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ANTIBODY’s executive team.
From left to right: 

Adam Beveridge, Medical Director (8 years) 
Melisa Barrilli, Associate Creative Director (8 years) 
Josh Reynolds, Group Product Director (8 years) 
Nicole Rajakovic, Vice President (9 years) 
Joni Goodfi eld, Executive Offi ce Manager (9 years) 
Amy Lehman, Event Manager (4 years) 
Melissa Johnston, Production Director (5 years) 
Christine Watson, Product Services Director (9 years) 
James Cran, Founder and President. 

Not present: 

Tara Robson, Event Director (9 years)
Adam Foley, Associate Creative Director (5 years)
Melissa Piccininni, Group Product Director (6 years)

In January 2013, ANTIBODY Healthcare 
Communications will be celebrating its 
10-year anniversary. For President and Co-
founder, James Cran, it’s hard to believe that 
ANTIBODY has been open for business for 
an entire decade. “Back in 2003, we had 
no clients, no projects, no staff, and believe 
it or not, no name. But, we had a dream!” 

Cran, an ex-pharmaceutical marketer and 
recent inductee into the Canadian Healthcare 
Marketing Hall of Fame, co-founded ANTIBODY 
with the late Creative Director, Michael 
Paul. Their goal was ambitious: to reinvent 
healthcare communications and build the fi rst 
agency positioned to become a true strategic 
partner. Coming from the client side, Cran 
was frustrated with the all-too-familiar pairing 
of lacklustre industry knowledge with high 
turnover rates of agency staff. Above all, he felt 
that agencies were “doers,” not true partners. 

2003: Two Guys and a Phone.

“Back in 2003, we had no clients, no 
projects, no staff, and believe it or not, 
no name. But, we had a dream!”

Founding partners, James Cran and the late 
Michael Paul, c. 2003.

p

“Michael and I aimed to build an agency that 
takes ownership of a brand the way a client 
does. We are not an ‘advertising’ agency. 
We are an extension of our clients’ marketing 
department. An agency that understands all 
aspects of pharma marketing from strategic 
platforms to competitive messaging and how 
to impact all target audiences. We get it.”  

Unfortunately, Michael Paul unexpectedly 
passed away in July 2010. His infectious 
spirit, however, continues to live on at 
ANTIBODY. The company’s Toronto-based 
offi ce was designed by Paul and the Creative 
Department has inherited his creative genius 
as they continue to generate some of the 
industry’s most memorable campaigns.   
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Branding 101. 
When asked what the most important brand is that 
ANTIBODY has worked on in the past 10 years, Cran 
quickly replies, “Our own, of course! If an agency 
can’t effectively brand and position itself, then why 
would you trust that agency with your brand?”

“SIMPLIFY” has been ANTIBODY’s corporate 
positioning from day one. “We have never wavered 
on our core value – simple is better. Pharma is such 
a complex environment. The only way to cut through 
the clutter is with a simple message,” says Cran. 

White space, clean lines, and the iconic mortar and 
pestle defi ne ANTIBODY's visual identity. You'd be 
hard pressed to fi nd someone in the industry 
that doesn't recognize the agency's “Top 10“ 
ad series, which is now in its 23rd edition!

The Secret to Success. 
What’s the secret to ANTIBODY’s success? Well, it’s not really 
a secret. According to Cran, it’s actually quite simple, “People, 
people, people.” 

“Michael and I knew we 
had to surround ourselves 
with great people. People 
with passion. People 
who ‘get’ the industry. 
People who challenge 
you. People who live 
and breathe your brand. 
People who equate their 
success with their clients’ 
success. People who you 
can kick back with after 
an ad board and discuss 
life over a few cocktails. 

Real people, not just ‘agency’ people. The goal was to 
build a company that everyone dreams of being a part 
of – one that is challenging, rewarding, and fun.”  

Today, ANTIBODY boasts a staff just north of 50 employees who 
all share the same drive and passion as the founding partners. 
It is a genuine family atmosphere; there is nothing phony about 
ANTIBODY. Cran and Paul have successfully created a company 

ANTIBODY’s fi rst of many “Top 10” ads, c. 2007.p

“If an agency can’t effectively brand 
and position itself, then why would you 
trust that agency with your brand?”
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where people look forward to coming to work and where they 
have a career, not just a job. Most of ANTIBODY’s executive 
team members have been with the company since the beginning 
and have spent years training staff on the “ANTIBODY way.” 

So, why do the folks at ANTIBODY “get it”? Again, another 
simple answer – experience. ANTIBODY has launched more 
than 30 major brands in its 10-year history, not to mention the 
countless number of established brands they have revitalized. 
And, they handle all aspects of the business, including 
promotion, CHE, patient support, and advisory boards.  

“Without great people, you cannot be a true strategic 
partner. Every product launch adds years to your resume. 
Most of our staff members have at least 10 launches under 
their belt,” says Cran. “This translates into innovative fi rst-
to-market strategies and tactics for your brand. And that’s 
what our clients want – INNOVATION. As we all know, the 
pharma landscape has changed considerably over the past 
10 years with generic entries into competitive marketplaces, 
reimbursement restrictions, and reduced sales forces. Any 
agency can deliver ‘the basics,’ but that just doesn’t cut it 
anymore. Our talented staff set the bar much higher.”  

Partnership. 
ANTIBODY’s fi rst client from 10 years ago is still 
an active client today. Now that’s partnership! This 
embodies exactly what Cran and Paul sought to 
achieve from day one – true strategic partnership.  

“It’s been an amazing 10 years. We know the key to continued 
success is delivering for our clients,” says Cran. “We are proud of 
our success, but the day we get ‘comfortable’ is the day we start 
to fail. We know that we are only as good as our last project 
so we will continue to go above and beyond. Thank you to all 
of our partners – without you there would be no ANTIBODY.”  

Thank you
to our current partners.

Teamwork is as teamwork does.p
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