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During a year when many healthcare marketers 

exhausted themselves trying to rein in expenses 
and create effi ciencies, Core-Create/Brandkarma 

decided to take a far different approach to the same 
tasks: It looked within.

Hoping to better align all available personnel and 
resources, the bicoastal agency reorganized under 
the aegis of The Core Nation, an umbrella company 
sheltering Core-Create (the East Coast presence), 
Brandkarma (the West Coast presence) and medical 
communications boutique Alpha & Omega Worldwide. 
The thinking behind the move? To better leverage 
shared resources and eliminate duplicate functions.

“We wanted to make sure we were structured in a 
way that allowed us to increase effi ciency and com-
bine resources between agencies in a seamless way,” 
says managing director Jin Li Frick. “Looking at our 
structure, we saw there could be a better way.”

According to Frick, clients warmed immediately 
to the new set-up. “There was an understanding that 
resource-consolidation was great for them,” she notes. 
Internally, however, the move proved a slightly tougher 
sell: “People were a little unclear as to why we wanted 
to do it. They said, ‘Let’s just focus on the agencies we 
have.’ Now that it’s in place, our staff sees the advan-
tages.” In the wake of the reorganization, headcount 

remains what it was at the same time last year, around 
45 people total.

Such is Frick’s enthusiasm for the new Core Nation 
structure that she doesn’t mention a rather relevant 
data point—that its three agencies collectively grew 
revenue 37% in 2009—until 15 minutes into a phone 
conversation. Frick attributes the growth in part to 
the company’s revamped structure and resource-
deployment. During tough economic times, Frick 
says, “People tend to avoid risk. They want to make 
sure the decisions they make have impact and show 
ROI in the short-term...We’ve structured our teams 
to accommodate that.”

As for new business, Core-Create won an assign-
ment from Ferrer Therapeutics to launch CerAxon, 
an over-the-counter dietary supplement in the US but 
a prescription product overseas. It snared a second 
piece of OTC work from SolaniUSA, to launch the 
fi rm’s Solani weight-loss product. “Those are great 
opportunities for us to venture into OTC,” Frick 
enthuses. Across the country, Brandkarma added a 
strategic-consulting gig for Allergan to its slate and 
worked on the relaunch of ITL Animal Healthcare’s 
Tego blood-collection kits.  

While Core Nation agencies didn’t lose any clients, 
Frick acknowledges that change often comes with its 
share of challenges. Though it scored on the personnel 
front, with the hiring of neuroscience PhD Ken Kramer 
as SVP and medical director, talent recruitment and 
management continued to pose a headache.

“You have to be able to wear multiple hats within an 
agency such as ours,” Frick says. “We’re fl at in structure 
and don’t tend to have a lot of fat. People who can do 
a lot of things [are the ones] who will be successful in 
this environment.”

To attract such individuals, Core Nation has begun 
tooting its own horn a bit, whether through an unusu-
ally quirky trio of websites (the Core-Create site 
describes the agency as “a fat-free, chocolate-coated, 
sweet-fi lled healthcare marketing delight”), a sharp-
elbowed blog and a robust social-media presence. 
“We’re getting our dialogue and our thinking into the 
marketplace,” Frick notes. “In order to provide our 
clients with the right counsel, we have to be in that 
space ourselves.” —Larry Dobrow
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 AT THE HELM
Jin Li Frick, managing 
director

PERFORMANCE
Revenue was up 37% 
in 2009 for all three 
agencies

HIGHLIGHTS
Consolidated Core-Create, 
Brandkarma and Alpha & 
Omega Worldwide under 
The Core Nation umbrella

Won assignments from 
Ferrer Therapeutics and 
SolaniUSA and a strategic-
consulting gig for Allergan

Hired neuroscience PhD 
Ken Kramer as SVP

CHALLENGE
Talent recruitment and 
management

For contact details, ser-
vice offerings and client 
roster, see Agency A-to-Z, 
beginning on page 173

 “You have 
to be able to 

wear multiple 
hats within an 

agency such 
as ours”
—Jin Li Frick

Core-Create/
Brandkarma

Consolidation under one umbrella leads 
to shared resources with 37% growth
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Rethink your thrombin

The risks associated with cattle thrombin  
may stay with patients long after surgery1

Indication: RECOTHROM Thrombin, topical (Recombinant) is indicated  
as an aid to hemostasis whenever oozing blood and minor bleeding from  
capillaries and small venules is accessible and control of bleeding by  
standard surgical techniques is ineffective or impractical.

Important Safety Information: For topical use only—do not inject  
directly into the circulatory system. Potential risk of thrombosis if absorbed  
systemically. Do not use for the treatment of massive or brisk arterial  

bleeding or in patients with known hypersensitivity to RECOTHROM, any components 
of RECOTHROM or hamster proteins.
No specific adverse events have been established as adverse reactions causally 
related to RECOTHROM administration. In a clinical study comparing RECOTHROM 
to bovine thrombin, adverse events were reported with similar frequency in both 
treatment groups. The most common event was incision site complication. Limited 
data (n=6) are available on repeat exposure to RECOTHROM.

Please see Brief Summary of full Prescribing Information on next page.
References:  1. Ness P, Creer M, Rodgers GM, et al; the Recognition, Evaluation and Treatment of Acquired Coagul-
opathy Consensus (RETACC) Panel.  Building an immune-mediated coagulopathy consensus: early recognition and evaluation  
to enhance post-surgical patient safety.  Patient Saf Surg.  2009;3(1):8.  2. Thrombin-JMI [package insert]. Bristol, TN: King  
Pharmaceuticals, Inc.; 2007.  3. Singla NK, Ballard JL, Moneta G, Randleman 

, randomized, 

To learn more, call 1-888-784-7662  
or visit www.RECOTHROM.com

Minimize these risks with RECOTHROM 

RECOTHROM, the only recombinant human thrombin,  
is 100% free of cattle plasma and as effective as cattle thrombin.

In a phase 3 study of RECOTHROM compared to cattle  
thrombin, adverse events were reported with similar frequency  
in both treatment groups, and no reported adverse events  
were considered causally related to antibody formation in  
either group. Limited data (n=6) exist regarding re-exposure  
to RECOTHROM.

Patients with antibodies to cattle thrombin products should 
not be re-exposed due to the risk of developing postsurgical 
immune-mediated coagulopathy.  In a recent clinical trial,  
1 in 6 surgical patients with likely prior exposure to cattle 
thrombin had antibodies to cattle thrombin.  


