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Background
• The emotional burden and symptoms of primary biliary cholangitis (PBC), including chronic itch and fatigue, are often under-recognized in 

clinical practice. 
• To elevate the lived experience of people living with PBC (PwPBC), Gilead, in collaboration with the PBC Foundation (UK), and community 

ambassadors, developed All the Feelings with PBC , an art-driven awareness initiative. 
• The campaign launched at the European Association for the Study of the Liver (EASL) 2025 and aimed to deepen healthcare professional 

(HCP) understanding of symptom burden beyond biochemical markers.

Aims Methods

A multi-channel strategy was deployed, including:

• Creation of six original paintings derived from interviews with PwPBC across Europe/Canada.

• Launch of an art exhibit at the EASL Congress 2025, with live painting and on-site HCP engagement. 

• Hosting an event at New York’s Fashion Week, featuring wearable art created by fashion designer, 
Mondo Guerra, combining a panel discussion and catwalk showcase. 

• Development of a cinematic short film documenting artistic creation and community testimony.

• Distribution of campaign assets - including artwork, quotes, QR-linked resources, and film content - 
across Gilead social media, internal channels, and partner (PAG) channels.

• Affiliate enablement through asset packages and shipment of exhibit materials for implementation 
at regional medical meetings.

• A high-profile interview with Montel Williams on The Balancing Act, extending patient voices 
beyond traditional rare-disease channels as part of PBC Awareness Month.

Increase HCP recognition of 
the emotional and 
symptomatic experience of 
PBC.

Amplify patient voices through 
visual art, narrative, and film.

Drive more holistic, 
patient-centered clinical 
conversations.

Provide globally adaptable 
materials for medical congress 
use and affiliate activation.

Results
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25 60+ HCPs across 
25+ countries were 
meaningfully engaged

x2 HCP-focused 
articles secured

790 likes with 100% 
positive sentiment 
across 17 social media 
posts

Positive 
HCP 
feedback

“I saw these artworks from afar and knew 
they were about PBC without being told”

"Like nothing I've seen 
before"

280K+ social media 
impressions generated

Media coverage reached 
2M+ readers in English and 
Spanish

Garnered 7.8K+ views 
(as of Feb ‘26)

“Watching that video 
made me feel truly 

seen.”

Positive viewer feedback
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The Balancing Act segment 
generated 1.3M+ 

impressions and 585K+ 
video views

Campaign expansion 
through affiliate adoption 
and local medical congress 

activation (2025–26).

The campaign received industry 
recognition, including the SABRE 

Awards 2026 and PRWeek 
Healthcare Awards 2026

• All the Feelings with PBC  successfully leveraged visual storytelling to elevate the 
emotional and clinical realities of PBC. By centering patient narratives, the campaign 
supported more empathetic, comprehensive care approaches among HCPs. 

• Global demand and affiliate uptake demonstrate the campaign’s relevance and 
adaptability across regions. Next steps include expanded congress deployment, 
heightened visibility during PBC Awareness Month, and ongoing collaboration with patient 
organizations to reinforce patient-centered care.

Conclusion

The campaign enhances clinical 
understanding of lived experience, helps 
normalize discussions around invisible 
symptoms, and empowers patient 
communities by ensuring their stories are 
represented within scientific and       
medical forums.

Relevance to people living with PBC 
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A full suite of assets was 
developed for internal and 

external use.
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