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aremarkable display of creativity and growth

Consumer ad for Roche HIV treatment Invirase

leading force of within the Ventiv Communica-

tions business. “It was a real challenge to get our
staff and organization to understand all of the different
points of view they can now represent as part of the
services offered to our clients,” says GSW Worldwide
president Phil Deschamps. “It meant getting out of our
own comfort zone and getting people to live up to being
more than just the sum of our parts.”

In September 2005, pharma and biotech sales and
marketing firm Ventiv Health announced plans to
acquire GSW Worldwide parent network inChord
Communications in a $185 million deal.

The merger yielded inVentiv Communications, cur-
rently led by former GSW Worldwide president Blane
Walter. Despite the network name changes, the flow of
work at GSW Worldwide remained uninterrupted. In
fact, business has grown at a remarkable rate,

Last year was GSW Worldwide’s first full year as the

Deschamps says. The agency’s DTC practice has pro-
duced innovative work in recent months, including
spots for Roche’s antiviral Tamiflu, MGI Pharma’s post-
chemotherapy anti-nausea treatment Aloxi and Ortho-
McNeil Neurologics’ migraine/seizure drug Topamax.

GSW Worldwide launched the unbranded campaign
for Tamiflu, tying advertising to Warner Brothers’ ani-
mated penguin film Happy Feet. The campaign fea-
tured TV ads and online patient education at
FluFacts.com.

“It was the first ‘edutainment’ campaign, linking the
entertainment industry to DTC,” Deschamps says. “It
was really exciting and it was recognized throughout the
industry.”

Deschamps also considers the agency’s work for
Ortho-McNeil’s Topamax a major evolution.

“This is one of our most comprehensive assignments,
where we basically do all of their marketing, from the
professional stuff to the DTC to digital media,” he says.
“It was the first real opportunity for us to demonstrate
an integrated approach and how that can be synergistic.
It was very successful and definitely an inflection point
in the performance of that brand.”

GSW Worldwide broke ground with the global plat-
form for Eli Lilly’s schizophrenia treatment Zyprexa.
“It was the first global campaign, to my knowledge, to
get rewarded with a silver creative award,” Deschamps
says. “It’s very rare that global campaigns get recog-
nized for creative prowess, because they are usually very
boring and very functional in nature. But we were able
to find areal emotional hook for Zyprexa.”

Also among GSW Worldwide’s accomplishments,
the agency was recognized as the top global supplier by
Eli Lilly, among more than 6,000 global suppliers.

To meet the demand for the agency’s increasing
workload, GSW Worldwide’s infrastructure has grown.

The agency launched its Pink Tank specialty group
focused on marketing to women in July 2006. Pink Tank
acts as an integrated capability, partnering with the
agency's client teams to provide better insight on how
the agency can better connect with women who influ-
ence the healthcare market.

Marcee Nelson, executive creative director of GSW
Worldwide and founder of Pink Tank, says, “There’s no
question the important role women have in healthcare.
Even when women are not the end users of the product,
they still have a role in shaping decisions to buy or pre-
scribe...We established Pink Tank to help companies
understand those differences and to counsel them on
how they can find the ‘female voice’ in their marketing
efforts.”

Pink Tank is staffed with brand counselors with expe-
rience in psychology, patient advocacy and gender, and
cultural studies. The team includes planners to provide
insights into how women consumers think and behave
and client services and creative staff to translate those



insights into strategic approaches to effectively reach a
female audience.

GSW Worldwide also opened the doors of a new 50-
person office in Newtown, PA, last year.

The office is led by Mark Frank, EVP/general man-
ager. Frank joined GSW Worldwide in 1998 after hav-
ing served as a marketing director for Novartis
Pharmaceuticals, where he was responsible for several
brands in the neuroscience, cardiovascular, gastroin-
testinal, oncology, and transplantation categories.

It is new additions, plus stability among GSW World-
wide’s senior team that has proved to be a winning com-
bination for agency success, Deschamps says.

GSW Worldwide’s New York office, which opened in
2003, continues to thrive under leadership from presi-
dent Art Chavez. And GSW Worldwide’s Columbus
office has remained a solid home base, overseen by
president Joe Daley.

Optimistic about the future, Deschamps says he feels
business will continue to grow and diversify at GSW
Worldwide.

“For example, we will be doing much more digital
media work, more media planning work and more
campaign integration work,” he says. “I expect the
growth to come from parts of our business that tradi-
tionally were smaller than they now are. Being part of
the inVentiv Health network allows us to tap into a
wealth of perspectives offering the kinds of services in a

Your #] gateway for flu prevention.

way that makes our business even more stable than it
was before.”

Being able to offer a vast array of services will be vital
in an evolving marketplace, especially as the definition
of good creative gets constantly updated, according to
Deschamps.

“The definition of creative used to mean the great ads
already out there,” he says. “I think that the healthcare
industry has become much more comprehensive in its
approach to creativity. I think that we are doing even
more meaningful work. The old adage that, somehow,
healthcare advertising is 10 years behind what’s hap-
pening in consumer—that gap is closing. I think our
agency and our clients are becoming increasingly savvy
about how we are putting that through.”

Closing that gap further will be a challenge, especially
in an environment where pharmaceutical marketing is
viewed as a cost to be managed, rather than a strategy to
be exploited, Deschamps adds.

“We as an industry—and GSW Worldwide in particu-
lar—are going to need to respond by putting forth even
more liberating kinds of ideas,” he explains. “The added
twist is that we are going to have to help our clients exe-
cute with the least possible demand on them. I think it
bodes well for the kind of organization that we have
built. There’s a quarter by quarter sort of vigilance for
us to stay relevant and meaningful to our clients.”

—Stephen McGuire

Late last year, Roche
dipped a webbed foot
into the entertainment
industry for its Tamiflu
campaign with a tie-in
to the animated penguin
romp Happy Feet. GSW
Worldwide produced the
creative for what was
believed to have been
the first joint-marketing
effort between a
pharma company and
the movie industry

ke fluFACTS.com your #1 destination,
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AT THE HELM
Phil Deschamps,
president

PERFORMANCE
Workflow remained
largely uninterrupted
throughout the Ventiv
Health/inChord
Communications
acquisition

HIGHLIGHTS

Launched the
unbranded campaign for
Tamiflu which tied
advertising to Warner
Brothers' animated
penguin film Happy Feet

Comprehensive
assignment for Ortho-
McNeil's Topamax

Creative
acknowledgement for
work on the global
platform for Eli Lilly's
Zyprexa

Recognized as the top
global supplier by Eli Lilly
among more than 6,000
global suppliers

Launched Pink Tank
specialty group focused
on marketing to women

Opened the doors to a
new, fully operational
50-person office in
Newtown, PA

CHALLENGES
Continuing to be able to
offer avast array of
services in an evolving
marketplace

For contact details,
service offerings and
client roster, see Agency
A-to-Z, beginning on
page 143

JULY 2007 MM&M 81




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles false
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Gray Gamma 2.2)
  /CalRGBProfile (Apple RGB)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.3
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket true
  /DefaultRenderingIntent /Default
  /DetectBlends false
  /DetectCurves 0.0000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize false
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Remove
  /UCRandBGInfo /Remove
  /UsePrologue false
  /ColorSettingsFile (Color Management Off)
  /AlwaysEmbed [ true
    /Symbol
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 150
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages false
  /ColorImageDownsampleType /Average
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages false
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 150
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages false
  /GrayImageDownsampleType /Average
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages false
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages false
  /MonoImageDownsampleType /Average
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly true
  /PDFXNoTrimBoxError false
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (U.S. Web Coated \050SWOP\051 v2)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /DEU <>
    /FRA <>
    /JPN <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
    /ENU (Use these settings to create PDF's if you are not downloading low Res ads from AdSpring.)
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


