
To some, kbs+ pharma might 

sound like the new agency on 

the block. Truth is, the agency, 

formerly known as Allard Johnson 

Communications and LBJ, has been 

creating compelling pharmaceutical 

marketing campaigns since 1958. 

And just as this highly specialized 

area was a priority then, it remains 

a priority today.

kbs+ pharma has a diverse roster 

of both pharmaceutical and wellness 

clients. On the pharmaceutical side, 

there are Abbvie, Actelion, Church & 

Dwight, Lundbeck, Merck, Novartis, 

Novartis Animal Health, and Purdue 

Pharma; wellness clients include 

Cancer Care Ontario, Dairy  

Farmers of Canada (Nutrition), 

Health Canada, the Ministère de 

la Santé et des Services sociaux 

(MSSS), Prestige Brands, and, 

most recently, Target Pharmacy. 

Many of these clients have been 

with the agency for more than five 

years; some, like Merck, Novartis, 

and Purdue Pharma, have been 

clients for more than a decade.

A pharmaceutical dream team

kbs+ pharma has a wealth of 

pharmaceutical marketing expertise. 

Helmed by 25-year pharmaceutical 

veteran Terry O’Shea in Montréal 

and former PAAB Commissioner and 

CEO, Mark McElwain in Toronto, 

the team includes, among others, 

Steve Crawford, Creative Director, 

and Steve Goldberg, Senior Medical 

Writer and microbiologist by training. 

Their extensive knowledge and 

experience dealing with PAAB 

and ASC enables them to tackle 

both high science and specialty 

brands with ease. Combined with 

the strong consumer insight that 

characterizes the whole of kbs+, it’s 

what makes them a pharmaceutical 

marketing dream team.

Highly creative campaigns 
At kbs+ pharma, different 

perspectives and different forms of 

expertise come together to unlock 

new levels of creativity. This can be 

seen in the work the agency has 

done for GARDASIL®, TREANDA® 

and SENOKOT®.

GARDASIL is a vaccine that can 

help protect against four types of 

HPV and its associated diseases. 

Since vaccines fall under different 

regulations than prescription drugs,

Who is kbs+?
An MDC Partners agency, 

kbs+ offers integrated 

advertising and marketing 

services to a diverse client 

roster from its offices in 

Montréal, Toronto, New York, 

and London.
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kbs+ pharma and client Merck 

took advantage of this opportunity 

and marketed GARDASIL directly 

to consumers. This resulted in 

an integrated campaign featuring 

an arresting 30-second TV spot, 

radio and magazine ads, and a 

website that pushed the limits of 

communicating with consumers. 

The agency also encouraged 

the use of iPad tools to inform 

physicians of the consumer-facing 

campaign elements.

TREANDA is used to treat patients 

with relapsed indolent B-cell 

non-Hodgkin’s lymphoma and 

chronic lymphocytic leukemia. 

By juxtaposing the brand’s neon 

colours with hard-hitting competitive 

sport imagery, kbs+ pharma  

succeeded at creating print 

ads that stood out from existing 

oncology campaigns. A little over 

half a year post-launch, TREANDA 

was the clear top-of-mind new or 

investigational drug of choice cited 

by physicians. 

SENOKOT is a natural source 

laxative and the brand most 

recommended by Canadian 

doctors and pharmacists. Faced 

with a constrained marketing 

spend, kbs+ pharma put together 

an innovative media strategy to 

laser-target the brand’s audience. 

A series of 15-second “mock 

advisories” with a tongue-in-cheek 

program warning aired on specialty 

channels, with different advisories 

tailored to each channel. This 

specialty cable TV buy exceeded 

all goals in terms of increased 

awareness and brand loyalty.

kbs+ pharma also planned and 

executed new brand imagery for 

Lundbeck corporate, featured 

on the cover of this issue, that 

further emphasizes the agency’s 

ability to add a consumer edge 

to pharmaceutical marketing.  

“It makes us proud to be working 

with an agency like kbs+ pharma,” 

says Daniel McCarthy, Senior 

Director, External Relations at 

Lundbeck Canada. “The ad really  

is outstanding.”

”

Steve Goldberg, Mark McElwain, Terry O’Shea

GARDASIL TREANDA SENOKOT

”
“What kbs+ pharma offers is a team 

that knows how to navigate the 

pharmaceutical industry’s challenges, 

inside a strong and growing agency 

with unmatched creative and digital 

resources in Toronto, Montréal,  

and beyond.”

–  Terry O’Shea, Director of Client Services,  
kbs+ montréal

–  Mark McElwain, VP Client Services, 

kbs+ toronto

”“
”

What sets kbs+ pharma 
apart from other agencies 
is the desire to infuse 
pharmaceutical marketing 
with a consumer edge.

KM-8049 advertorial V9.indd  3 13-10-25  3:53 PM

Canadian Pharmaceutical Marketing I November/December 2013    21



The kbs+ continuum
If there’s one constant in the 

pharmaceutical industry, it’s 

change. Amidst it all, it helps to 

have a committed agency-side 

team that can continue to build 

the brand. And that’s what kbs+ 

pharma is about. The average 

team member has been with the 

agency for 11+ years, a number 

rarely seen in the advertising world. 

Not only does this type of agency-

side continuity instil confidence in 

clients, it can also lead to significant 

success down the road. A sure 

sign of happy clients? Over a 

recent 12-month period, kbs+ 

pharma was selected to launch 

not one but six new brands—four 

of which were assigned without 

the agency having to undergo the 

pitch process. Clearly, they’re doing 

something right.

The technology of everyday life
It goes without saying that we 

live in a digital culture that gives 

patients, consumers, and health 

care professionals unlimited access 

to online medical information. 

That’s why today’s pharmaceutical 

marketers must constantly find 

new and creative ways to reach 

people online. kbs+ pharma has 

not only a team of pharmaceuticals 

experts, but also a veritable army 

of digital strategists and developers 

in BabyRobot, the agency’s digital 

arm. And when you combine in-

depth knowledge of the technology 

of everyday life with pharmaceutical 

marketing expertise, the only 

possible result is highly relevant and 

creative user experiences. Take, 

for example, the video created for 

Lundbeck Canada: Someone in 

My Family Has Cancer. It’s a great 

example of how the agency is able 

to get consumer, pharmaceutical, 

and digital marketing to all work 

together. A cartoon directed at kids, 

talking about loved ones with cancer, 

available on the company’s YouTube 

channel? It’s not the sort of thing 

you’re likely to find on the average 

pharmaceutical project brief, but it is 

the sort of integrated approach you 

can expect at kbs+ pharma.
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More than the sum of its parts

kbs+ pharma is not just a team of pharmaceutical marketing experts 
like Terry O’Shea, Mark McElwain, Steve Crawford, Steve Goldberg, 
Myriam Laplante, and Asmita Singh. It’s an agency of marketing 
experts, period.

Take kbs+ Presidents, Nick Dean and Annie Aubert. 
Dean, an integrated marketing pioneer, joined 
kbs+ in 2010; in just three short years, he achieved 
unprecedented results for BabyRobot, the agency’s digital 
division. For her part, Aubert boasts two decades worth 
of key strategic planning and marketing communications 
experience. She is also one of the few women in Québec 
to helm an ad agency with 50+ employees.

With a committed team of 
consumer and pharmaceutical 
experts, compelling creative, 
and a dedicated digital division, 
not to mention access to 
the global resources of the 
MDC Partners Network, 
kbs+ pharma has what it takes 
to keep a finger on the pulse  
of pharmaceutical marketing—
and make it even stronger.
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