











NICOLE HEBERT

Consumer Marketing Transformation
Lilly USA

team. In her 10 years with Eli Lilly, her responsibilities have covered a variety of

areas, from media relations and communications to global and consumer market-
ing. She has worked on a variety of brands, including Cialis, Humalog and Actos. Her
breadth and depth of work has set her up for a leadership role within Lilly in the area of
effective communications throughout the healthcare journey, with the ultimate goal to
help consumers get better from a holistic perspective.

Nicole Hebert works with the Lilly USA Consumer Marketing Transformation

As an advocate for consumers, Hebert champions efforts in health literacy and nu-
meracy, risk/benefit communications, and brand equity in all its forms. She is helping to
transform the way in which Lilly meets the needs of consumers on their terms in the con-
text of their everyday life. Her work cuts across business functions and brands to ensure that human understanding is core
to everyday business.

Hebert received a bachelor’s degree in speech communication from The University of Missouri-Columbia. Her career
also includes work for a large insurance provider and a hospitality marketing firm. She has a full life outside of work and is
married to a high school teacher/football coach with two dynamic daughters, Ella (7) and Josephine (4).

NANCY IBACH
Consumer Brand Leader
AstraZeneca

nels, including television, radio, event marketing and online marketing. She

joined AstraZeneca Pharmaceuticals in 2005 and has held various marketing posi-
tions in the company’s respiratory and oncology therapeutic areas.

Her work on Rhinocort Aqua won the Benny Award and the Gold MM&M award
for Best Use of Direct Marketing to Healthcare Professionals. She is credited with launch-
ing the first direct-to-patient campaign for Abraxane, where she won the Webby Award
for best consumer Web site as well as the Web Marketing Association Award for the un-
branded disease state education site.

Nancy Ibach’s 21-year marketing and advertising career spans several media chan-

Ibach was promoted to consumer brand leader on Nexium and worked to develop
the brand’s first 30-second television campaign, for which the brand team received the
coveted AstraZeneca Presidents Award. Ibach currently works in AstraZeneca’s cardiovascular franchise for a developing
product with an expected FDA approval in the second quarter of this year. Prior to joining AstraZeneca, she worked with
several clients in the financial and automotive industries, including new vehicle launches with Ford and Lincoln Mercury.

SALMA JUTT Salma Jutt has been with Allergan for nine years
i i i and is currently the senior director of marketing
.?.em.or |DArec;Lor{.MaBrke.tmg for Latisse. For the past two years, she has led the
Oplca R ELISINess launch of Latisse, which was first marketed in January
Latisse 2009. Jutt has led the Topical Aesthetics Team since
Allergan June 2006, building a dedicated marketing team and the

initial sales force to launch the Vivité skin rejuvenation
brand. In addition, she has led the commercialization of the Allergan/Clinique partnership and
the Clinique Medical brand.
Prior to assuming a role in Allergan’s facial aesthetics division, Jutt worked in eye-care
marketing across several brands, including Lumigan, Combigan and Alphagan. She previously
worked for Boehringer Ingelheim in sales and marketing.

Jutt attended the University of Alberta, graduating with Dean’s List honors, and she is cur-
rently completing her M.B.A. at Pepperdine University.
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avid Kaminski is a pharmaceutical marketin
D professional with moi than 18 years of industr% DAVID KAMINSKI
experience. In his current role as consumer brand Consumer Brand Leader
leader for Crestor, he is responsible for leading the rela- Crestor
tionship marketing programs, affordability programs, such AstraZenca
as savings card and free trial certificates, and the pharmacy
refill-reminder programs. Before joining the Crestor
team, Kaminski worked in a marketing strategy role, with
responsibility for developing and implementing innovative programs designed to foster
adherence to medication.

His previous roles include global brand management for cardiovascular emerging
brands, market research and bench chemist. He began his career in pharmaceuticals as an
analytical chemist at Bayer. Kaminski received a B.S. degree from the University of Con-
necticut and an M.B.A. in pharmaceutical studies from Fairleigh Dickinson University.

NAVIN KATYAL Navin Katyal is a senior manager on the Chan-
: : tix U.S. marketing team at Pfizer. In 2009,
Sen.lor Marketn"lg oo he led the design %nd implementation of the
Pat'en.t Marketing Chantix Brand Ambassador program, also known as
Chantix the GETQUIT Clinic. The GETQUIT Clinic is an
Pfizer innovative and interactive workshop offering smokers
a non-judgmental environment where they learn how
to develop a quit plan directly from a tobacco treatment specialist. Each workshop also features
an ex-smoker who shares his or her personal story on how they quit smoking with the help of
Chantix and support.

The clinics have been held in hundreds of cities across the nation, and more than 1,500 pro-
grams are slated for 2010. Katyal previously worked on the launch of the Chantix “Real People,
Real Stories” TV campaign and played an integral role in the redesign of the GETQUIT Sup-
port Plan, Pfizer’s first multi-channel patient support program. As part of this re-launch, Katyal
partnered with Mayo Clinic to provide Chantix patients with rich support via a dedicated hotline
staffed by tobacco treatment specialists.

Prior to joining Pfizer, Katyal worked as a manager in Accenture’s Health and Life Science consulting practice, where
he provided customer relationship management solutions to a variety of pharmaceutical organizations, including Takeda,
AstraZeneca, and Johnson & Johnson. Katyal is currently pursuing an M.B.A. from Columbia University. He received a
B.S. in chemical engineering from the University of Illinois at Chicago.

arlene Kiesel Edmonds has devoted the
Mpast two decades to making positive and MARLENE KIESEL EDMONDS

meaningful contributions to the pharma- Product Director
ceutical industry. She started as research chemist for Vyvanse
the FDA and then spent seven-plus years in sales Shire

Drug Development Services and Business Develop-

ment positions at SmithKline Beecham. There, she

led launches for several brands across therapeutic categories, including CNS, CV, anti-infectives
and vaccines.

In 1998, she joined Astra Merck as a marketing research / forecasting analyst, leading her to
manage marketing research for two compounds in Phase II/III development. Her success in these
roles led to a new-products marketing role and eventually to a senior product strategist position
on Toprol-XL, a blockbuster cardiovascular product for AstraZeneca.

In 2004, Edmonds joined Shire, the second-most admired specialty pharmaceuticals company
in the industry, according to MedAdNews. As product director, she played a key role in the launch of a product for bi-
polar disorder. Subsequently she worked on the successful launch and commercialization of one of Shire products for
ADHD, Vyvanse. Not yet three years in the market, Vyvanse has already achieved a 13 percent market share in a highly
competitive category. By January 2010 the Vyvanse Team was named as Small Pharma Marketing Team of the Year by
MM&M.

Edmonds has proven herself as a champion of insight-driven marketing and someone who possesses a unique ability to
pull together teams and optimize integration to build brands. She earned a bachelor’s degree in chemistry from the Col-
lege of William & Mary and an M.B.A. from St. Joseph’s University in Philadelphia.
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Top 25 DTC Marketers Panel

At the concluding general session at this year’s DTC National Conference, a few of the Top 25 D'TC Marketers took part in a panel discus-
sion about the crucial issues facing the DT'C marketing sector. Below the panelists and a few of their comments from this year’s lively discus-
sion session are featured. This year’s four panelists were — Marker Wiegand of Amgen, Lars Merk of Ortho-McNeil-Janssen, Priya Brooke
of Bristol-Myers Squibb, and Edward Banfe of sanofi-aventis.

MARKER WIEGAND
DIRECTOR, MARKETING
ONCOLOGY

AMGEN

We have an opportunity to improve DTC by concen-
trating more on patient education. Perhaps, even more
real-time communications, such as mobile and putting
[information] at the point of care [is beneficial]. When
the question is raised, wherever that information need
exists, we can provide it in a more timely fashion. 1
can see that, with the evolution of technology at the
point of care, those are opportunities.

LARS MERK

The ability to build greater measurement around what = o B
we do, the ability to measure the outcomes of these CNS

efforts has never been greater...I ask [DTC solution oMy
firms] to keep bringing these new ideas to us, and any-
way that you can do to enhance our ability to improve
our results through measurement, whether it means in
mobile, Web or traditional media such as television
and in-office.

JANSSEN

Priya BROOKE

SENIOR PrRODUCT
MANAGER, ABILIFY
BRrISTOL-MYERS SQUIBB

When you look at what mobile technology has done

in terms of communicating to consumers in India, and
some of the lessons learned from there, we can take
that [and adapt it] to our own market...So as mar-
keters, as we look at other therapeutic categories or
other industries and look at the successes and failures,
there’s an opportunity for us to learn from beyond the
U.S borders and to see what’s applicable to our own ge-
ography, and within the confines of our regulations.”

EpwarD BANFE

I think there are opportunities to improve patient
education [and] mobile might be the best emerging
technology to do that...Mobile just makes it more con-
venient to prepare for a doctor’s visit. [Patients| don’t
need to be at a computer at home the night before, but
they can be sitting in the waiting room [and get infor-
mation]. A lot of the point-of-care companies get that.
What mobile adds is the interactivity that we don’t
have now.
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SENIOR MANAGER,
MARKETING
Pravix
SANOFI-AVENTIS US




It didn’t take extensive research to know

Ed Banfe is proven effective.

Congratulations to Ed on being named a Top 25 DTC Marketer of the Year for his work on Plavix.
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obert Maresca has been the consumer brand
manager on the Symbicort brand since 2009.
He had previously worked on the brand as con-

sumer insight, senior manager, and also held other posts
at AstraZeneca, including as market research manager in

AVHATmL.
CARESTABDL

A NMWRARADLE Fof

Mike DeBartolo of Parade (right) pres-
ents a Top Marketer award to Marlene

Kiesel Edmonds of Shire.

VARTEWER |
CARES ABOUL

A NEWIRARADE Pall
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the “‘emerging brands group” where he oversaw commercial development of early-stage com-

pounds such as Iressa and Zactima / Recentin. And before
joining AstraZeneca, Maresca spent five years as a consultant
with The Mattson Jack Group doing forecast-
ing and promotion response modeling (in-
cluding the impact of DTC advertising on
the forecast).

ROBERT MARESCA

Consumer Brand Manager
Symbicort
AstraZeneca

‘While working on the Symbicort brand, Maresca has been
part of a team that has won a number of AstraZeneca awards,
including the Presidential Excellence Award for Brand of the
Year and the “Accoladz” award for DTC Advertising. In addi-
tion, Symbicort was honored as a MM&M Brand of the Year
in 2009. He earned a B.S. degree in pharmacy from the Phila-
delphia College of Pharmacy and Science and an M.B.A. from
Columbia Business School.

Nancy Ibach of AstraZeneca
receives her award as a Top
Marketer of the Year from Mike
DeBartolo of Parade.
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[Top}251DTCIMarketers

oe McLane is a senior manager, global mar- JOE MCLANE

keting communications at Merck & Co. Inc. ) .
Since 2004, he has been responsible for the Senior Manager, Global Marketing

evelopment and execution of the U.S. con- Communications
sumer communication plans for Gardasil, which Gardasil
included broadcast TV, print, Internet, word-of- Merck & Co. Inc.

mouth and social marketing components. Several

DTC campaigns under McLane’s management have received DTC National Ad Awards

and Perspectives on Excellence (POE) Awards, including the disease education campaign

“Tell Someone” and the branded consumer campaign,
“One Less.”

Over the past 13 years, McLane has held various
positions at Merck, including promotion
manager, program manager, fulfillment
process manager and customer account
representative. His experiences outside
the pharmaceutical industry in-
clude positions with Aetna U.S. Healthcare and WCAU-TV.

This is the second time he has been named one of the Top
= - 25 DTC Marketers of the Year. In 2009, McLane also was
: TR ET“EME 1 named one of Pharmaceutical Executive magazine’s 2009 Emerg-
. a ing Pharma Leaders. He holds a B.S. degree in marketing from
[ H AB( St. Joseph’s University in Philadelphia. McLane resides in the
suburbs of Philadelphia with his wife, Karen, and their four
children.

Al l.'a'.'_ FARALE P

Joe McLane of Merck & Co. is presented with his Top
Marketers of the Year award by Mike DeBartolo of Parade.

LARS MERK sion of Ortho-McNeil-Janssen Pharmaceuticals Inc.,
Product Director, CNS where he has a dozen years of sales and marketing
Ortho-McNeil-Janssen experience in the neurologic, gastrointestinal and CNS
therapeutic areas. Throughout his career, Merk has fo-
cused on finding innovative ways to meet the needs of
the patients, caregivers and professionals that use the com-
pany’s products and services. This penchant for challenging the industry status quo has earned
Merk a reputation among his peers in the industry as a grounded visionary who delivers results

for the brands.

Most recently, Merk has led the consumer efforts, in addition to the digital healthcare pro-
tessional marketing efforts, for the Concerta CII brand. His recent accomplishments of note
include launches of several innovative digital programs to reach consumers and healthcare
professionals. This past December, his team launched a branded YouTube channel (www.you-
tube.com/ADHD) that reached more than 10,000 patients and caregivers in just eight weeks
and integrated this channel with the rest of the brand’s digital efforts. He also led the develop-
ment of a mobile platform for growth that initially leveraged text messaging to drive Attention Deficit Hyperactivity Dis-
order (ADHD) awareness and screening during the annual ADHD awareness week. The “Text ADHD to 87415” cam-
paign was designed to launch the branded mobile platform and allowed consumers to take the ADHD screener, and also
interact with patient videos, download a free trial offer, or pass along the information to a friend. The successful campaign
allowed the brand to deliver information to patients and caregivers nationwide for a sustained period that the “old Pharma
idea” of sending a bus to eight or 10 state fairs could never match. The campaign was further supported through a unique
out-of-home campaign that included placements on a Times Square Jumbotron and major airports.

l ars Merk is a product director with the CNS divi-

Merk has been an industry leader in leveraging new technologies into customer-centric integrated campaigns on both
the consumer and the healthcare professional space. A great example of this innovative work includes the 2009 launch
of BlackBag Medical Resources. This healthcare professional-focused iPhone and Web-based application was quickly
adapted by 60,000-plus healthcare professionals and the pioneering effort was named to the 2009 10 Best Mobile Apps list
by Forbes.

Merk received his B.A. degree in both economics and government from Connecticut College and he and his family
reside in Hopewell Township, N.J., where he volunteers his time for numerous charitable and civic activities. He also is a
dedicated blood donor to the American Red Cross and has been fortunate enough to be able to donate more than 13 gal-
lons of blood in his lifetime.
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did u hear?
joe mclane
did it again!

s surprised.
-~ hetotally
deserves it!

-’

CONGRATULATIONS TO JOE MCLA NE ON BEING NAMED A

DTC TOP MARKETER OF THE YEAR
FROM YOUR FRIENDS AT RAPP

{Types &, 11, 16, and 18} Vaccine, Racombinant]



[Topi25IDTCIMarketers

athleen Mirani joined Sepracor Inc.
B in 2007. Prior to moving to the phar- KATHLEEN M. MIRANI
aceutical industry, she worked in Marketing Director
packaged-goods marketing for Quaker Oats and Lunesta
Welch’s, focusing on the health beneﬁts of food Sepracor Inc.
products. She has worked on campaigns com-
municating the neutraceutical benefits of various
products and has led teams that won two Effies
for campaigns for Welch’s grape juice.

While at Welch’s, Mirani also won a MediaWeek award for Best Use of Print. At
Sepracor, she has focused on the direct-to-consumer campaign for Lunesta, across ad-
vertising and in-office materials. She has a bachelor’s degree from Colby College and a
Masters of Management from the Kellogg School of Management at Northwestern Uni-
versity.

ulie Park is the consumer lead on the Reclast brand,
JUI.'IE PARK the first and only once yearly infused osteoporosis
Senior Product Manager treatment. As the consumer lead, she is responsible for
Novartis consumer strategy, creative development and integrating

consumer messaging through online and off-line DTC
and DTP touch points.

Before joining Novartis in 2007, Park spent 11 years at
Pfizer Consumer Health and
Pfizer Pharmaceuticals. At
Pfizer, she was the product
director for Zyrtec OTC,
and she managed the largest
Rx-OTC switch in Pfizer
history. Prior to her work
on Zyrtec, she held various
brand management roles
in both the OTC and Rx
brand areas and continued to earn increasing responsi-
bility for the brand’s success. She worked, during this
time, on brands such as Benadryl, Unisom, Nasalcrom,
Neosporin, Desitin, and Trovan and Zithromax.

AVHATIW
CARES ABDUTwy

A NOWPARADE Poll

i
Julie Park of Novartis receives her Top Marketer award
from Parade’s Mike DeBartolo.

Adam Friedman of
GlaxoSmithKline is
presented with his Top
Marketers of the Year award

. I ﬂ, H E é i B D U-' v by Parade’s Mike DeBartolo

A NEWPARADE Foll
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JACALYN RAMDIN-JOHNSON

ranslating passion and ideas Senio,r FrOdu.Ct Ma”ager
into actual, tactical “work- Dyslipidemia Franchise
ability” — that skill has been Abbott Labs

the hallmark of Jacalyn Ramdin-
Johnson’s career in corporate Amer-
ica, both in the advertising and pharmaceutical industries.

From her early advertising agency work for Fortune 500 clients, such as McDonald’s,
General Mills and Starwood Hotels, to her work in the pharmaceutical industry on brands
such as Humira, Kaletra, Trilipix and Certriad, Ramdin-Johnson has always combined
those skills to help her to deliver exceptional accomplishments.

She brings her strategic and creative vision, coupled with excellent management skills,
to the effort behind the successful launch of multi-million dollar brands across all commu-
nication disciplines. Her experience in strategic planning and executing successful global

advertising campaigns and event planning efforts for Fortune 500 clients, not-for-profit

charitable organizations, independent filmmakers and editors are the hall-

marks of her career. She is currently managing brands in the pharma-

ceutical industry, developing strategic and creative vision and leverag-

ing excellent management skill, reaching millions of consumers in
new media venues as well as traditional marketing channels.

As a senior product manager at Abbott, Ramdin-Johnson
has developed consumer marketing strategies for Trilipix,
a cholesterol medication for HDL (good cholesterol) and
triglyceride management. Her success has been recognized
throughout her career, including a President’s Award, Pace

- - ..,H —_— A\ ] Award and Grand Slam Advertising Award. She holds a
M'I'Hn? ﬂMEﬁ“ Dege B.A. in broadcast, mass communications, from University of
. - | — Illinois at Chicago and an M.B.A. from Lake Forest Gradu-
cﬂ RrE*'Suﬂ'[-g Hllﬂ ate School of Management.

Jacalyn Ramdin-Johnson of Abbott Labs accepts her Top
Marketer of the Year award from Mike DeBartolo of Parade.

LAWRENCE REIFF

Marketing Director

U.S. Patient and Physician Marketing
Pfizer

team in 2007 to lead and execute the consumer relationship marketing strategies for

Spiriva. In 2009, his role expanded to oversee all of the consumer marketing activities for
the brand. This included the launch of a new branded DTC campaign and integrating all of the
consumer marketing programs, including DTC advertising, relationship marketing, the launch
of an unbranded Web site, and conversion and adherence pharmacy programs.

In his three years at Pfizer, Reiff also has worked on Viagra and a variety of cross-portfolio
consumer marketing initiatives. He is known as an expert in integrated marketing efforts, having
spent more than 20 years at advertising, direct marketing and digital agencies, including Grey,
FCB, Merkley & Partners, Wunderman and Organic. As a strategic planner, he was responsible for providing strategic
leadership and uncovering consumer insights for a variety of pharmaceutical companies, including AstraZeneca, Biogen
and Pfizer. Prior to working in strategic planning, Reiff was in account management, overseeing the work for AT&T, Ci-
tibank, Kraft Foods, Marriott Hotels and the U.S. Postal Service.

He earned a B.S. degree from the S.I. Newhouse School of Public Communications at Syracuse University, and a
Master’s of Science from the University of Pennsylvania.

l awrence Reift is a marketing director at Pfizer on the U.S. Spiriva team. He joined the
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HOLLY ROSENTHAL

Associate Director, Consumer Marketing
Merck & Co.

2009), Holly Rosenthal leads the consumer marketing, relationship marketing and patient

In her current role at Merck (which acquired her former company Schering-Plough in
education initiatives for Nasonex and Asmanex and is working on the launch of Dulera.

When she joined Schering-Plough in 2005 as a senior product manager Rosenthal was
responsible for overseeing relationship marketing across brands. She also supported all the con-
sumer marketing initiatives for the Levitra co-promote with GlaxoSmithKline including RM,
DTC, e-marketing and patient education. Rosenthal has done an outstanding job managing
Y the Nasonex DTC campaigns, which have contributed tremendously to the growth and sus-
tainability of a mature brand in light of multi-source generics.

She has more than 12 years of consumer and professional marketing and advertising experience and has worked across a
number of therapeutic areas. Some of her past agencies and brands are: FCB Healthcare (Imitrex, Fosamax, Biaxin), Grey
Advertising (Robitussin), Lowe McAdams Direct (Nasonex, Asmanex, Prograf, Diprolene and Elocon). She also was part
of the team that launched the first DTC and DR TV commercials for Nasonex. At Harrison Wilson, she worked on the
Accutane brand, and she also worked at the agency PACE (Abilify, Seasonale, Seasonique and Xalatan). Her broad experi-
ence enables her to apply past learnings to current consumer marketing challenges, which results in creative solutions that
support patient needs.

Among her accomplishments, Rosenthal has received three Gold In-Awe Awards for the Nasonex Parallel commercial
and Levitra banner ads, a first-place PRAME award for Best RM Campaign/Nasonex, two MM&M awards for best direct
mail/Xalatan and Best Radio Commercial/Seasonale, two DTC Perspectives awards for Best Direct Mail Disease Aware-
ness for Xalatan and Best Radio Ad for Seasonale. Her strengths lie in her ability to develop strong customer-centric strat-
egies. She earned a B.A. degree in sociology from the University of Arizona.

Mike DeBartolo of Parade
(right) presents a Top
Marketer award to Lars Merk
of Ortho-McNeil-Janssen.

UARTImER)
CARES ABOU\

& N PARADE Foll

Lawrence Reiff of Pfizer
accepts his Top 25 DTC
Marketer award from Mike
DeBartolo of Parade.

HARTIMERIG
CARESABOUT!

1 A REWFARADE Poll
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Congratulations to

Holly Rosenthal

¢ MERCK

For being recognized as one of the

Top 25 DTC

Marketers of the Year.
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ith 14 years of experience, MARC SALZO
K x / Marc Salzo’s responsibilities Associate Director, Consumer Marketing
have spanned industries and Boehringer Ingelheim
disciplines, from leading international
teams to supporting client-facing engage-
ments, to driving brand growth and mar-
keting optimization.

He currently leads the relationship marketing efforts within Boehringer Ingelheim’s cus-
tomer development marketing organization. In this role, his focus has been to build multi-
channel consumer marketing excellence via analytic techniques that drive quality over quan-
tity. Salzo has partnered with brand leaders across the BI portfolio to deliver best-in-class
digital and offline relationship marketing — most notably for the Flomax, Spiriva and Mirapex
brands. His experience across the aisle with BI’'s OTC line has helped drive synergies between
the two portfolios.

Prior to joining Boehringer Ingelheim, Salzo’s digital and relationship marketing expertise was leveraged to drive IBM
Corporation’s marketing communications strategy. Serving as a global program manager,
he worked toward developing an enterprise Web management strategy
and process, as well as providing “e-business on demand” for clients
such as the City of New York and other state/local government enti-
ties - as well as clients in the aerospace industry. Additionally, his
experience in emerging marketing technology provided oppor-
tunities to engage in e-marketplace and e-commerce strategy
development as well as streaming media solutions.

Salzo earned a B.A. degree in political science from West-

= ' ern Connecticut State University. He has completed a pro-

f lMH | —ad E ; gram in advanced e-commerce from MIT and will be gradu-
ating with his M.B.A. (International Business) this year.

GA

L NEWPARLADE Paoll

Marc Salzo of Boehringer Ingelheim accepts
his Top Marketers of the Year award from
Parade’s Mike DeBartolo.

arker Wiegand is a director of consumer mar-

MARKER WIEGAND ) Mketing at Amgen and he has patient marketing
Director, Consumer Marketing responsibilities for three oncology brands, in-
Amgen cluding Neulasta. Wiegand also is a member of a task force
that is responsible for driving improved effectiveness of

digital marketing across Amgen.

He has worked at Amgen Inc., the world’s largest bio-
technology company, for 21 years and
has held a variety of positions — from
R&D to finance, from strategic plan-
ning to market research, from interna-
tional joint ventures to domestic HCP
marketing. Since 1999, when Wiegand
was one of the co-founders of Amgen’s
online marketing group, he has had a
keen interest in the digital space, new
media and ROI measurement.

Prior to Amgen, Wiegand lived and worked in Japan for four |
years. He graduated with a B.A. degree from the University of WHﬂmTﬂEﬁl
Pennsylvania and has a M.B.A. from UCLA’s Anderson School. [;‘.QF,ES ABDU.
He enjoys classical music, snowboarding, science fiction, ocean  MEREREADE Pt
swimming and playing tennis with his wife and two daughters in
Pacific Palisades, Calif.

Marker Wiegand of Amgen is presented with his Top
Marketers award by Mike DeBartolo of Parade.
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Becky Chidester was
named president of Wun-
derman World Health. She
was previously president of
Wunderman’s New York
headquarters. Wunderman
World Health’s clients
include Pfizer, WellPoint,
Johnson & Johnson and
Abbott Labs...... MS&L

Group hired Mike Huckman as senior vice president,

Hayne Crooks

director of media strategy in its healthcare practice. Huck-
man will provide senior level media counsel to MS&L Group
healthcare clients, contribute to new business development
and serve as a healthcare public relations thought leader,
MS&L said. Huckman was CNBC’s pharma reporter, cover-
ing the drug, biotech and medical device beats since 2000.

AbelsonTaylor promoted Bejan Sevvom, Denise
Joseph and Hayne Crooks from account executives to
senior account executives and Andrea Kartley and Katie
Apfelbach from assistant account executive to account
executives. Sevvom will work on an osteoporosis treatment.
He has worked in the dermatology and urology areas. Joseph
will work on an oncology product. She has worked on
products in the categories of erectile dysfunction, pulmonary
arterial hypertension, insomnia and HIV/AIDs. Crooks will
be working on a product in the area of ophthalmology and
optometry. She has worked in the areas of women’s health
and diabetes, but focused on oncology. Kartley, who previ-
ously worked on diabetes and hypertension products, will
now be responsible for infant formula products. Apfelbach
will be working on an osteoporosis product. She has also
worked on products in the areas of oncology, neurology,
diabetes and cardiology.

Harte-Hanks has added three members to its marketing
strategy team (The Agency Inside Harte-Hanks): Jenni-
fer Pineda-Bodnar, vice president, strategy and business
development; Patricia Crowell, vice president, strategy and
business development; and Leslie Schultz, senior director,
digital strategy. Pineda-Bodnar has more than 15 years of
marketing experience and has worked on the Nexium brand
at AstraZeneca. Crowell also has overseen marketing strate-
gies for top brands in pharma, and worked on the Forest
brand Lexapro. Schultz has led digital and integrated market-
ing strategy for 15-plus years in pharmaceutical and biotech,

among other industries.... Reader’s Digest Association has
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Andrea Kartley

ON THE MOVE

Mike Huckman

Becky Chidester

named Dan Lagani president of RD Media, where he will
oversee the flagship magazine, among other initiatives. Lag-

ani previously worked at Tre Cani Advisors......

MTS Rebrands as Quality Health,
Expands Targeted Marketing Efforts

Founded in 1999 as Marketing Technology Solu-
tions (MTS), the marketing firm has rebranded itself as
QualityHealth to further its focus on becoming the leading
performance-based market-
ing platform for healthcare
brands. QualityHealth pro-
vides detailed insights into
decision points that drive
patient conversion. Qual-
ity Health has also launched
two new programs, Focus on
Formulary and Ask the Pharmacist, to help DTC marketers
“seamlessly integrate multiple elements of the patient life-

QualityHealth

cycle and significantly affect consumer conversion,” accord-
ing to the company’s announcement. These products, in
addition to the current Ask Your Doctor, use sophisticated
technology so marketers can better design and target their
messages to consumers. In addition, Ask the Pharmacist
also delivers a script from the doctor’s office to the patient’s
door, offers an online patient education program and helps
transition existing patients to new brand extensions with-
out the need for an additional doctor visit. To support this
expansion, the company bolstered its management team.
Joining QualityHealth within the past year are Clifford A.
Farren Jr., as senior vice president, chief financial officer;
Amit Chaturvedi as senior vice president, chief operating
officer; and Elaine Boxer as senior vice president, mar-
keting strategy. The company also recently hired: Denise
Esakoff, vice president, product management; Louis San-
quini, vice president, product innovation; and Virginia

(Ginger) A. Evans, senior director, marketing analytics.
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ON THE HILL

Will the First

BY JiM DAVIDSON

Amendment Protect DTC?

As the nation heads for mid-term elections, and the possibility of new efforts to further regulate direct-to-
consumer advertising, D'T'C proponents would be wise to consider how they can make stronger arguments
showing the many benefits of this advertising as well as ways in which it can be improved.

dvertising can be controversial — effective advertising
Aeven more so. And when you mix effective advertising

with highly charged national policies, the sparks can
fly. For more than 30 years the U.S. Supreme Court has rec-
ognized that truthful advertising of commercial products and
services merits the protection of the First Amendment, absent a
substantial government interest that cannot be satisfied without
a government regulation of the content of the message.

The past three years have offered up repeated tests of this
principle, largely in the halls of Congress. And if the past is
prologue, we can expect that a number of Senators and Rep-
resentatives will continue to advance proposals designed to
impose taxes or place content limits on speech that often are
framed in the language of consumer protection.

In the past year alone, there have been three concerted
efforts to disallow the ordinary and necessary business expense
deduction for the cost of pharmaceutical advertising. As Con-
gress turned over every leaf in search of revenues to help pay
for reform of the health insurance system, bills were intro-
duced in the U.S. House of Representatives and in the U.S.
Senate to tax DTC advertising by denying manufacturers the
right to deduct its cost as a business expense. This could have
increased the cost of advertising prescription medications by
as much as 35 percent more than the cost of advertising other
products.

While proponents doubtless were prepared to argue that the
government has a substantial interest in regulating the effect
that pharmaceutical advertising might have on the demand
for a product that is subsidized by the same government, it
would have to meet First Amendment objections by explain-
ing why more direct cost assessments or offsets to payments for
drugs would not be even more effective in achieving a balance
between the right to advertise and the fact the government is
picking up the tab for consumer healthcare.

The government also would have to overcome the argu-
ment that its tax was not just a disguise of an underlying
objective to reduce the amount of advertising without simply
restricting or banning it.

Taxes have not been the only government instrument
directed at DTC advertising. In 2007, the year the Democratic

Party regained the leadership of the House and Senate after
12 years of Republican majorities, multiple restrictions were
devised to reduce and even eliminate DTC advertising. Drug
safety had dominated debate in the House and Senate in the
wake of the Vioxx controversy (and withdrawal of the drug
from the market).

The Congress believed that in addition to the need to add
more risk reducing procedures to the FDA drug approval pro-
cess, one of the greatest unrestrained culprits that could harm
Americans was advertising of potentially unsafe drugs. The
proposed solutions — require advertisers to present their ads in
advance to FDA and allow the commissioner to impose a two-
to three-year moratorium on the advertising of medicines that
are too dangerous to advertise.

Other restrictions would have mandated lengthy warnings
and required drug advertising to include warning symbols that
conjured up memories of “Mr. Yuck.”

Both the Senate and the House finally rejected these efforts
to tax and constrain commercial speech in the absence of a
clearly articulated substantial government interest. One promi-
nent defender observed, “I dislike this advertising, but I love
the First Amendment more.”

While these efforts have been unable to muster congressio-
nal majorities up to now, numerous bills have been introduced
to end the tax deduction with a projected revenue gain of $37
billion over 10 years, or to treat advertising of erectile dysfunc-
tion products as indecent programming and limit it to the
hours between 10 p.m. and 6 a.m.

2010 is an election year and the call for more such taxes or
restrictions will be louder and more numerous. It also would
offer an opportunity to reexamine the many benefits of this
advertising as well as ways in which it can be improved.

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 advertising industry on
Capitol Hill for almost 20 years. In October 2008, Davidson was
inducted into the DTC Perspectives’ Hall of Fame for DTC market-
ing. He can be reached by e-mail at jhd@davidsondc.com.
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Kathy Annunziata is vice president of
research services for Kantar Health. She has
been with Kantar Health and its legacy com-
pany, Consumer Health Sciences, for 10 years.
She can be reached via e-mail at kathy.annun-
ziata@kantarhealth.com or by telephone at
(609) 720-5482. Turn to page 25 to read her

David Bernard is 2 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 database management. Bernard
can be reached by telephone at (212) 794-
6402 or by e-mail at david.bernard@dbmt.

com. To read his article, turn to page 32.

has worked with clients such as Johnson &
Johnson, Schering-Plough and Forest Laboratories. She can be
reached by e-mail at eboxer@QHperform.com. Turn to page 28

to read her article.

Elaine Boxer is senior vice president, mar-
keting strategy at QualityHealth. Founded as
Marketing Technology Solutions Inc., Quali-
tyHealth (http://www.QHperform.com) is a
leading online customer acquisition solution
for healthcare marketers. Boxer, with exten-
sive marketing, media and strategy experience,

~

Colin Cook is chief executive of
Shepard Associates, a consulting firm
specializing in digital marketing strate-
gy, application development, and per-
formance analytics. Cook can be
reached by email at colin@shepardas-
sociates.com or by phone at (415) 713-

5661. Turn to page 46 to read the arti-

cle his co-wrote with his colleague, Kimberly Olson.

Kimberly Olson is lead writer and
content strategist for Shepard Associ-
ates, a consulting firm specializing in
digital marketing strategy, application
development, and performance analyt-
ics. Olson can be reached by email at
kim@shepardassociates.com or by

phone at (415) 775-8361. To read the

article she co-wrote with colleague Colin Cook, turn to
page 46.

Christopher M. Schroeder is chief
executive of HealthCentral (www.
healthcentral.com), which empowers
more than 12 million people each
month to improve and take control of
their health and well-being. He can be
followed on Twitter @CMSchroed.

Turn to page 20 to read his article.
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ON BOOKS

The Experience Effect:

Engage Your Customers with a Consistent
and Memorable Brand Experience

By Jim Joseph

Published by Amacom Books ¢ 2010 ¢ 224 pages

REVIEWED BY ROBERT EHRLICH

here is no shortage of how-to books on advertising

I and marketing. Advertising agency executives are

the most prolific of writers. Jim Joseph feels, as the

head of an agency, that he also has something to add to the

discussion of how best to create marketing and advertising

programs. Every writer needs a short description of what

their unique point-of-view is that differentiates their book

from the many competitors. Jim Joseph focuses on consumer

experience with brands and how that experience makes or
breaks a brand.

While that consumer experience may seem like a simple
concept it is not. Brands need to make sure that actual day-
to-day experience matches consumer expectations and those
set by the advertising. While this sounds obvious, Joseph
points out several major brands where inconsistencies appear.

He takes on McDonald’s
Brands need to as an example of how the
squeaky clean, relaxed, fam-
make sure that actual ily-friendly look in their ads
day-to-day experience does not match the actual
experience of sometimes
matches consumer hectic and messy restaurants.
expectations and those Starbucks also is an example
of negative experience in
set by the advertising. that each location has a dif-
ferent quality of service and
appearance and Joseph feels it is no longer the brand he knew
years ago. Joseph finds that the best brands really are differ-
entiated and all consumer touch points deliver a consistent
experience. He cites J. Crew as an example of consistency,
while using the Gap as a retailer who has tried to be all things
to all people. Joseph fills his book with real-world examples
of brand experiences that are both positive and negative;
weaving a convincing story that what sounds simple is not.
That is, making a brand live successfully requires a constant
re-evaluation of whether the experience effect is consistent

and matches consumer expectations.

:m' A COMBn TR sy
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Joseph tells us
that people can be
brands and those
celebrities who

S 'JGSEPH
—

are most success-

ful market themselves as a brand.
Madonna is a very successful brand because she constantly
evolves, but always within consumer expectations of her as
an edgy performer.

What seems relevant for drug marketers is that drug
brands can do a lot to improve their experience effect. Most
drug brands do not have ongoing consumer relationships
for legal and regulatory reasons. In fact, drug companies are
unique in trying to avoid touch points, choosing to rely on
physicians to represent them to end-users. Perhaps with more
personalized genomic medicine we will see a greater effort to
follow-up with consumers, adding depth to the drug brand
experience.

Joseph’s book is basic and many experienced marketers
may find some of it in the “I already knew that” category. I
consider myself a veteran marketer, but I also found Joseph
taught me a lot about the value of a consistent experience.
Sometimes we fail to do the simple things that enhance a
brand experience and we fail to constantly improve. As mar-
keting books go, Joseph teaches us without being pedantic
and uses examples that we all can understand. He is jargon-
free and in plain language gets his points across. He will
make you think and change how you act and for a marketing
book that is the ultimate praise.

Robert Ehrlich, chairman and chief executive of DTC Perspec-
tives Inc., regularly reviews books about the pharmaceutical industry,
marketing and advertising for DTC Perspectives magazine. He
also writes a weekly e-newsletter providing insights on pharmaceutical
marketing trends. To subscribe to this free weekly analysis, sign up
at the Web site, www.D'TCPerspectives.com. Ehrlich can be reached
by e-mail at Bob@DT CPerspectives.com.
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EDITORIAL

Change For Better Or Worse?

The health care system is on the verge of major change in the United States with the arrival of Obamacare.
What does this mean for DTC? It’s likely going to be a confluence of factors, both positive and negative,
that may open new areas of marketing for DTC practitioners.

he last few months have been extraordinary for the
I American health care system. Obamacare is a real-
ity and we think it will be determined to be Con-
stitutional. Whether it is a net positive for society remains
unclear. We applaud the fact that coverage is greatly expand-
ed, but we fear that there will be a shortage of providers to
service that huge expansion. We also see nothing to reduce
costs or changes in fee for service that produces the unsus-
tainable demand at high cost.

The health care reform package will force the cost issue
as we see increasing government payments for the additional
covered citizens. Very quickly costs will be out of control at
both state and federal levels and Americans will demand a
solution. With government bureaucracies firmly established
overseeing insurance, it is a small step to fully nationalize the
system. Then we can expect all the cost controls Europeans
have seen. We are not saying
that will be a disaster but it

The price-controlled

. will mean the end to our cur-
markets get a free ride
rent system.

on American innovation, We also expect this means

but that may change testing for Medicare and
if we adopt European- in fact subsidies may be
phased out for that “moneyed
class” of $250,000 in annual

incomes. Medicare will use

style price regulation.

results-oriented approaches that curtail the number of tests
demanded by both doctors and patients. Waiting times will
increase for tests and procedures. In total, we may be fine as
a society because European style medicine works, albeit with
some problems. There will be compromises we have to make
in terms of what government will pay for at various ages.

For the drug industry, they have gotten a temporary
reprieve from price controls. We would be very surprised,
however, if that step is not implemented eventually. It is just
too inviting to cap drug costs through mandates. It will hurt
innovation and investment, but no one said government is

visionary and thinks of long-term consequences. For now the
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price-controlled markets get a free ride on American innova-
tion, but that may change if we adopt European-style price
regulation.

For DTC, we will likely see increased regulation aimed
at making it harder to promote branded drugs. This is in
response to a hostile Congress looking to punish drug com-
panies for advertising what they see as me-too high-priced
products. The end of the tax deduction for advertising will
be vampire-like in its refusal to die. On the positive side, we
expect DTC to be a fully used promotional tool for new-
brand launches. Despite the huffing and pufting from crit-
ics, DTC is a net positive for our society. That $5 billion in
annual spending is providing consumers with tremendous,
albeit sales oriented, information on treatment options.

For a government that professes to like full disclosure,
DTC is right in line with that philosophy. We hope DTC
will find new ways to be part of the new prevention wave
that will sweep the nation trying to head oft preventable ill-
ness. That may
mean more non-
branded help-
seeking ads.

‘We hope the
next few months
will be less
eventful as we
all try to digest
how the reform
bill affects
our industry.
Change forces
all of us to get
better in terms
of innovation
and efficient use
of resources. For

better or worse,

change is here.
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BUILD RELEVANT CUSTOMER EXPERIENCES

Your customers are not generic. They want experiences that are personal and relevant. At this year's
DTC National, Epsilon unveiled our unique approach of Customer Experience Marketing to show how
we combine customer insights with breakthrough creative, data, analytics and technology to create
stronger and relevant customer relationships.

= Create Brand Differentiation = Deliver Engagement and Loyalty
= Accelerate Considered Purchase = Optimize Marketing Spend

Today if you want better customer relationships, you must appeal to customers as individuals — NOT

as generics. Visit Epsilon at http://www.epsilon.com/2010_research/pharma to download our latest
research on how social media is impacting the pharmaceutical industry, and how to leverage social
media for even greater success.

epsilon

Marketing As Usual. Not A Chance.™

Consumer Data. Email Technology. Marketing Databases.  Agency Services.  Consulting & Analytics.




More than 11 million park here.

HealthCentral empowers people to improve and take control of their health and well-being.
With over 35 vertical health sites, health seekers find the information they want when they need it most.

For more information, please contact us at advertising@healthcentral.com or visit

www.healthcentral.com/mediakit.
HealthCentral

Be part of their solution.






