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‘WE SEE 
YOUR PAIN’



• Born and raised in NY

• Rutgers University, New Brunswick (2006 – 2010)
• Football Student-Athlete, B.A. Economics

• Finance at Church & Dwight (May 2011 – Aug 2014)

• Full-Time MBA, Marketing & Business Analytics @ Wake Forest 
University School of Business (2014 – 2016)

• Summer 2015 Marketing Internship @ Johnson & Johnson

• Started at GSK in June 2016
• Associate Brand Manager, Lower Digestive Health (June 2016 –

Feb 2018)
• Associate Brand Manager, Excedrin (Feb 2018 – June 2019)
• Associate Brand Manager, Voltaren (June 2019 – Feb 2020)
• Performance Marketing Manager, Pain Portfolio (Nov 2019 –

present)

GO 
RU! Marlon Romulus

Nice to meet you!

:@jerry_romulus

:@jerryromy



SHOUT-OUT TO THE TEAM!
Sonal Modi
Scott Yacovino
James Masterson
Karen Bouhadana
Caitlin Kormann
Crystal Collier
“Marge” Farrell

Sarah Thomas
Jenna Sterling
Lara Clay
Jenna Glynn
Pete Campisi
Toni-Ann Gardiner
Barry Flanik
Anisha Ahluwalia
Bria Rooney
…

Kelly Skrodzki
Erienne Byers

Awards Finalist for 
“Best in Data Insight”
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Our Charge
Drive trial and household penetration of Excedrin by getting people who treat 
severe or recurring headaches with generalist pain relievers (e.g. Advil/Tylenol) to 
switch to Excedrin

Campaign Idea
Excedrin knows headaches and headache sufferers 
well enough to “see their pain” when others don’t.
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BRINGING ‘WE SEE YOUR PAIN’ TO LIFE



WE SAW AND HEARD WHEN THEY NEED 
RELIEF



HOW WE MEASURED CAMPAIGN IMPACT



WE SEE YOUR PAIN LEVERAGED EXCEDRIN’S 
EXISTING EQUITY, KEY INSIGHTS, & A UNIQUE 
STORYTELLING DEVICE



Direct sampling via 
Excedrin.com

Motion GIFs in paid social

[Insert option]

Expanding Editions via DCO

TABLE 
FOR ONE?

Announcing Limited Editions on Social 

Direct sampling via Excedrin.com

‘WE SEE YOUR PAIN’ THUMB-STOPPING DIGITAL ACTIVATION 
COMES TO LIFE ACROSS MULTIPLE TOUCHPOINTS



Digital Video
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EXTENDING LIMITED EDITIONS TO DYNAMIC VIDEO

OVER 80 VERSIONS OF EXCEDRIN :06 PRE-ROLL 
FOLLOWED BY CONTEXTUALLY RELEVANT VIDEO
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TARGETING TRIGGERS FOR DYNAMIC 
VIDEO (DCO)

Contextually Aligned Dynamic Video Creative

Contextual Alignment

Sports Parenting FinanceDIY/Home 
Improvement

Dayparting

SundaysMondays

Triggers 
creative  
activated 

on

Multiple text and/or 
limited edition box 
overlays on same 

base video 
customized for each 
contextual segment

à

Pre-identified, 
scalable, contextual 
segments creative 
was built around.

Each segment has 
up to 14 dynamic 
copy variations 

resulting in 80 total 
videos.

à

à
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HUFFPOST – “MONDAYS” DCO PRE-ROLL VIDEO
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FORBES – “PARENTING” DCO PRE-ROLL VIDEO
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ESPN – “SPORTS FAN” DCO PRE-ROLL VIDEO
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BETTER – “SUNDAY SCARIES” DCO PRE-ROLL VIDEO
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DCO HIGHLIGHTS
• 7M PERSONALIZED VIDEOS WERE SERVED IN FIRST 6 

MONTHS OF CAMPAIGN

• CONTEXTUAL & BEHAVIORAL (EXCEDRIN 
PURCHASERS) EMERGED AS TOP-PERFORMING DCO 
TARGETING

• GRAPESHOT KEYWORD MATRIX WAS EXPANDED TO 
INCREASE PERSONALIZATION

• THE “HOW TO” VARIATION EMERGED AS TOP 
PERFORMING ASSETS FOR VCR
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YIELDMO NATIVE UNITS
Yieldmo CTRs increased 
an average of 0.15%; a 
2X increase from prior 
year

Continued 
optimizing/refreshing 
Yieldmo units with top-
performing formats / partner 
best practices in mind



Digital OOH



Outside Lincoln Tunnel 
on launch day

DRIVING CONTEXTUAL RELEVANCY WITH DOOH



Next time, we’ll leverage foot traffic and sales lift studies to determine efficacy of DOOH messaging 
on in-store and online purchases.

VISTAR PARTNERSHIPS MOVED THE NEEDLE ON 
BRAND LIFT METRICS  



Social





FRAME 3 FRAME 4FRAME 1

IG STORIES HEADACHE 
VISUALIZATIONS: SOCIAL

FRAME 2
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Twitter 
Polls 
reinforced 
continuous 
learning
Polls received high 
engagement (58.6K 
responses) through optimizing 
for awareness. 



Making Limited Editions Available 
to Consumers on .com
The approach for our campaign hub on 
Excedrin.com:

● Showcase Headache Visualization videos
● Promote Limited Edition Series sampling
● First-party data collection
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Why we drove to Excedrin.com:
● Creates a clear consumer CTA for Limited 

Edition series
● Avoids having multiple partnerships to drive 

consumers
● Features links to deeper site content and other 

campaign assets



EXCEDRIN LAUNCHED DATA-DRIVEN ACTIVATIONS 
ACROSS MULTIPLE TOUCHPOINTS ON THE CONSUMER 
EXPERIENCE JOURNEY 

Key 
Partnerships 

High Powered 
PR 

Paid 
Media 

Social Media

Content 
Syndication 

Breakthrough 
Creative 



Thank 
You


