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INNOVATION. 
HOW ANTIBODY 
IS DRIVING BRAND SUCCESS 
IN THE NEW PHARMA REALITY.
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FEAR. 
ANTIBODY is fortunate to organize 
and facilitate over 200 advisory boards 
and consultant meetings per year 
for our partners. We interact with 
physicians and other HCPs almost on 
a nightly basis across a wide range of 
therapeutic topics—from ultra-rare 
diseases to common conditions. This 
gives us unique insight into the current 
mindset of Canadian physicians. When 
we probe into why medications are not 
being adopted, we tend to hear the 
same responses regardless of physician 
speciality or therapeutic area. Believe 
it or not, “fear” is the most common 
reason given as to why physicians 
don’t try new medications. Yes, FEAR! 
Physicians have been “burned” before 
by medications being pulled from the 
market and now fewer are willing to 
be our coveted “early adopters”. Sure, 
some specialists are not fearful, but 
many have a healthy dose of skepticism 
when it comes to new medications. 
“Underwhelming” is another common 
phrase we hear, referring to the 
limitations of the clinical trial data and 
lack of clinical diff erentiation.

AWARENESS.
If you showed the logos of 10 drugs 
launched in Canada in the last 2 
years to a random group of family 
physicians, how many brands do 
you think they would recognize? 
You would probably be shocked. We 
actually do this exercise regularly 
at our consultant meetings, and we 
consistently see how little brand 
recognition there is for new brands. 
And it’s even worse for new medical 
school graduates who are trained to 
avoid pharma. Unfortunately, plain old
lack of awareness has emerged as one 
of the industry’s top challenges. As 
marketers, it hurts to admit this, but it 
is the reality. We are fi ghting for “share 
of mind” with physicians—how can 
we occupy a small piece of their 
brain space?

HASSLE.  
Physicians are getting squeezed. They 
are expected to do more for less. If 
a new medication is lucky enough to 
have some form of reimbursement, 
it’s highly likely that some kind of 
paperwork is required to obtain 
coverage. Hassle! Thanks to “Dr. Google” 
patients are bringing more and more 
questions and (mis)information to their 
physician. Hassle! Many specialists 
don’t want to accept referrals for 
basic conditions and GPs don’t want 
to see their patients back because 
of little compensation for follow-ups. 
Hassle! The list goes on and on. Can 
we eliminate the hassle? Probably 
not. Therefore, we are left with the 
challenge of making the hassle worth 
it. Physicians need to “believe” in the 
drug to try it. 

THE NEW PHARMA REALITY.
Let’s face it—today’s Canadian pharmaceutical environment is challenging to say the 
least. As adoption of new medications has slowed, it’s easy to blame our changing 
reimbursement landscape. Public coverage for new medications is becoming 
increasingly rare and we are now seeing more limited private coverage. The issues 
impacting our industry, however, go far beyond limited reimbursement.
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THE NEW APPROACH.  
We’ve all heard of the 80/20 rule—80% 
of prescriptions are driven by 20% 
of physicians. Well, the new reality is 
probably closer to 90/10, or maybe 
even 95/5. It’s a little scary, but it also 
gives us the opportunity to focus. What 
is the likelihood of getting a family 
physician who has not initiated a single 
prescription for a new medication 6 
years after launch to start writing? 
Not likely. But could you get a family 
physician who has written a couple 
NBRx in the past year to write a few 
more? Absolutely. It’s about depth, as 
well as breadth.

INNOVATE, DON’T 
COMPLICATE.
Don’t get the wrong idea—our 
industry is facing some significant 
challenges, but it’s not all doom and 
gloom. ANTIBODY has continued to 
thrive during this new era of pharma 
marketing and is one of Canada’s 

largest healthcare communications 
agencies with more than 60 full-time 
employees. Our core values haven’t 
changed since we opened up shop 
more than 14 years ago. We focus on 
building true strategic partnerships 
with our clients. 

But, why has ANTIBODY been so 
successful? For starters, our launch 
experience is second-to-none. We’ve 
helped to launch 15 brands in the 
last 3 years alone and are currently 
working on 6 brands in the pre-launch 
phase. We see it all, from start-up 
companies to big pharma, and from 
orphan drugs to “me-too” drugs. This 
unique experience provides ANTIBODY 
with a better overall perspective of 
the industry and, more importantly, 
better insight into how to overcome 
common challenges. Today, we need 
much more than detail aids and dose 
cards to impact physicians. We actually 
need innovative programs and tactics 
that “force” our target physicians to try 
new medications. Innovation, however, 
doesn’t have to mean complicated. In 
fact, the best solutions are still simple. 
They are often based on a traditional 
concept such as “peer influence”, 
but with a new spin to make the idea 

Motto 
Simplify

People 
60+ talented, full-time employees;  
we don’t freelance

Brands launched 

50+ including 15 in last 3 years

Services

Strategy, Creative, Promotional Tools, Patient 
Programs, DTC, Digital, Advisory Boards/ 
Consultant Meetings, Medical Education, 
Physician Engagement, Experience Programs

Objective 

To be a true strategic partner

ANTIBODY SNAPSHOT 

more modern, relevant and impactful. 
We see innovation as a part of our 
job description. We hold ANTIBODY 
“innovations sessions” for each of our 
brands on a bi-annual basis. If we can’t 
proactively bring our partners unique, 
innovative solutions to address their 
brand challenges then we have failed.
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“ The ANTIBODY VIP ad board 
was a fantastic and unique 
opportunity for industry 
partners to come together 
to share ideas, debate and 
discuss innovative approaches 
to challenges within the 
pharma industry. As the 
pharma landscape in Canada 
evolves, it will be critical 
that this collective dialogue 
continues—ensuring patients 
across the country receive 
the best care, management 
and access to therapies they 
deserve and need.”

Matt McCarthy 
Associate Director, Marketing
Alexion Pharma Canada

“ What a great program! To bring 
industry leaders together to 
discuss the key issues that affect 
us all is an important step in 
establishing the need to work 
together. A greater focus on the 
patient and ensuring access to 
treatment is paramount for 
our industry.”

Graham J. Watson 
Senior Director, Franchise Leader
Purdue Pharma

“ The ANTIBODY VIP ad board 
was an excellent and innovative 
event. It was an opportunity to 
learn from key professionals from 
other respected pharmaceutical 
companies and have open 
dialogue around our common 
challenges.”

Jennifer Kelly 
Product Manager, Acne and Psoriasis
Galderma Canada Inc. 

“ Most of us have had the opportunity to attend advisory boards held 
by our respective companies, but this is the fi rst time that I have 
been invited to participate in one that included colleagues from other 
companies. The discussion was wide-ranging with the conclusion 
being that we all shared many of the same issues and concerns. It 
took vision to bring this together.”

Michael J. Tremblay 
President
Astellas Pharma Canada, Inc.

PARTNER FEEDBACK ON 
THE ANTIBODY VIPartners 
ADVISORY BOARDS

ANTIBODY VIP GROUP
VERY IMPORTANT PARTNERS

“AH-HA” MOMENT.
In 2016, we had a bit of an “ah-ha” 
moment. Most of our brands have 
the same core challenges! Why 
doesn’t the industry talk about this? 
Why don’t companies communicate 
and work together? Would it be crazy 
to bring some of our clients from 
diff erent companies together to talk 
about industry issues and brainstorm 
solutions?  

Well, it was a little crazy (ahem—
innovative), but we did it anyway. We 
held our very own series of ANTIBODY 
“Very Important Partners” (VIPartners) 
advisory boards, where we brought 
together some of the industry’s 
brightest minds to generate solutions 
to common challenges. Attendees 
included Presidents, VPs, Directors 
and Product Managers from a number 
of our partner companies who work 
in a variety of therapeutic areas. The 
success of the VIPartners meetings has 
snowballed into an ongoing series of 
events that are scheduled to continue 
in 2017.

A second “ah-ha” moment occurred 
when we asked, “Why don’t we do the 
same thing with physicians?” Enter the 
ANTIBODY “Very Important Physicians” 
(VIPhysicians) advisory board. From this 
meeting, we hand-selected some of 
the top family physicians in the Greater 
Toronto Area, and picked their brains 
on how to overcome the challenges 
that plague most brands. We were so 
impressed with the level of excitement 
and quality of idea generation that 
we have organized a number of 
VIPhysicians advisory boards in other 
areas of the country in 2017. 
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“ The main barrier to the adoption 
of new medications is truly 
just lack of awareness. Most 
physicians don’t have the 
awareness and don’t even  
know the trade names. They  
stick with what they know.”

 Family Physician 
 Scarborough, ON 

“ We need to have the opportunity to speak to a specialist or a GP who  
has had the opportunity to use the new drug, or we will not use a new 
drug. We need to have some type of opportunity to gain experience from 
someone else before writing a first prescription.”

Family Physician  
Mississauga, ON 

PHYSICIAN INSIGHT FROM  
THE ANTIBODY VIPhysicians 
ADVISORY BOARD  

BRINGING IT ALL TOGETHER.    
Steve Jobs once said, “Innovation distinguishes between a leader and a follower.”  
And in today’s challenging pharma environment, only leaders who are willing to think  
a little bit differently and challenge themselves to identify innovative solutions will  
be successful. ANTIBODY has a unique position within the industry—more brands, 
more launches and more physician interaction. This means more insight, more ideas 
and, yes, more innovation. Addressing your brand’s challenges is not easy, but it can  
be SIMPLE.  

Drop us a line and we’d be happy to discuss.
james.cran@antibodycommunications.com
416.926.2126 
www.antibodycommunications.com
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