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H avas Lynx resulted from last fall’s merger of two digital shops—New York-based Euro RSCG Life 4D and a new acquisition, Man-chester, UK-based Creative Lynx, a 25-year-old firm known for its work on Janssen’s pioneering Psoria-sis360 social media campaign. The network has around 250 employees, with half of those in New York and the other half split between the London and Manchester offices. The network’s bailiwick, says Havas Chief Digi-tal Officer Larry Mickelberg, who serves as president of the network and heads the New York office, is “to identify new technology and actually create markets, create spaces in which to operate.”Havas Lynx’s role in Havas has been as technological “lighthouse,” says Mickelberg. It’s their job to push the envelope, to peer into the future. So what’s new?“For almost every client, we’re designing a mobile-first strategy,” says Mickelberg. “The desktop is not necessarily an afterthought, but for our clients, mobile is really where it’s at.”
That shift is happening in tandem with the arrival of a post-pill business. “Many of our clients have in clinical trials sensors and devices as companions to 

pharmaceutical products, and so they’re looking at both the molecule and the molecule-plus-diagnostic to see what the delta is in terms of outcomes, and what they’re finding is really exciting.”And with that, the nature of the marketing business is changing as well. “In the old days, we were doing advertising. We pushed a message. Now we provide value-added services and support, we do what we call service-driven design, which is taking a robust understanding of the customer, whether consumer or HCP, marrying that with our expert knowledge of the channels to create really differentiated experiences that people can have with these products.”They’re also investing in their own tech platforms that they license out to clients. They launched Virtual Environment, a 3D-rendered environment used for training, back in 2008, and more recently released a proprietary e-detailing platform called Profile. A companion remote-detailing product, code-named Correspondence, is in development. 
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AT THE HELM
Larry Mickelberg, 
president 

PERFORMANCE
A fourth straight year 
of growth, and 2013 is 
projected to be “even 
better”

HIGHLIGHTS
Merger gives Havas 
 digital “lighthouse” 
of presence in both 
 European market and 
the Americas

Tech platforms devel-
oped in-house now 
account for a quarter of agency business

CHALLENGES
Lost work for two devel-
opmental products that didn’t meet endpoints

For contact details, ser-vice offerings and client roster, see Agency A-to-Z, beginning on page 187

“We sense an 
 opportunity 
to create a 

new kind of 
 consumer 

health 
 agency”

—Larry Mickelberg

Havas 
Lynx

For growing Havas digital shop,  “mobile is really where it’s at”

Havas Lynx work for the BPH medication Rapaflo (above left) and Sanofi Diabetes (above)
2013 is looking “even better from a growth perspective.”Going forward, Mickelberg expects the network to do a lot more consumer work. “We sense an opportu-nity to create a new kind of consumer health agency,” he says. “Today, we work in biopharma, in devices and diagnostics. Over time, we’ll expand into ancillary businesses like healthy living, gyms and spas, retail health and consumer products.” —Matthew Arnold

Agencies

Mickelberg says such platforms are about a quar-ter of the shop’s business. “It’s a place where we’re really investing and one where I think all agencies have to play. We like to play in the content business as agencies, but it’s nice when you can actually manage both the content and the channel.”The shop had its fourth straight year of growth, despite the loss last summer of two developmental products that failed to meet their endpoints. So far, 

R osetta, back when it was founded in 1998,  was—to put it simply—a consultancy. It would merge with agency Wishbone, and later get picked up in Publicis’ buying spree in 2011. But Roset-ta’s background remains one of its strongest attributes, says its healthcare vertical leader, Shannon Hartley. “Rosetta comes from a consulting heritage,” she says. “We have more than 100 people who are solely focused on strategies and insights at the beginning of the process. We have that as a foundation, and now we’ve grown into a full-service agency—but we’ve retained that ability to pull insights through the process and translate it into personalized marketing capabili-ties on an iPad.”
And she should know. Hartley was Rosetta’s second client when she worked at Bristol-Myers Squibb. Now as the New York-based shop has grown out of its roots, it has expanded into new types of clients and become a partner for University Hospitals.But the agency hasn’t turned its back on pharma. In 2012, Rosetta expanded work with Takeda’s Uloric business for gout, Purdue’s Oxycontin pain franchise, Forest (Rosetta is the digital AOR) and picked up work for Auxilium on an undisclosed brand.

Those wins have translated into 10% growth for the agency in 2012. With double-digit growth in its rear view, Hartley now wants to focus on � nding clients that match Rosetta’s expertise: “Our focus from 2012 into 2013 was looking for clients that really needed personalized marketing to be core to their business,” she says. “We’ve re� ned the types of clients that are the best for us, and that’s helped to strengthen the organization.”
Those clients include Sano� ’s specialty arm, Gen-zyme, for which the agency did launch work on FH (familial hypercholesterolemia) drug Kynamro. Spe-cialty pharma plays to the agency’s strengths, says Hartley. “Personalized marketing isn’t just about understanding a segment of patients; it can be even more granular and become a kind of one-on-one with patients and physicians.”With a refreshed understanding of the agency’s ideal client, Hartley says the next step is taking a similar approach for recruitment. “Finding talent is a critical issue,” she asserts, “We’re talking about taking what we do around personalized marketing and bringing it to solve the talent challenge. We all have to become talent ambassadors and that’s why we’re kicking off this effort.”In the coming years, Hartley sees more work coming Rosetta’s way as personalized marketing becomes the lay of the land. “We [the industry] are really going to have to shift toward personal care and understand-ing and enabling consumers to be more responsible for their own care and to have better interactions with brands. This industry faces a lot of challenges, but I think there is a lot of opportunity. We all share the same goal of better health outcomes and I think that’s what we need to focus on.” —Kevin McCaffrey

AT THE HELM
Shannon Hartley, 
healthcare vertical 
leader 

PERFORMANCE
Agency posted 10% 
growth in 2012

HIGHLIGHTS
Did launch work on 
Genzyme’s Kynamro

Expanded work with 
Takeda, Purdue and 
Forest, and picked up 
work from Auxilium

Moved more into the 
specialty pharma space

CHALLENGES
Using the agency’s 
marketing expertise 
to help fi nd the right 
talent

For contact details, ser-vice offerings and client roster, see Agency A-to-Z, beginning on page 187

 “We all 
share the 

same goal 
of  better 

health 
 outcomes”
—Shannon Hartley

Rosetta
Embracing a full-service model and keeping a focus on pharma

Rosetta work for dry-eye remedy Optive (above left) and Allergan Medical Aesthetics (above)
164  MM&M ❘ JULY 2013 ❘ mmm-online.com

Agencies

Hartley. “Personalized marketing isn’t just about understanding a segment of patients; it can be even more granular and become a kind of one-on-one with patients and physicians.”

client, Hartley says the next step is taking a similar approach for recruitment. “Finding talent is a critical issue,” she asserts, “We’re talking about taking what we do around personalized marketing and bringing it to solve the talent challenge. We all have to become talent ambassadors and that’s why we’re kicking off this effort.”
Rosetta’s way as personalized marketing becomes the lay of the land. “We [the industry] are really going to have to shift toward personal care and understand-ing and enabling consumers to be more responsible for their own care and to have better interactions with brands. This industry faces a lot of challenges, but I think there is a lot of opportunity. We all share 

Embracing a full-service model and keeping a focus on pharma

2014 Editorial Calendar
Jul Aug Sep Oct Nov Dec

For more information contact: Doreen Gates – doreen.gates@haymarketmedia.com 267-477-1151 or 
Tamika Hart – tamika.hart@haymarketmedia.com 646-638-6152

Space: 6/6 & Materials: 6/12Space & Materials Due: Space: 7/8 & Materials: 7/14 Space: 8/6 & Materials: 8/12 Space: 9/5 & Materials: 9/11 Space: 10/8 & Materials: 10/14 Space: 11/4 & Materials: 11/10

OCTOBER 2013 

www.mmm-online.com

W
H

EEL OF FORTUN
E

2013
CAREER  
& SALARY  SURVEY

(Oncology, Metabolic, Cardiovascular, Infectious 
Diseases, Rheumatology, Other)

Ad Recall/
Reader 

Feedback 
Survey

Orphan Drug 
Marketing
Data and expert insight for physician, patientand payer outreach

BookAn MM&M Digital Publication

treat hot flashes for years. Brisdelle’s launch is slated for November. 
Generic paroxetine may not be the only headwind it faces. FDA approved the drug even though it lacked an endorsement 
by the agency’s independent advisory committee, which did not see 
sufficient advantage over placebo in reducing severity and number of 
hot flashes—a reduction of fewer than two per day was seen in testing.

An agency official cited the unmet need as the deciding factor or, 
as he put it, a “significant number of women who suffer from hot 
flashes associated with menopause and who cannot or do not want 
to use hormonal treatments.” The approval also sends a signal to 
industry, says inThought analyst Dr. Michael Zuckerman, who says, 
“It opens the door to new products.”Over the next five to six years, new agents like Brisdelle, and other 
products, including vaginal atrophy drugs like Shionogi’s recently 
approved Osphena (ospemifene), are expected to drive growth in 
the women’s health field, whose total sales rose 3% last year to $12.7 
billion, according to figures from IMS Health. Analysts anticipate the products will boost patient adherence 
through improved safety and efficacy profiles. Due to those hormone 
replacement therapy (HRT) safety concerns, companies will need to 
help primary care physicians and patients get reacquainted through 
disease-awareness campaigns to improve diagnosis and treatment-
seeking behaviors. The renewed push comes a decade after results 
of the NIH’s Women’s Health Initiative (WHI) demonstrated that 
women taking HRT may be at increased risk of some invasive breast 
cancers and stroke.

“When I was a resident, the thinking was to give HRT to almost 
every woman as it was good not only for the symptoms of menopause 
but also for maintaining brain and heart health and decreasing the 

P harmaceutical companies in the women’s health space are redoubling efforts to expand beyond reproductive health into areas where existing therapies have been hampered by 
safety concerns—and where big patient need is being driven second-
ary to aging. The unmet need is not just for better, safer products. 
Manufacturers also must re-energize physicians and patients who 
have become disillusioned and, in many cases, have de-prioritized 
(and under-treated) these conditions.Noven Therapeutics’ Brisdelle is vying to fill the void. Approved in 
July, it’s the first non-hormonal drug to address moderate-to-severe 
hot flashes and night sweats associated with menopause.“About half of post-menopausal women experience vasomotor 
symptoms, including hot flashes,”and of these, “nearly a third sees 
them as moderate-to-severe,” says Dr. Marco DiBonaventura, VP 
of health outcomes, Kantar Health.Brisdelle is essentially a lower-dose version of GlaxoSmithKline’s 
Paxil (paroxetine), an anti-depressant that’s been used off-label to 

Companies in this space are expanding beyond reproductive health into areas like menopause and 
osteoporosis, where safety concerns hamper existing drugs and patient need is being driven secondary 
to aging. To succeed, they’ll need to re-energize their physician and patient base. Noah Pines reports
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TOP 50 WOMEN’S HEALTH PRODUCTS, 2012Category leaders, ranked by 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 mos. (000s) 12 mos. (000s) 12 mos. (000s)  12 mos.

1 Evista 
Eli Lilly $779.4 1.0% 3,336.0 -11.0% $81.3 -99.0% $1,512.0 -32.8%

2 Xgeva Amgen $663.4 85.0% 5.0 100.0% $10.2 63.0% $2,346.0 -2.4%

3 Mirena Bayer $654.8 43.0% 28.0 -23.0% $13,800.7 -43.0% $297.0 -44.2%

4 Zometa Novartis $612.1 -9.0% 7.0 -17.0% $9.0 -65.0% $1,093.0 -28.8%

5 Loestrin 24 FE Warner Chilcott $540.7 -6.0% 6,220.0 -16.0% $0.0 N/A $0.0 -100.0%

6 NuvaRing Merck $517.0 5.0% 5,189.0 -3.0% $25,764.8 1.0% $34.0 -38.6%

7 Forteo Eli Lilly $507.1 1.0% 405.0 -4.0% $0.0 N/A $2,413.0 -24.0%

8 Premarin Pfizer $500.1 -1.0% 5,224.0 -15.0% $24,860.4 -25.0% $450.0 N/A

9 Actonel Warner Chilcott $436.4 -28.0% 2,503.0 -36.0% $0.0 N/A $0.0 N/A

10 Ortho-Tri-Cy Lo 28 Janssen $432.9 -1.0% 3,594.0 -16.0% $0.0 -100.0% $0.0 N/A

11 Reclast Novartis $362.4 -10.0% 13.0 -7.0% $17,056.3 -56.0% $0.0 -100.0%

12 Prolia 
Amgen $304.3 >100.0% 109.0 >100.0% $60,212.4 >100.0% $2.0 -99.8%

13 Vivelle-Dot Novartis $294.1 15.0% 3,502.0 5.0% $0.0 N/A $0.0 N/A

14 Premarin Vaginal Pfizer $265.9 21.0% 1,624.0 0.0% $0.0 N/A $245.0 -65.9%

15 Follistim AQ Merck $245.3 8.0% 113.0 -6.0% $0.0 N/A $0.0 N/A

16 Vagifem Novo Nordisk $207.5 17.0% 1,963.0 -2.0% $0.0 -100.0% $103.0 -73.0%

17 Estrace Warner Chilcott $205.4 17.0% 1,609.0 13.0% $0.0 N/A $0.0 N/A

18 Ibandronate sodium Generic $189.1 N/A 1,496.0 N/A $0.0 N/A $0.0 N/A

19 Boniva Genentech $173.0 -72.0% 847.0 -75.0% $10,404.3 -81.0% $0.0 N/A

20 Lo Loestrin FE Warner Chilcott $163.1 >100.0% 2,068.0 >100.0% $0.0 -100.0% $0.0 N/A

21 Prempro Low Dose Pfizer $160.3 4.0% 1,417.0 -10.0% $0.0 N/A $0.0 -100.0%

22 Gianvi 
Teva 

$146.8 -49.0% 2,708.0 -40.0% $0.0 N/A $0.0 N/A

23 Medroxyprogesteron Generic $146.1 22.0% 4,218.0 3.0% $0.0 N/A $0.0 N/A

24 Ortho Evra 3 Janssen $138.5 3.0% 1,238.0 -10.0% $0.0 N/A $0.0 N/A

25 Progesterone Generic $131.4 N/A 1,684.0 >100.0% $0.0 N/A $56.0 N/A

26 Beyaz-28 Bayer $128.9 32.0% 1,544.0 25.0% $0.0 -100.0% $0.0 -100.0%

27 Loryna Sandoz $119.2 69.0% 1,288.0 115.0% $0.0 N/A $0.0 N/A

28 Ocella Teva 
$110.1 -28.0% 1,856.0 -25.0% $0.0 N/A $0.0 N/A

29 Tri-Sprintec-28 Teva 
$101.5 -18.0% 4,308.0 -9.0% $0.0 N/A $0.0 N/A

30 Gonal-F RFF EMD Serono $97.8 17.0% 29.0 14.0% $0.0 N/A $0.0 N/A

31 Camrese Teva 
$93.2 >100.0% 478.0 >100.0% $0.0 N/A $0.0 N/A

32 Prempro Pfizer 
$83.9 4.0% 811.0 -11.0% $0.0 N/A $0.0 N/A

33 Plan B One-Step Teva 
$82.8 -11.0% 108.0 -26.0% $15,199.2 20.0% $0.0 N/A

34 Yaz-28 Bayer 
$76.0 -49.0% 794.0 -56.0% $0.0 N/A $0.0 -100.0%

35 Atelvia Warner Chilcott $74.6 99.0% 522.0 81.0% $0.0 -100.0% $0.0 -100.0%

36 Norgest/Eth Estr Generic $68.4 >100.0% 1,892.0 >100.0% $0.0 N/A $0.0 N/A

37 Zarah 
Actavis $62.9 -32.0% 1,086.0 -36.0% $0.0 N/A $0.0 N/A

38 Estradiol/Noreth A Generic $61.2 83.0% 818.0 47.0% $0.0 N/A $0.0 N/A

39 Prometrium AbbVie $61.0 -70.0% 711.0 -69.0% $0.0 -100.0% $0.0 -100.0%

40 Sprintec 28 Teva 
$57.0 29.0% 3,692.0 31.0% $0.0 N/A $0.0 N/A

41 Estring Pfizer 
$56.9 2.0% 312.0 2.0% $13,985.8 100.0% $0.0 N/A

42 Next Choice Actavis $56.4 -31.0% 153.0 -34.0% $0.0 N/A $0.0 N/A

43 Estradiol Transdml Generic $55.7 22.0% 924.0 7.0% $0.0 N/A $0.0 N/A

44 Menopur Ferring $55.6 11.0% 75.0 12.0% $0.0 N/A $117.0 >100.0%

45 Premarin Low Dose Pfizer 
$54.8 -2.0% 531.0 -15.0% $0.0 N/A $450.0 N/A

46 Syeda Sandoz $53.9 >100.0% 550.0 >100.0% $0.0 N/A $0.0 N/A

47 Trinessa-28 Actavis $53.0 -18.0% 4,431.0 -8.0% $0.0 N/A $0.0 N/A

48 Alendronate sodium Generic $47.7 -21.0% 13,346.0 -15.0% $0.0 N/A $0.0 N/A

49 Lutera-28 Actavis $47.3 -6.0% 2,132.0 -10.0% $0.0 N/A $0.0 N/A

50 Amethia Actavis $46.7 92.0% 259.0 >100.0% $0.0 N/A $0.0 N/A

Sources: Sales/TRx, IMS Health; DTC media spend, Nielsen; journals, Kantar Media.        

Note: List includes contraceptives and products FDA indicates as approved for treating fertility, menopause and osteoporosis.        
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Women’s HealthThe client experience is one that surrounds them with the agency’s offerings: the seven creative groups have between 15 and 25 people each, and Taylor says they are built so “each one of these groups is a fully functional creative agency”—meaning they don’t have to pull talent from another team to create for a specific platform or craft multi-screen approaches. Taylor said every team can produce digital, print and broadcast communications.
Multiplatform literacy is not only a given capability for the agency, it’s essential for the client, particularly since over half of the work now flowing towards AT’s offices is digital. SVP Creative Director Stephen Neale says the company’s then ahead-of-its-time EVE plat-form has become a given part of the business, and that 

AT is moving past this key tech to what Neale calls a “platform-agnostic agency” that has the talent and creativity to run on any platform, anywhere. A sign of the shift is that the company totted up 167 digital projects last year, which Taylor says amounts to creat-ing more than three a week. Balancing these information streams and demands means that the work produced by these teams is expan-sive, and comes from the minds of “a collection of individuals who know how to tell those stories and write that content in a digital space… know how to go about concepting in terms of a 15-second [spot], in terms of a continuing series [in a] YouTube-type fashion.”Transformation is also taking place within its port-folio and client requests. Taylor says creative team revenue from its digital projects grew 56% in 2012, and broadcast revenue grew 27%. Taylor said that that more than half of the creative team’s revenue now comes from these fields, and these provide 34% of the firm’s overall revenue. And, although they are not more digital than print from a creative standpoint, 30 people on AT’s team are strictly digital. Neale says the whole digital/print 

college grads who test out the agency world and leave to pursue a different career or an advanced degree.As in years past, the independent shop continues to score most of its work on reputation: Taylor says that two-thirds of the new accounts came in without RFPs and 2012’s wins brought the company’s OTC brands to 16. The new work includes Allergan’s Aczone for acne, the DTC business for Orexigen’s experimental weight-loss drug Contrave (it already had the DTP business) and Astellas’ fungal infection treatment isavuconazole. A chunk of the work is digital and broadcast, and for Taylor there’s no mystery about how clients find them and why they land new work. “The most com-mon scenario is someone who worked at a client of ours moves to another company and they know what we do and how we do it.”What they do is healthcare—not “sneakers or beer, or cars,” as the company’s site says—but this doesn’t mean they haven’t been approached by other indus-tries. “We were once asked to pitch the Willy Wonka factory,” Taylor jokes, but says that they have received some out-of-scope offers from the banking and insur-ance industries. Taylor says AT turns down the que-ries, if they’re off target, but notes the agency, which already has nutrition work, is interested in expanding its definition of healthcare as long as the account offers “the right value proposition for health and wellness products.” 
The company already has what Taylor calls “five significant over-the-counter brands in the nutritional area,” some of which they have been working on for five years, and that their success makes it “seem clear to us that we should expand beyond the diagnostic” and traditional pharmaceutical accounts they’ve become known for. 

To this end, AbelsonTaylor brought on Beverly Wright last year. The Leo Burnett alum’s credentials include managing the North American McDonald’s business, as well as having worked as the lead for Proc-tor & Gamble’s Tampax business.Additional changes include making three more peo-ple firm partners (bringing the total number of owners to 13) and the departure of VP, director of client services Nancy Drescher, who left Chicago for Seattle. Decade-long AT-er Jeff Berg stepped into Drescher’s role. 

PERFORMANCE
Dale Taylor, president 
and CEO

PERFORMANCE
Overall revenue dipped 
4%, but revenue from 
digital projects jumped 
56% and broadcast 
revenue was up 27%

HIGHLIGHTS
New business includes 
work for Allergan’s 
Aczone and Orexigen’s 
Contrave. The agency  
raised its number of 
OTC brands to 16

Recent creative 
 successes included the 
campaign for Inter-
mezzo and the website 
for Dexilant

Instituted a Digital Boot Camp to bring all AT 
staff up to speed as 
regards the latest tech-
nology in the field

Digital and broadcast 
areas expanded to a 
point where they now 
account for 34% of AT’s overall revenue

Continuing to score 
most new accounts 
 because of  the 
agency’s reputation

CHALLENGES
Staff down by 30 
employees, going from 
481 to 451

Dealing with the loss of 
blockbuster brands by 
agency clients

For contact details, ser-vice offerings and client roster, see Agency A-to-Z, beginning on page 187

“Our 
 reputation  

is based 
on sound 
strategy 

and break-
through 

 creative”
—Dale Taylor

Abelson  
Taylor

A solid foundation softens the blow  of the patent cliff’s repercussions

Opposite page: AbelsonTaylor’s 2011 MM&M Gold Award-winning ad for Dexilant (top) and work for 

 Niaspan (bottom). This page: AT’s campaign for Intermezzo featured an appealing light bulb character
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A t Chicago’s AbelsonTaylor, things are feeling a little different these days. Landing 15 new accounts in the past year and expanding its opreations to additional floors has the company of 451 employees still feeling robust—but also just a bit deflated. “Like our clients, we faced the patent cliff and we lost a good deal of business to patent expira-tions,” president and CEO Dale Taylor tells MM&M. Taylor says the shrinkage is just part of what’s been rolling throughout the industry. “When [clients] lose blockbuster brands, we lose blockbuster brands,” Taylor says, noting that 2012 was “the first year in 29 years that we didn’t grow and said the company would have seen revenues jump 10% instead of dip 4% if the advertising budgets hadn’t followed the drugs off the patent cliff. “We don’t lose many accounts, or very few,” Tay-lor says of the agency whose clients include AbbVie, Astellas, Purdue Pharma and Teva.The company has lost staff—it’s down from 481 in 2012, but Taylor says the losses were mostly through the natural attrition that comes with hiring recent 
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agency is a thing of the past. “It’s the world we live in,” he says, and the requirements for ATers is that they be conversant in the touchpoints clients need. To this end, the company kicked off a Digital Boot Camp in 2011. At the time, it was an overall educa-tional program to fill in knowledge holes. The camp is now used more for new account managers, but the agency—which has long-term employees, including seven account managers who started with the agency out of college and have stuck around for 12 to 15 years—is serious about keeping everyone at the top of their game. 
Training includes things like software training to help designers improve their Photoshop skills or get started with the HTML program Dreamweaver. For 

writers, this includes SEO training. “We’re starting to really look into how poorly it’s being done for all of the web work… we think there is an opportunity for copywriters to get better at it and really increase traffic to their sites by paying attention to it,” Neale says. He also notes that the pharmaceutical industry is still skittish about social media but that “I think we’re seeing some more social experiments” and that clients are still finding their way towards what they consider tolerable risk. 
Among the recent work AT is proud of: the campaign for the Intermezzo sleep drug that Taylor describes as “just a beautiful, beautiful animated, very unique piece of work,” that’s scored a few awards, as well as the site for Dexilant, Takeda’s GERD drug. “This is one of the nicest-to-navigate websites that we’ve designed in a long time,” Taylor says.Taylor says the quality of the agency’s work keeps him optimistic, and its track record of landing new business and hanging onto clients goes back to its core draw. “Our reputation is really based on sound strategy and breakthrough creative. I don’t think that’s changed or is going to change.” —Deborah Weinstein


