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The rules are designed to keep them away. The corridors and counters are engineered 

to keep them at arm’s length. For many sales reps hoping to meet with high-prescribing 
docs, the hospital is a house of horrors. Can the hospitalist code be cracked?INHOSPITABLE

to

2014

HCB Health had a record year. Revenue was up at the Austin-based agency, going from $8.1 million in 2012 to $9.3 million, and full-time employees increased from 45 to 65. “It was our best year ever by far,” says partner and CMO Nancy Beesley. “We expanded our client base and our of� ce space, hired a lot of new staff, including a full-time HR director, increased our digital offerings to meet client demand, and reached and exceeded a � nancial milestone.” 
Last year Beesley reported that HCB had estab-lished itself “as a premiere device agency” and realigned around the expertise. Wins are now becoming more diversi� ed. 

“Our digital work and our creative work in devices has caught the attention of other companies,” explains partner and CEO Kerry Hilton. “Rather than [declin-ing business], we’re stretching into pharma. We’re not really seeking it—it’s coming our way. If a large oncology company that isn’t in devices reaches out to you, you consider it.” 
A recent example of new non-device work is last year’s assignment to develop and launch Johns Hop-kins’ “PoopMD” app, which allows parents to identify 

and distinguish between worrisome and normal stools. “It’s a groundbreaking self-diagnosis and education tool,” Beesley says. “This year Johns Hopkins assigned us another app for autism.” Work expanded quite a bit last year with long-time client Alcon. New assignments included DTC work on a cataract awareness program, which represents Alcon’s � rst foray into DTC for its surgical business. The com-pany also awarded responsibility for its “Cataract Refractive Suite,” which involved launching multiple interconnected surgical devices at the same time (two were brand-new devices).HCB also won AOR status for the US launch of On-X Life Technologies’ On-X Plus 1.5 Aortic Heart Valve (pending approval of an expanded labeling claim); an AOR assignment for US DTC work on a new device from AposTherapy; and AOR status for branding and promotional work for Texas Center for Proton Therapy. 
A strategic alliance was formed last year with Chi-cago shop Topin & Associates that’s expanding both agencies’ reach. This year the agencies jointly won a new product launch from CareFusion. A new internal structure called “client pods” was instated last year. “Every client has a pod cluster focus-ing on their business—it’s like a mini agency within the agency,” Beesley explains. “Creative, account and digi-tal staff members are all clustered together physically so they move work more effectively and ef� ciently.”  HCB University was established last year to ensure employees understand all clients’ businesses. Twenty-four courses with three levels of certi� cation cover topics such as the dynamics of surgery. 
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AT THE HELM
Kerry Hilton, partner 
and CEO; Nancy 
 Beesley, partner and 
CMO

PERFORMANCE
Revenue rose from 
$8.1 million in 2012 to $9.3 million in 2013

HIGHLIGHTS
Won AOR status on 
work for On-X Life Tech-nologies, Apos Therapy and Texas Center for 
Proton Therapy

Executed several apps for Johns Hopkins

Formed a partnership with Topin & Associates

CHALLENGES
Adapting to the 
increased importance of ROI

For contact details, service offerings and client roster, see Agency A-to-Z, beginning on page 183

 “The days of the big, broad 
campaign that goes into 

hyperspace 
are over”

—Nancy Beesley

HCB
Health

Expertise in digital and devices nets record year for Austin agency

From left: Cancer-
awareness work for 
the THANC Foundation and a piece promoting Alcon’s FreedomFrom Cataracts.com

Agencies

As ROI is becoming increasingly critical for all clients, HCB established a new company early this year called “Luminate Analytics” with Austin-based healthcare analytics specialist Kelly Myers at the helm. “We’re shifting the entire agency overall to focus more on ROI,” Beesley says. “The days of the big, broad ad campaign that goes into hyperspace are over. Lumi-nate provides tools to help clients access data, look for trends and make their dollars work effectively.”Hilton and Beesley expect another good year. Eight new clients have joined the roster, and the partners hint at products Luminate will launch, describing them as “unique digital products that � ow out of the analytics” and as “software clients can use to identify and reach speci� c audiences.” —Tanya Lewis 

M ost holding company higher-ups are cautious about making sure each of their properties are given full shrift—this one excels in digi-tal, that one in science, etc. That said, it’s possible to infer a touch of favorite-child status from the decision by Amar Urhekar, newly anointed McCann Health president of the Americas, to sit in on MM&M’s state-of-the-agency-union chat with McCann Torre Lazur.This isn’t to say his presence was motivated by an ulterior motive, nor that he has a higher estimation of McCann TL’s performance or output than he does of McCann Health’s other properties. Indeed, he goes out of his way to individually praise each entity and talk about the ongoing (and, by all accounts, successful) process of bolstering the unified McCann Health brand. It’s just that there’s some side benefit to discussing that process in concert with the agency that’s coming off a year for the ages.
“It was the best year we’ve ever had,” crows Bill McEllen, president of McCann TL and McCann Torre Lazur Group. According to McEllen, McCann TL grew its revenue by more than 30% over 2012. It did so by furthering its rep as “the launch agency”: Of all the brands getting FDA approval in 2013, McCann TL has secured AOR status for 20%. “We’re working on at least 

seven brands that will come to fruition,” McEllen adds.2013 pickups include Teva’s MS drug Copaxone and its antipsychotic Adasuve, new oncology and respira-tory work from GlaxoSmithKline and a new HIV treatment from Gilead. The firm also pushed deeper into an area that hasn’t traditionally been an McCann TL stronghold: orphan brands, via the addition of Novartis’s bimagrumab (for the treatment of muscle-wasting condition sIBM) and Actelion’s pulmonary arterial hypertension drug Opsumit.McEllen attributes some of the good fortune to a structural tweak. On both the account and creative sides, McCann TL added an additional leader. “We went from two directors to three,” he says. “The idea was to make sure senior management stays very close to clients.” The three managing directors are Beth Beck, Hilary Gentile and Mark Willmann; the three creative directors, reporting to executive creative direc-tor Marcia Goddard, are Deb Feath, Katharine Imbro and Modesto Rodriguez.The structural shift also had the effect of empower-ing longtime McCann TL execs clamoring for more responsibility. “It’s not like we didn’t have a great farm system. Everyone was [promoted] from within,” McEllen continues. “You give people the opportunity to grow their careers, and the agency grows as a natural output of that.” Overall, head count has surged to 200, up 35 or so from last year at this time.McEllen also points to the opportunities all McCann Health agencies enjoy as the mothership brand contin-ues to flex its size-and-reach muscles. “Of the brands we’re launching right now, a good percentage are bring-
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AT THE HELM
Bill McEllen, president

PERFORMANCE
Revenue grew by 30% ocwe 2012

HIGHLIGHTS
Of all brands getting 
FDA approval in 2013, McCann TL secured 
AOR status for 20%

Picked up work from 
Teva, GlaxoSmithKline and Gilead

Also made inroads 
into the orphan-
brands market, with 
work from Novartis 
and Actelion

CHALLENGES
Learning from the 
expertise and experi-
ence of other McCann agencies

For contact details, service offerings and client roster, see Agency A-to-Z, beginning on page 183

“We’ve got 
buckets of 

 excellence  
in each  

of the 
 agencies”

—Amar Urhekar

McCann Torre Lazur
Launches and orphan brands lead agency to its “best year ever”

An ovarian-cancer awareness piece (left) and work for head-lice remedy Ulesfia (above)

Agencies

ing in another firm—like McCann Managed Markets as a solution from the [payer] perspective,” he says. Urhekar, needless to say, isn’t exactly upset to hear this.“Right now, we’ve got buckets of excellence in each of the agencies, and each has its own core DNA and expertise. We want to make sure we don’t lose that —with McCann TL, they’ve always been ‘the launch agency’ and we’re not going to deviate from that,” he says. “So how do other parts of McCann Health learn from this? And what can McCann TL learn from the others about other things, like high science? That’s the next challenge.” —Larry Dobrow
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the utility of such devices, nobody seems too surprised. To hear Dr. 
Nancy Gaba, chair of the Department of Obstetrics and Gynecol-
ogy at the George Washington University School of Medicine and 
Health Sciences, tell it, today’s IUDs are “more reliable and more 
woman-friendly.”

This is a substantial change from even the recent past. “A few years 
ago, the American Congress of Obstetricians and Gynecologists 
endorsed long-acting reversible contraception (LARC) approaches 
including IUDs, due to dramatically better efficacy versus the pill, the 
patch or condoms. They also endorsed it for women who were not 
previously thought to be candidates,” Gaba adds. “We would have 
never prescribed an IUD for a teenager. Now I do that all the time.”

That same sentiment is echoed by Dr. Michael Zuckerman, prin-
cipal and director of medical affairs for inThought Research. A 
practicing OB/GYN, he considers the reappearance of the IUD 
one of the most significant recent trends in women’s health. “The 
feeling towards IUDs has changed recently. We understand why 
women were getting these infections [with the Dalkon Shield], we 
solved the issue and now we can use IUDs for everyone,” he says.

Besides their enhanced safety, Zuckerman says, IUDs offer guar-
anteed medication adherence—a clear advantage over taking a daily 
pill for some patient populations, like younger women. “A teenager is 
the least likely person to take a pill regularly, so she is a great candi-
date for a LARC method. She can’t afford to be pregnant,” he notes.

And for companies in the oral contraceptive space facing huge 
competition from generics, IUDs have become something of an 
antidote. “For the few branded oral contraceptives, the struggle they 
face is an enormously genericized marketplace where it’s hard to 
find magic,” Mannion explains. 

F or those who want to get a hold on current trends in the treat-ment of women’s health conditions, one place to look for guidance is, well, the past.Take the birth control category as an example. Owing to improved 
safety and the endorsement of medical experts, the popularity of 
intrauterine devices (IUDs) has seen a dramatic spike over the last 
half-decade or so. While IUDs have historically been considered an 
effective mode of contraception, they had all but disappeared from 
the market in the wake of the Dalkon Shield tragedy of the 1970s 
and 1980s (see “Clinical Corner,” pg. 48).“What interests me is the rise of the IUD—and talk about trends 
shifting. If we were in a different decade, the term ‘IUD’ would 
strike fear into patients’ hearts,” says Martin Mannion, executive 
vice president and director of strategy and branding at ICC Lowe.

IUD brands such as Bayer’s Mirena and Skyla, and Teva’s ParaGard  
have jumped in popularity among both physicians and patients. Given 

To see what’s new in the women’s health market, it might be necessary to take a look back. 

The return of the IUD is just one comeback shaping the future of a field that has never been  
a stranger to controversy. Noah Pines reports on the latest developments in this space
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Sources: Sales/TRx, IMS Health; DTC media spend, Nielsen; journal spend, Kantar Media        

Note: List includes contraceptives and products FDA indicates as approved for treating fertility, menopause and osteoporosis.  

FOCUS
THERAPEUTIC
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Women’s 
Health

TOP 25 WOMEN’S HEALTH PRODUCTS, 2013
Category leaders, ranked by 2013 US sales and their media spend  

 
    US DTC   US journal 

  
 

US sales $ Vs. prior TRx Vs. prior media $  Vs. prior media $   Vs. prior

Rank Product 
Manufacturer (millions) 12 months (000s) 12 months (000s) 12 months (000s) 12 months

1 Evista 
Eli Lilly $830.3 8.0% 2,941.0 -12.0% $0.0 N/A $1,291.0 -14.6%

2 Xgeva 
Amgen $788.5 19.0% 7.0 21.0% $0.0 N/A $1,441.0 -32.9% 

3 Mirena 
Bayer 

$609.1 -7.0% 14.0 -49.0% $7,052.1 -48.5% $425.0 43.2%

4 NuvaRing Merck 
$579.5 12.0% 5,018.0 1.0% $20,253.0 -18.9% $0.0 -100.0% 

5 Forteo 
Eli Lilly $547.8 12.0% 414.0 4.0% $0.0 N/A $2,699.0 11.8%

6 Prolia 
Amgen $480.6 58.0% 177.0 66.0% $61,094.6 1.8% $0.0 -100.0% 

7 Ortho-Tri-Cy Lo 28 Janssen $476.0 10.0% 3,198.0 -7.0% $0.0 N/A $0.0 N/A

8 Actonel Actavis $329.8 -21.0% 1,623.0 -34.0% $0.0 N/A $0.0 N/A 

9 Loestrin 24 FE Actavis $299.3 -45.0% 3,058.0 -48.0% $0.0 N/A $0.0 N/A

10 Lo Loestrin FE Actavis $276.4 70.0% 2,915.0 49.0% $0.0 N/A $0.0 N/A 

11 Follistim AQ Merck 
$257.0 5.0% 122.0 8.0% $0.0 N/A $0.0 N/A

12 Zoledronic acid Generic $235.9 N/A 10.0 N/A $0.0 N/A $0.0 N/A 

13 Progesterone Generic $161.3 23.0% 2,596.0 55.0% $0.0 N/A $35.0 -38.1%

14 Medroxyprogesteron Generic $154.9 6.0% 4,564.0 6.0% $0.0 N/A $0.0 N/A 

15 Ortho Evra 3 Janssen $154.8 12.0% 1,203.0 -1.0% $0.0 N/A $0.0 N/A

16 Zometa Novartis $146.0 -76.0% 3.0 -62.0% $0.0 N/A $304.0 -72.2% 

17 Menopur Ferring $140.9 14.0% 89.0 19.0% $0.0 N/A $110.0 -6.0%

18 Ibandronate sodium Generic $135.9 -28.0% 1,881.0 26.0% $0.0 N/A $0.0 N/A 

19 Reclast 
Novartis $133.4 -63.0% 7.0 -49.0% $0.0 -100.0% $0.0 N/A

20 Gianvi 
Teva 

$121.4 -17.0% 2,531.0 -7.0% $0.0 N/A $0.0 N/A 

21 Minastrin 24 FE Actavis $113.5 N/A 1,027.0 N/A $0.0 N/A $0.0 N/A

22 Beyaz-28 Bayer 
$112.8 -12.0% 1,097.0 -25.0% $0.0 N/A $0.0 N/A 

23 Loryna 
Sandoz $104.8 -12.0% 945.0 -20.0% $0.0 N/A $0.0 N/A

24 Next Choice 1 Dose Actavis 
$99.0 173.0% 218.0 211.0% $0.0 N/A $0.0 N/A 

25 Norgest-eth.estradiol Generic $98.8 44.0% 2,514.0 45.0% $0.0 N/A $0.0 N/A

Bayer is a prime example. In recent years, IUDs have become a big 
part of the company’s women’s health commercial strategy, especially 
as it stares down the loss of patent protection on oral contraceptive 
brands Yaz and Yasmin. In 2013, the company acquired a permanent 
birth-control product (Essure, originally marketed by Conceptus) 
that is inserted into the fallopian tubes to stop conception. It’s seen 
as an alternative to tubal ligation, another sterilization method. 
Bayer also has a transparent birth-control patch awaiting approval 
in Europe and another IUD in late-stage development.A second area of major growth within women’s health is the 
treatment of vasomotor symptoms (VMS) in menopausal women, 
where doctors are seeing an expanded array of both hormonal and 
non-hormonal options. While they still regard estrogen replacement 
therapy (ERT) as the gold standard, widespread patient concerns 
over its safety are driving the increased popularity of non-hormonal 
options such as Brisdelle, now jointly marketed in the US by Shionogi 
and Noven Therapeutics. Brisdelle was given the thumbs-up by the 
FDA in June 2013 and launched last November.“I still think most OB/GYNs would say that the best treatment 
for vasomotor symptoms is hormone replacement therapy, but many 
women refuse to do that or they have contraindications. We’ve been 
prescribing SSRIs and SNRIs [in VMS] for a long time, so that is 
not new,” Gaba explains. “Patients would push back when you’d tell 
them that Paxil is a medication for depression. But now you can tell 
them that Brisdelle is actually indicated for hot flashes, and that is 
much more favorably received.”

Zuckerman, on the other hand, points to a recent article in the 
July issue of the Journal of the American Medical Association, which 
compared a commonly used ERT, low-dose Estradiol, to venlafaxine, 
an SNRI, in patients with vasomotor symptoms. The study referred 
to in the article, headed by Dr. Hadine Joffe from Boston’s Brigham 
and Women’s Hospital, buttresses the case for non-hormonal treat-
ments (such as SSRIs/SNRIs), since the difference between them is 
seen as small and of uncertain clinical relevance.“You marry that information with the recent approval of Brisdelle, 
and it seems there is more and more data moving towards non-hor-
monal methods of treating vasomotor symptoms,” Zuckerman says.

Hormone and non-hormone therapy brands alike are also ben-
efitting from a shift in focus. Dyspareunia, or painful intercourse, 
has been the primary indication for Shionogi’s Osphena, an oral 
drug approved in February 2013 that acts like estrogen on vaginal 
tissues and restores vaginal flora and vasculature. The drug has been 
promoted through an extensive consumer-focused campaign aimed 
at destigmatizing the condition. The campaign, findingthewords.
com, counts Academy Award-nominated actor Virginia Madsen as 
its spokesperson.

Pfizer is another of the major players that sees huge potential in 
the women’s health space. It generated $1.1 billion in 2013 from sales 
of Premarin, with the vaginal cream formulation helping buoy the 
company’s women’s-health franchise in the face of HRT hysteria and 
competition from other prescription options. Premarin still remains 
among the company’s top ten best-selling brands.


