
56 | DTC Perspectives • March 2010

Raj Amin is chief executive officer and co-
founder of HealthiNation, a premier health video 
company. HealthiNation produces and distributes 
award-winning education and lifestyle videos 
available to consumers both online and on digital 
cable. Amin can be reached at raj@healthination.
com. To read his article, turn to page 43.

David Bernard is a managing director of DB 
Marketing Technologies, a marketing analytics and 
CRM consultancy working to improve marketing 
and business performance through the application 
of best practices in analytics, reporting, and data-
base management. Bernard can be reached by tele-
phone at (212) 794-6402 or by e-mail at david.

bernard@dbmt.com. To read his article, turn to page 29.

Jann Edmondson is a director specializing in 
healthcare at ICOM, a division of Epsilon Tar-
geting. Edmondson works closely with clients to 
understand how best to use data to achieve their 
marketing objectives. She can be reached by 
e-mail at jann.edmondson@epsilon.com. Turn to 
page 39 to read the article she co-wrote with col-

league, Mark Hertenstein.

Mark Hertenstein is senior vice president at 
ICOM, a division of Epsilon Targeting. As a 
leader in targeted marketing, ICOM has helped 
numerous clients in the healthcare field better 
understand their prospects and customers with 
relevant data. He can be reached by e-mail at 
mark.hertenstein@epsilon.com. Turn to page 39 

to read the article he co-wrote with colleague, Jann Edmondson.

David Kweskin is a senior vice 
president at The Research Intelli-
gence Group, a full-service qualita-
tive and quantitative custom mar-
ket  research f i rm. For more 
information, visit www.trigsite.
com. Kweskin can be reached by 

e-mail at dkweskin@trigsite.com or by telephone at 
(203) 321-8528. Turn to page 50 to read his article.

Brenda Snow is the founder and 
chief executive officer of the Snow 
Companies, a full-service, bou-
tique agency providing pharma-
ceutical companies with customiz-
able direct-to-patient and word-
of-mouth solution, and the first 

company to introduce Patient Ambassador Programs 
in the U.S. Snow can be reached by e-mail at bren-
da@snow-companies.com  or by telephone at (757) 
753-0012. To read her article, turn to page 24.

Ken Sobel is a senior vice presi-
dent of MattsonJack, the corporate 
planning and commercial develop-
ment division of KantarHealth. 
Sobel conducts forecasts and pro-
motional response evaluation proj-

ects for pharmaceutical products, 
including the evaluation of DTC advertising. He can 
be reached by telephone at (203) 653-9565 or by 
e-mail at ken.sobel@kantarhealth.com. Turn to page 
21 to read his article.

C O N T R I B U T O R S

With regard to pharmaceutical advertising, the Food and 
Drug Administration Amendments Act of 2007 (FDAAA) 
provided the FDA with a major new weapon to investigate 
and to seek sanctions on DTC advertising that is found to be 
false or misleading. Unfortunately the agency has not put its 
new tools to work. These include authority to conduct hear-
ings on advertising and to seek fines of up to $500,000 a day 
for false or misleading content.

So as we move through the second session of the 111th 
Congress, it appears likely that those of you involved in pro-
ducing, printing and televising pharmaceutical advertising will 

still be the ones some members of Congress will want to shout 
(if not sing) about.

 
Jim Davidson is an attorney and founder of the public policy 
firm Davidson & Company. He currently chairs the Public 
Policy Group at the Washington law firm of Polsinelli Shughart 
PC, and he has been actively engaged in supporting the advertis-
ing industry on Capitol Hill for almost 20 years. In October 
2008, Davidson was inducted into the DTC Perspectives’ Hall 
of Fame for DTC marketing. He can be reached by e-mail at 
jhd@davidsondc.com. 

(Eye on the Hill, continued from page 52)




