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YOU DON’T HAVE TO LEAVE BEHIND  
THE THINGS YOU LOVE  

BECAUSE of PSORIATIC ARTHRITIS

IMPORTANT SAFETY INFORMATION
You must not take Otezla if you are allergic to apremilast or to 
any of the ingredients in Otezla. 
Otezla is associated with an increase in adverse reactions of 
depression. In clinical studies, some patients reported depression, 
suicidal thoughts, and suicidal behavior while taking Otezla. Some 
patients stopped taking Otezla due to depression. Before starting 
Otezla, tell your doctor if you have had feelings of depression, 
suicidal thoughts, or suicidal behavior. Be sure to tell your doctor  
if any of these symptoms or other mood changes develop or worsen 
during treatment with Otezla. 
Some patients taking Otezla lost body weight.  Your doctor  
should monitor your weight regularly. If unexplained or significant 
weight loss occurs, your doctor will decide if you should continue 
taking Otezla.

Some medicines may make Otezla less effective, and should not 
be taken with Otezla. Tell your doctor about all the medicines you 
take, including prescription and nonprescription medicines.

Side effects were diarrhea, headache, and nausea.

These are not all the possible side effects with Otezla. Ask your 
doctor about other potential side effects. Tell your doctor about  
any side effect that bothers you or does not go away.

Tell your doctor if you are pregnant, planning to become 
pregnant, or planning to breastfeed. Otezla has not been studied 
in pregnant women or in women who are breastfeeding.

You are encouraged to report negative side effects of prescription 
drugs to the FDA. Visit www.fda.gov/medwatch, or call 1-800-332-1088.

Please see Full Prescribing Information in the brochure next to this wallboard and at otezla.com

Otezla® is a registered trademark of Celgene Corporation.  
© 2015 Celgene Corporation   01/15   USII-APR140244a

†Eligibility restrictions apply.

Otezla® (apremilast) is a prescription medicine approved for the treatment of adult patients with active psoriatic arthritis. 

 • Otezla is different—it’s not a biologic or an injection
  • It’s a daily pill you take once in the morning and once at night* 

• The Otezla Prescribing Information has no requirement for routine lab monitoring

otezla.com

When you see your doctor today, ask about Otezla.  
For information on a $0 co-pay offer,† see the accompanying brochure. 

AD SIZE: 12” X 16”

*For your first day, you only take one pill.

necessary to lead integrated DTC campaigns on 
behalf of its clients. The agency now employs 181 
people, including individuals with expertise ranging 
from digital and DTC to brand planning and 
cross-channel creative. That diversity has aided the 
� rm’s ability to focus on consumer health and well-
ness clients. At the same time, Connolly is quick to 
note that digital business remains a core focus.

“We are not one of those agencies that changes 
its strategies each six months, which I think a lot 
of agencies tend to do,” he says. “We really focus 
on being the best consumer health and wellness 
agency in the space. There are not a lot of people 
who are willing to commit to focusing their agency 
quite that singularly.”

Connolly says that focus is ultimately a driver 
of revenue growth and year-over-year increases in 
employee head count. While he declines to say how 
much revenue the company generated in 2014 or 
disclose any current or new clients, a listing on the 
Philly Ad Club website identi� es Biogen, Boehring-
er Ingelheim, Daiichi Sankyo, Eisai, Noven Ther-
apeutics and Shire as clients. The agency has also 
worked on some of the most well-known pharma-
ceutical brands in the current healthcare landscape, 
including Gilead Sciences’ Sovaldi, Amgen’s Enbrel 
and Allergan’s Botox, according to entries submit-

ted for industry award competitions. 
“Our integrated DTC accounts continue to 

be a larger and larger percentage of our business 
overall,” Connolly says. “And our targeted areas of 
growth continue to take a larger role in our overall 
agency portfolio, which is right on plan.”

In terms of challenges facing Evoke, Connolly 
sticks to the script, noting that � nding and retaining 
top talent is tough for a company that’s been in 
growth mode for close to a decade. “It’s the biggest 
challenge and it’s also the best opportunity.” 
—Jaimy Lee

Digital shop Evoke Health continued its expansion 
into the consumer health business during 2014, with 
about 70% of its revenue stemming from  integrated 
DTC accounts. That growth, CEO Reid Connolly 
says, prompted 40 new hires as well as the decision 
to open a Chicago of� ce in April 2014. That of� ce 
became the agency’s third full-service location and 
has already contributed to one unnamed AOR win.

“That alone makes the whole thing a success,” he 
quips. “It was a major win for us and for the of� ce.”

Of the 40 staffers to join Evoke over the past 
year, Connolly singles out Dave Mihalovic, who 
returned to the agency in March as EVP of experi-
ence and innovation, and Joanna Jacobs, who was 
named managing director of its New York of� ce. 
Other key additions include Michelle Hankin and 
Laura Jordan, both as VPs and client partners. 

Connolly describes them as crucial to the agen-
cy’s continued evolution. “As we expand into the 
DTC space in the broader channel experience 
and overall consumer space, we always want to be 
paying homage to the digital innovation that made 
us what we are today,” he explains. 

Birthed in 2006 as a digital-� rst shop, Evoke has 
increasingly focused on developing the expertise 

AT THE HELM
Reid Connolly, CEO

PERFORMANCE
Drove revenue just 
south of $45 million

HIGHLIGHTS
Opened a Chicago 
o�  ce

Rehired Dave Mihalovic, 
an Evoke alumnus, as 
EVP of experience and 
innovation

Brought in Joanna 
Jacobs as managing 
director of Evoke’s New 
York o�  ce

Hired Michelle Hankin 
and Laura Jordan as 
VPs and client partners

CHALLENGES
Finding and retaining 
top talent

For contact details, ser-
vice o� erings and client 
roster, see Agency A to Z, 
beginning on page 183

EVOKE
HEALTH
Digital singularity leads to expansion

‘‘
Above left: Evoke’s ad work for Celgene’s Otezla (psoriatic 
arthritis). Above: Alphaeon’s plea for volunteers for India

WE ARE NOT ONE 
OF THOSE AGENCIES 
THAT CHANGES ITS 
STRATEGIES EACH 
SIX MONTHS. WE 
REALLY FOCUS 
ON BEING THE BEST 
CONSUMER HEALTH 
AND WELLNESS 
AGENCY IN THE 
SPACE.” 
—REID CONNOLLY


