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AGENCIES

AT THE HELM

Left to right: Bruce
Medd, Brian Wheeler,
and Bruce Epstein,
co-managing partners

PERFORMANCE
Revenue jumped 17%
to $22.3 million

HIGHLIGHTS

Five new clients, includ-
ing Pfizer Oncology,
Allergan and Pacira

Med ed adds: Genen-
tech’'s Zelboraf and
Erivedge (oncology)
and Merck's letermovir
(antiviral) and Keytru-
da (oncology)

AOR for Ranbaxy’s top-
ical steroid portfolio

CHALLENGES
Continues to battle
larger agencies

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

WE HAVE MORE THAN
19 MDs, PHARMDs,
AND PHDs ON STAFF
AND THAT POSITIONS
US VERY WELL TO
SUPPORT CLIENTS’
MEDICAL AFFAIRS
DEPARTMENTS.”

—BRUCE EPSTEIN

REVHEALTH

An agency with degrees of certainty

SEDO™ TOPICAL GEL is the only 100% oiear, medical-

~ grade topical silicone gel available by prescription’

Help your patients heal their skin

v 1 FADE THE SCAR

With RECEDO

sRECEDO

. c ] C
Less scar, more confidence

P full Prescribing
at www.exeltisusa.com.

RevHealth had a great year. Revenue jumped 17%
to $22.3 million, driven by strong growth with exist-
ing clients such as Genentech, Merck and Ranbaxy,
as well as big wins from five new clients, including
Pfizer Oncology, Allergan and Pacira. All told, the
agency seized 15 new brands.

Managing partner Bruce Epstein says the agency-
consolidation trend is breaking down, noting busi-
ness from companies like Pfizer that wouldn’t have
worked with an independent agency two years ago.

“It’s much more unlikely now that as an inde-
pendent agency we would be locked out of pitching
and winning,” he explains. “Forcing brand manag-
ers to work with certain agencies wasn’t working.
Clients are looking at methods other than consol-
idation to ensure efficiency, such as hours per job.
They’ve also asked if we’ll match the contracts big
agencies use, and we’re willing to do that.”

More than half of the firm’s business is now digital
and, except for some specialized coding, everything
is done in house. The agency’s medical education
business has grown significantly, which surprised
Epstein a bit given limitations on peer-to-peer com-
munication. “Although clients are using peer-to-peer
promotion less, we're picking up so much business
from a market-share perspective because many
agencies that did that work have shut their doors.”

New med-ed wins included Genentech’s oncol-
ogy products Zelboraf and Erivedge and Merck’s
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letermovir (antiviral) and Keytruda (oncology).

The agency landed professional AOR wins across
a variety of products, including Ranbaxy’s topical
steroid portfolio. Professional AOR wins from new
clients included Exeltis’s dermatology portfolio,
Pacira’s Exparel (postsurgical pain management)
and Olympus’s endobronchial ultrasound.

New relationships also began with Allergan,
which awarded professional global positioning
work on Botox, and Pfizer Oncology, which award-
ed medical education project work.

The only account lost was Actavis’s intrauterine
device Liletta, which went away in the wake of the
company’s multiple acquisitions.

Staff was up 10, to 90, last year. Don Nelinson,
PhD, joined as EVP and general manager to take
the reigns of First Amendment, the agency’s med
ed division, from Epstein, who was spread thin as
the agency continued to grow.

About 20 people were promoted in 2014, which
was a highlight for Epstein. “Our culture is all
about teamwork,” he says. “People here don’t back-
bite. Everyone helps everyone else grow.”

There are 103 full-time employees and the agen-
cy expects to outgrow its current office space, which
was built in 2012 to accommodate 125.

Epstein is a R.Ph. and a visiting assistant profes-
sor at Rutgers University’s Ernest Mario School
of Pharmacy, and he draws heavily from that talent
pool. The agency also hires people with English,
journalism and art degrees into account coordina-
tion before moving them on to copywriting and art.

It’s shaping up to be another significant growth

The proven power of econazole nitrate infused with elegant
skin-restoring properties for the treatment of interdigital tinea pedis

ECOZA™ Foam demonstrated efficacy in 2 clinical
trials with statistically superior antifungal efficacy
at all pivotal endpoints vs vehicle (P<0.001).*2
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year. The agency has won multiple brands from two
new clients, including a med-ed AOR assignment
on what Epstein describes as a “big product from

a big pharma company” that moved the business
from an agency network.

“We’re also seeing a lot of opportunity in medical
affairs,” he adds. “We have more than 19 MDs,
PharmDs and PhDs on staff. That positions us very
well to support clients’ medical affairs departments.”
— Tanya Lewis




