and all work completed by Lan-
mark360 on behalf of JAR of Hope is pro 
bono. Lanmark360 supports the organiza-
tion in every facet – from website develop-
ment and management, public relations 
coordination, social media management 
and monitoring, marketing plan develop-
ment, strategic planning, and execution. 
The agency employees enjoy having JAR 
of Hope onboard. “It’s such a rewarding 
experience,” states Alyson Pfeiffer, Account 
Executive at Lanmark360 who facilitates 
most JAR of Hope projects, “I feel proud of 
the fact that all the assistance we provide 
JAR of Hope goes to such a big cause. The 
Raffone family is amazing to work with, 
and Jamesy’s smile can light up a room. 
There’s no quit on our end until a cure for 
Duchenne is found.”

Howard Klein echoes those sentiments, 
and looks forward to the day that Lan-
mark360 and JAR of Hope’s combined 
efforts bring a cure to Duchenne. “We take 

it one day at a time, but we’re always confident that each 
day brings us closer to a cure,” remarks Klein. “I’m honored 
that all of our employees have banded together with Jim 
Raffone and JAR of Hope. We’ll remain steadfast on helping 
the organization until the day Duchenne Muscular Dystro-
phy is a thing of the past.”

Lanmark360 exhibits a dedication to the unfortunate 
families affected by Duchenne Muscular Dystrophy, and 
altered its business model to begin working with companies 
who produce orphan drugs in the hopes of positively affect-
ing people living with rare terminal illness. The company 
uses its marketing and communications expertise to have a 
positive impact on not only its clients, but people seeking 
help. The communications agency will remain committed 
to providing a voice to the voiceless in conjunction with 
JAR of Hope, and is open to working with other organiza-
tions who share a vested interest in curing rare, terminal 
afflictions.

Lanmark360 is located at 804 Broadway, West Long Branch, 
NJ 07764. For more information, contact Robert Dillard at 732-
389-4500, Ext. 157, or rdillard@lanmark360.com.

Devoted to Ending Duchenne Muscular Dystrophy

LANMARK360

M
any use their vacation 
time to sit on the beach 
or visit a new country. 

Nick Tocco used his time to 
volunteer as a camp coun-
selor at Victory Junction 
(victoryjunction.org), one of 
the SeriousFun Children’s 
Network (seriousfunnetwork.
org) camps that serves chil-
dren with serious medical 
conditions around the world, 
free of charge. 

IN NICK’S WORDS

When asked about his 
experience, here’s what Nick had to say, “My wife started 
working as a counselor at the Double HH Ranch, which is 
a SeriousFun Camp in Upstate New York, and was involved 
with it through college and many years after. When we 
moved down to North Carolina and she became an emergen-
cy physician, she started volunteering at Victory Junction, 
the local SeriousFun camp, as the camp physician. She always 
raved about how camp was her passion and what an amazing 
place it was, and she always wanted me to get involved so I 
could experience it for myself. This summer, I was fortunate 
enough to be able to volunteer for a week as a camp counsel-
or at Victory Junction and it was a life-changing experience. 

“They have a saying at camp… ‘From the outside looking 
in you can never understand it, from inside looking out, you 
can never explain it,’ and that is really how I felt. At first I 
was an outsider and then, once I volunteered, I could see 
from the inside. That’s just the magic of this camp. I can’t 
say I ‘got it’ prior to the kids arriving. During orientation, 
we, as counselors, had to learn all these silly songs, dances, 
and chants. I was thinking to myself, ‘Is this actually going to 
work or are we all going to look and sound ridiculous?’ When 
the campers arrived and I got to share the smiles and laughs 
with them, I completely understood the magic. One camper 
told me, ‘Outside of camp, I am usually the only one in a 
wheelchair. At camp, I feel normal and the counselors are the 
minority.’ That really shows how magical camp is for every-
one involved…not just the children.”

Nick selflessly dedicated his vacation to provide a ray of 
sunshine for sick children. Not only that, he also convinced 
several friends to volunteer as well. This team of volunteers 
spent the week helping children enjoy swimming, fishing, 
archery, and just playing and being kids – able to forget about 
their illnesses.

Victory Junction welcomes both monetary and time dona-
tions. People can volunteer in many different capacities at 
the camp. They thrive on counselor volunteers to ensure the 

camp continues to be able 
to offer a free experience for 
their campers. Nick hopes 
that as more learn about 
this camp, they will also be 
inspired to volunteer.

DONATING HIS SKILLS
In addition to his work 

with Victory Junction, Nick 
has volunteered for the 
past five years as Treasurer 
of a nonprofit organization 
called Bay Islands Commu-
nity Healthcare Association, 
which provides high-quality 

healthcare at little to no cost in Roatan, Honduras, through 
Clinica Esperanza. 

Nick Tocco is Assistant Controller, CMI/Compas, 3 Executive 
Campus, Suite 430, Cherry Hill, NJ 08002. He can be reached at 
856-667-8577 or ntocco@cmicompas.com.  

Victory Junction – A Camp for Fun Without Limits
NICK TOCCO

For every different activity, which are appropriately called “turns” at Victory Junction (NASCAR theme), 
camp counselors and campers participate in various adaptive activities.  By the end of the camp session, 
at least 16 turns are completed and that gives great opportunity for the campers and counselors to bond.

We are now partnering with MediMedia Managed Markets, 
publisher of two leading journals in in the managed markets 
industry – Managed Care and P&T (Pharmacy and 
Therapeutics).

For advertising information, please contact:

Greg Pessagno
National Sales Manager
greg.pessagno@wt-group.com
(443) 512-8899 x109

Kim Kleinberg
National Sales Manager
kim.kleinberg@wt-group.com
(443) 512-8899 x117

I S  P R O U D  T O
A N N O U N C E . . .

Lanmark360 President, Howard Klein (right), and 
JAR of Hope President, Jim Raffone (left),  

at annual JAR of Hope Gala.
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Kevin A. Bolum, Director, Advertising Sales at 
215-351-2440 or kbolum@acponline.org

Kenneth D. Watkins III at 
973-785-4839 or kwatkins@watkinsrepgroup.com

*Source: Kantar Media, June 2017 Medical/Surgical Readership Study, Internal Medicine Office and Hospital.

of the physicians 

who receive Annals of 

Internal Medicine, 

read it.*

Annals of Internal Medicine is the most 
highly cited peer reviewed journal in internal 
medicine. Annals and Annals.org publish 
practice defining studies, cutting edge 
commentary, and evidence-based reviews. 

ACP Hospitalist and ACPHospitalist.org 
cover the latest trends in hospital medicine, 
including advances in health technology, 
clinical controversies, staffing and 
scheduling innovations, patient safety 
issues, and reimbursement news 
that affect hospitalists.

ACP Internist and ACPInternist.org 
provide news and information for 
internists about the practice of 
medicine as well as the policies, 
products, and activities of ACP.

Strike While the Iron 
Is Hot and Advertise 

in JOP Today!

Average Page Exposures 
and Average Issue 
Readers are up 30%*

So, fire up your media 
plan with JOP!

For more information, contact Nick Vroom at
631.935.7677 or nick@harborsidepress.com

Management of Malignant  
Bowel Obstruction Associated  
With GI Cancers
A.J. Franke et al 

Financial Impact of Cancer Drug 
Wastage and Potential Cost Savings 
From Mitigation Strategies
C.Y.W. Leung et al

Design Challenges of an Episode-
Based Payment Model in Oncology: 
The Centers for Medicare & Medicaid 
Services Oncology Care Model
R.M. Kline

Exploration of the ASCO and 
ESMO Value Frameworks for 
Antineoplastic Drugs
D.J. Becker et al 

Pursuing Value in Cancer Care: 
A Model in Progress
B.N. Polite and J. Walradt

Is This Conference for Real? 
Navigating Presumed Predatory 
Conference Invitations
K.D. Cobey et al

jop.ascopubs.org

Volume 13 / Issue 7 / July 2017

Renal Medullary 
Carcinoma: 
Establishing 
Standards in 
Practice
K.E. Beckermann et al

*Source: Kantar-Media-Table 129 Hematology/Oncology Office and 
Hospital, June 2017 & June 2016

I
n 2016, the CMI/Compas 
Year of Giving impacted more 
people than ever before in 

the organization’s history. The 
philanthropic effort, tracked 
with the hashtag #cmicompas-
wish, is jointly employee- and 
corporate-driven and aims to 
give back to local communities 
through donations of time, 
money, and services. Highlights 
included an all-staff volunteer-
ing event, sponsoring 50 kids 
in a reading and math reme-
diation education program via 
Liguori Academy, sponsoring 
the education of four high 
school students at Cristo Rey High School, and donating holi-
day gifts and necessities to more than 200 area children. CMI/
Compas and its employees hold philanthropy as a core value 
and hold a dedicated philanthropy-focused effort each month. 
The 2016 calendar also included collecting winter coats, school 
supplies, food and pet supplies, as well as health awareness 
efforts. On Martin Luther King Jr. Day each year, all employees 
take the day to volunteer in the community. 
LIGUORI ACADEMY – GETTING KIDS ON TRACK

One specific example of the company’s work is a new ini-
tiative with Liguori Academy. Led by a challenge from CEO 
Stan Woodland, CMI/Compas employees joined together to 
donate enough money to provide special educational tools to 
50 inner-city Philadelphia students in need, at a cost of $600 
per student. Woodland offered to personally match every dol-
lar donated, and employees stepped up to reach that goal. 

“This spoke to me for many reasons. I grew up in the same 
neighborhood as these kids and I know that any kid needs 
support and the right education to achieve success. In my 
own business, I’ve seen the power that comes from harnessing 
data in the right way. In working with the leaders at Liguori 
Academy, I have been so impressed by everything they’ve 
done, and my colleagues were just as inspired. I hope every-
one will join me in helping to support Liguori Academy,” said 
Stan Woodland, CEO, CMI/Compas.

Liguori Academy is a new private, independent high school 
located in the Kensington community of Philadelphia. Using 
a comprehensive program of individualized instruction, aca-
demic remediation, behavioral support, and a rigorous job-
based career component model, Liguori serves the communi-
ty’s most disengaged, underperforming high school students 
and prepares them for graduation and future employment. 
Liguori Academy’s proprietary software, Mission Control, is 
a high-performance data management system that enables 
Liguori Academy’s trained and skilled teachers to provide 
individualized instruction that is informed by data collected 
in real time, thus ensuring that students are on track and 
meeting their goals. CMI/Compas’ donation allows the school 
to provide Mission Control to an additional 50 students in the 
higher-risk category. 

“With partners such as CMI/
Compas, we are able to see sig-
nificant gains in our students’ 
reading and math levels. With 
students achieving higher levels 
there is a change in our students’ 
attitude toward their self-con-
cept and a sense of competency. 
CMI/Compas’ investment is 
changing the hearts and minds 
of our students,” said Michael 
Marrone, President, Liguori 
Academy. 

CMI/Compas plans to con-
tinue their dedication to giving 
throughout 2017 and beyond. 

CMI/Compas has offices in Philadelphia, PA, King of Prussia, PA, 
Cherry Hill, NJ, Parsippany, NJ, Chapel Hill, NC, Chicago, IL, and 
New York, NY. For more information, contact Carly Kuper at 610-
731-5409 or ckuper@cmicompas.com. 

2016 – A Year of Giving More Than Ever

CMI/COMPAS

CMI/Compas employees from the Parsippany office volunteering for the ASPCA.
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We help you connect with Dr. Wally.
American Family Physician delivers the perfect combination of readership and 

engagement, plus there’s the added benefit of reaching 107% of the known family 

physician universe via AAFP membership. More important, almost 90% of readers look 

to AFP for help in making patient care decisions1. Make your media placement count.  

Choose the publication PCPs trust.  

201-288-4440 | aafp_NJ@aafp.org | aafp.org/afp-mediakit

1. The Essential Journal Study, Primary Care, The Matalia Group, 2017, an independent survey conducted among office and hospital-based primary care physicians

C
DM New York began a pro bono relationship in Novem-
ber 2016 with the National Organization for Rare Disor-
ders (NORD), the leading independent nonprofit orga-

nization representing the 30 million Americans with rare 
diseases. NORD approached CDM New York with a desire to 
launch a year-long awareness campaign beginning on Rare 
Disease Day 2017 (2/28/17). The CDM New York team led 
by Dan Cohen and Steph-
anie Markell pitched an 
idea called, “Do Your Share 
for Rare.” This leveraged 
NORD’s tagline – “Alone 
we are rare. Together we 
are strong” – encouraging 
people living outside of the 
Rare Disease community 
to get involved in any way, 
large or small.

GETTING THE WORD OUT

First came a 60-second 
PSA (which can be viewed 
at DoYourShare.com). This 
montage-style video created 
a powerful invocation from 
the community itself, using the faces and voices of those 
affected by rare disease. Through the PSA, people were urged 
to “do their share” for rare by engaging with NORD and the 
rare disease community at large.

DO YOUR SHARE HITS HOME

One town heard the plea and jumped at the chance 
to do their share for rare. El Dorado, Kansas, is home to 
an 11-year-old boy, Peyton Madden, who suffers from an 
extremely rare and life-threatening allergy to sunlight called 
Xeroderma Pigmentosum (XP). XP highly restricts his abil-
ity to engage in typical daytime activities without extreme 
head-to-toe coverage. With summer temperatures upwards of 
105°F, Peyton can easily overheat – a devastating limitation 
for a child who loves to play with friends, ride his bike, and 
swim. He has never been to the local pool with his friends.

On August 4, 2017, at the stroke of dusk – 8:45 p.m. – the 
entire town of El Dorado turned night into day for Peyton, 
where he could engage in all that the community has to 
offer, but under the safety of darkness. This was a total sur-
prise to him.

The event, “Good Morning Peyton,” was a large-scale 
community undertaking that began after the sun set:  
starting with a “morning” bike ride with his friends to a 

“day” at the municipal pool, a pancake “breakfast,” and, 
most importantly, a community waiting to embrace Peyton. 
Mayor Vince Haines was in attendance, armed with a sealed 
proclamation officially declaring the evening of August 
4th as “Peyton’s Morning.” Nearly 500 people were in  
attendance.

“Good Morning Peyton” was an example of how truly 
life-changing things can hap-
pen when a community gets 
involved in supporting fami-
lies impacted by rare disease. 
CDM New York has made it 
its mission to do life-chang-
ing work for not just their 
clients, but for the world 
beyond that. Do Your Share 
for Rare/“Good Morning 
Peyton” is an example of that 
mission coming to life. 

An incredible amount of 
energy and effort went into 
the entire Do Your Share for 
Rare campaign, but partic-
ularly for “Good Morning 

Peyton.” Evenings, weekends, and holidays were all gladly 
dedicated by many CDM New York members to this labor of 
love, mainly figuring out how to plan a 500-person event in 
Kansas from New York City – one that uses safe lighting for 
Peyton, of course. The event was filmed and is featured in a 
short documentary directed by Allison Klayman of Washing-
ton Square Films. It can also be viewed at DoYourShare.com. 

CDM NEW YORK’S OTHER CHARITABLE EFFORTS

In addition to their partnership with NORD, CDM New 
York works with the Children’s Hospital at Montifiore 
(CHAM) and the American Heart Association (AHA) on 
a regular basis. Each February for the past 10 years, they 
embark on a month-long campaign for AHA, raising over 
$50k through activities like heart-healthy cook-offs, scaven-
ger hunts, bake sales, and happy hours to name a few. For 
CHAM, the company throws the annual Pharmapalooza, an 
industry-wide battle of the bands held at the B.B. King Blues 
Club and Grill. This year alone CDM New York raised over 
$100,000 for the hospital.

CDM New York is located at 220 East 42nd Street, New York, 
NY 10017. For more information about their charitable efforts, 
contact Daniela Martin at 212-798-4633 or dmartin@cdmny.com. 

“Good morning, Peyton!”
Doing Our Share for Rare Disease

CDM NEW YORK

From left to right: Dan Cohen (CDM New York), Sarah Madden, director Allison Klayman, 
Peyton Madden, Kyle Madden, Stephanie Markell (CDM New York).
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support. Total reach achieved to date is more than 8.5 mil-
lion people.

RAISING DISEASE AWARENESS

The Bloc continues to publish informative material via 
its social media initiative, HealthAwareNext, which was 
established to counteract the human tendency to be reac-
tive about disease. The site represents the first social media 
platform designed to raise the profile of disease awareness 
months. Each month, it centers on a different disease con-
dition or therapeutic area to create a “Year of Disease Aware-
ness.” Through infographic posters, thought leadership, 
videos, retweets, and hashtags, this initiative seeks to spread 

information and inspire health-conscious actions in 
daily life. 

SUPPORT THAT ADDS UP

The Bloc matches charitable donations made 
by its employees, contributing a total of 

$65,353 to charities its staff supported in 
2016. For 2017, The Bloc has donated 
over $15,000 to 16 causes including 
the American Heart Association, 
The Foundation for AIDS Research, 
and the Cystic Fibrosis Foundation. 
Throughout 2017, Bloc employees 
have come together to run, walk, 
cycle, and sing to raise funds for mul-
tiple causes. Highlights have included 
the Story by Story charity event in 
October, through which a team of six 

Bloc employees climbed 31 flights of stairs and raised $1,500 
for Her Justice, a nonprofit that works to end domestic vio-
lence. Over the Christmas holidays, The Bloc gathers Toys 
for Tots, as well as warm outerwear for the New York Cares  
coat drive. 

DEDICATED TO BALANCE

The Bloc places great importance on its employees’ health 
and work-life balance. Its offices in New York were designed 
with its employees’ well-being in mind and were awarded the 
IFMA (International Facility Management Association) New 
York City Award for Excellence in Design and Construction. 
A Bloc Brew Cart on Thirsty Thursdays supports a different 
cause each month that Bloc’ers donate to in exchange for 
their well-deserved refreshment. The Bloc is also very proud 
to be BlocGreen, committed to decreasing the company’s car-
bon footprint through the work of a Green Team.

The Bloc is located at 32 Old Slip, New York, NY 10005. For 
more information, contact Jennifer Matthews at 212-524-6206 
or jmatthews@thebloc.com. 

D
riven by its mission to “Be Great to Do Good,” The Bloc 
is committed to promoting positive change in our soci-
ety. In addition to working with clients to inspire better 

health and well-being, the company donates its time and tal-
ent to charitable organizations across the country. Over the 
years, The Bloc’s employees have built brands for nonprofits 
such as The Coore Foundation, launched social platforms 
such as Caregivers Speak Up, and developed promotional 
campaigns for the likes of Rock and Roll for Children, The 
Children’s Inn at NIH, and The Arthritis Foundation. 

CHANGING PERSPECTIVES ON MENTAL ILLNESS

In October 2016, The Bloc launched the groundbreaking 
social awareness initiative, “Hearing Voices of Support,” for 
the Schizophrenia and Related Disorders Alliance of Ameri-
ca (SARDAA), in support of our client, Founder and CEO of 
SARDAA Linda Whitten Stalters. She and 
her team at SARDAA work tirelessly to 
improve the lives of people affected 
by schizophrenia-related disor-
ders through support, education, 
advocacy, and lobbying. The 
creative team that worked on 
this initiative, Sharon How-
ard-Butler and Brit Till, were 
both personally invested in 
this cause. Sharon has a close 
family member diagnosed 
with schizophrenia and Brit 
had a friend with a schizophre-
nia-related disorder. It means a lot to Sharon and Brit to work 
with SARDAA to help make a difference.  

The Bloc created a social media platform with distinctive 
branding that featured powerful documentary-style inter-
views to shatter the stigma surrounding schizophrenia and 
related diseases. The campaign rolled out during Mental 
Illness Awareness Week in the United States and continued 
to release the untold stories by schizophrenia patients and 
caregivers in the months that followed. 

In December, a flash mob of Bloc volunteers sang Sara 
Bareilles’s “Brave” in Times Square, the footage from which 
was circulated online to raise awareness of the initiative and 
its cause. Just one week before World Schizophrenia Day in 
May 2017, The Bloc and SARDAA held a perception-changing 
interactive art installation brought to life by motion-activat-
ed lighting, projections, and directional sound to create an 
intimate experience designed to challenge preconceived ideas 
about mental illness involving psychosis. The event attracted 
hundreds of visitors from across the country who contributed 
to the experiential event by recording their own voices of 

Shattering the Stigma of Schizophrenia and More

THE BLOC

The Bloc’s Creative Directors, Sharon Howard-Butler (left) and Brit Till (right), 
with SARDAA Founder Linda Whitten Stalters (center) at the Hearing Voices of 

Support experiential event in May 2017.
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