Academie-Ogqilvy

Surpassing Expectations

Talking with Lynne Johnston,
Vice-President, Client Services

Please discuss what led to the creation of
Académie-Ogilvy and what your association with
Ogilvy has meant for your agency today.

Ogilvy & Mather Worldwide (O&M) is the agency
created by British-born advertising legend David
Ogilvy in 1948. The agency now has 35 U.S. offices,
two Canadian offices, and 359 offices worldwide in
over 90 countries. It was the first agency that ven-
tured into China, Korea, and Vietnam, and is now
Asia's largest integrated network. We are also one of
the first agencies to follow freedom into Eastern
Europe. Excluding specialized marketing sub-
sidiaries, Advertising Age ranked O&M as the #11
agency network worldwide in 2002, with revenues of
$589 million.

In 1988, L'Académie-St-Alexandre merged with
O&M to create L’Académie-Ogilvy in Montreal.
There is a permanent staff of over 40 people. Half of
the yearly revenues come from the pharma division,
clearly a major focus for the agency.

Presently, there are eight permanent staff members
dedicated to pharma accounts (not including produc-
tion or studio personnel) and we are working on
expanding the team significantly.

David Ogilvy was an original thinker and he was
the first to identify the vital difference between
brands and products. His influence is still felt
throughout the Ogilvy health-care network, where
we are devoted to building and nurturing great
brands for our clients. We are the product of one of
the greatest minds in 20th century advertising.
Académie-Ogilvy is part of his legacy and we con-
tinually striving to live up to his name and ideals.
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« Excellent tolerability profile’
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Creative for Clindoxyl® gel.
What types of challenges does the agency face in
today’s market?

The challenge we face is the differentiation of
Académie-Ogilvy from other agencies.

Canadian Pharmaceutical Marketing / Winter 2003 17



18

Academie-Ogilvy

Académie OTAu]

Global stature. Human size.

1095 St-Alexandre, Montréal QC H2Z 1P8
Lynne Johnston 514.861.0545 Peter Wolter 514.861.7779
www.ogilvy-montreal.ca
ADVERTISING

+ COMMUNICATIONS +« MEDIA

R, print ad.

It is difficult to differentiate pharma agencies sole-
ly based on creative. We and our clients recognize
that most agencies are capable of developing solid
creative concepts (with input from the client). We
believe that what differentiates us, in addition to our
focus on branding, is our ability to provide strategic
consulting for all aspects of a brand’s success. To
allow us to achieve this, as opposed to simply pro-
viding personal opinions, we have developed propri-
etary tools. These tools assist us in our role as strate-
gic consultant/partner.

As well, due to continuing merger activity within
the pharma world, there are fewer agencies capable of
handling the diverse strategic and communication
needs for most brands to succeed. More and more,
clients are looking for integrated services within their

agencies. With its extensive global network and a deep
well of experience, Académie-Ogilvy is well-poised
to handle this need.

What differentiates Académie-Ogilvy from the
other pharma agencies?

The final product delivered to the client is ultimately
what differentiates us from other agencies. The quali-
ty of the creative, mixed with strategic accuracy, is
meant not just to meet the creative brief, but to go
beyond. Clients have come to expect a certain level of
performance. We give more. The ads you see here not
only succeeded in their respective mandates as far as
our clients were concerned, they went on to provide
international recognition and win awards. On other
levels, we have a full, dedicated media department
that is admired and respected in the journal publishing
community. We also provide a full service studio and
production department that ensures that quality prod-
uct is delivered “yesterday,” as it were.

What accounts are you currently working on?

Académie-Ogilvy has a knack of keeping their clients
once they have won their accounts. For example,
Bristol-Myers Squibb has been a major client of ours
for the past 21 years. Our partnership with Stiefel
started 13 years ago and remains strong. Académie-
Ogilvy also teamed up with Aventis four years ago.
Our newest client, Novartis, hired us in 2000 to work
on two of their products.

What is the key to successful relationships with
your clients?

We don’t believe in “relationships” with our clients—
we believe in partnerships. Clients contract us not to
develop friendships with them (although we throw
that in at absolutely no charge), but to find the solu-
tion, the campaign together we can call “ours.” We
expect our clients to hold us accountable for our stew-
ardship of their brands. Only if we have helped our
clients build prosperous brands may we judge our-
selves successful. The benefit or outcome of this suc-
cess is the relationship that inevitably develops with
our clients.
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What changes, if any, do you anticipate over the
next two to five years with respect to the way phar-
ma companies communicate with physicians?

Markets are becoming increasingly more crowded and
noisy, making it harder for the right message to be
heard. There are also more and more restrictions being
put into place regarding what message you can deliv-
er and how it can be delivered. Evidence-based mar-
keting is here to stay.

As a result, it is becoming critical for a brand to
stand out not only strategically, but tactically as well.
The brand message needs to get before the eyes of its
target as quickly and as effectively as possible.

In this type of environment, focused targeting and
message segmentation will become much more
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sophisticated and integral in the strategic and tactical
decisions of all brands.

How will the advent of branded direct-to-consumer
advertising, in whatever form, affect your agency?

We look forward to a clarification of the rules and
expect a typically “Canadian” solution. With a con-
sumer team already in place and access to a world-
wide network of relevant experience, Académie-
Ogilvy is well-poised to capitalize on the advent of a
“Canadian” DTC solution.
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