
In today’s business world, budget 
cuts are to be expected. When it 
comes to advertising, TV spots 
are often the first to go. If you 
think TV is too expensive, think 
again. By combining a 
resourceful agency with a 
targeted media plan, you can 
effectively use TV to generate 
awareness while staying 
within budget.

Paladin Labs and Lemieux Bédard
Teaming up to make the most of 
available resources
Paladin needed a hand launching 
Emtrix, a new OTC product that treats 
nail fungus, to Canadian consumers 
and HCPs. This is where Lemieux 
Bédard stepped in to handle every 
aspect of Emtrix’s 360° campaign.
Here’s what both parties had to say.

Did you think a TV campaign was 
within your reach, economically 
speaking? 

S.B.: No. TV is not the usual channel for 
pharmaceutical advertising. We had a 
good idea of the media plan’s costs, but 
we were pleasantly surprised that the 
production costs for a TV ad were well 
within our budget. 

J.G.: Our role is to think of all options, 
present various solutions, and turn 

great ideas into attainable goals. Our 
collaboration with Paladin is a good 
example of this.

What was the biggest payoff?
S.B.: An impressive ROI! Exploring a 
channel we had never used before was 
really worth it. Prior to our TV 
campaign, Emtrix already had 
favourable distribution across Canada. 
The campaign drove the distribution 
well beyond its average growth rate, 
with 20% more pharmacies carrying 
the product in two months.

J.G.: We are pleased to see these results 
for our client, especially since including 
TV in their strategy plan was a 
bold step.

What made this process 
successful?
S.B.: Lemieux Bédard gave us multiple 
options, many of which integrated 
existing material. Building on what we 
had was a part of this success. 

J.G.: Since efficiency was a priority, we 
didn’t believe in changing something 
that was well done in the first place. We 

kept aspects that worked from other 
Emtrix mediums and built on them 
according to the established strategy, 
saving time and money.

In a few words, how would you 
describe your collaboration with 
Lemieux Bédard?
S.B.: Flexible. Solution-driven. 
Inventive.

 

  

Doing more with less
A challenge for marketers

and their ad agency 

 

Website visits

POS purchases

“Emtrix is now only just a few points behind the leader in aided 
awareness and achieved the highest unaided awareness in the nail 
fungus treatment category. For a brand that’s been on the market 
less than a year, these are exceptional results.”

–Samantha Bolger

An interview with

Josée Gagnon and Samantha Bolger

To learn more about our 
cost-effective approach,
contact Josée Gagnon, Vice-President, 
Health Care Division
josee.gagnon@lemieuxbedard.com
1 800 823-0850

l e m i e u x b e d a r d . c o m

The marketing strategy
The strategy’s cornerstone was to 
increase consumer awareness through 
the TV initiative.  

The 360º campaign
Although the majority of the increase 
in sales can be attributed to the TV ad, 
upholding a higher baseline during the 
commercial’s off-air periods was due 
in part to the comprehensive 
Emtrix campaign: 
› Consistent brand image
› Impactful packaging
› User-friendly consumer website
› Complementary material, such as 
online banners, journal ads, and flyers

The results 
Emtrix is now flying off the shelves in 
most pharmacies across Canada and 
its website is showing impressive 
numbers: 

› A couple thousand visits per day
› Visitors spend an average of almost 
2 minutes on the site, engaged with 
the product and learning about 
the condition.

The website is seeing more than a high 
number of visits each day; it's seeing 
quality visits.  

Want to see the ad? 
Watch the Emtrix television ad on 
lemieuxbedard.com/emtrixtvad

The bottom line is that greater visibility doesn’t necessarily 
mean higher expense. 

Before TV ad During TV ad Post TV ad

Samantha Bolger 
Product Manager, Consumer Health 

at Paladin Labs

Josée Gagnon 
Vice-President, Health Care Division
at Lemieux Bédard

The Emtrix TV campaign 
A positive effect on web visits and POS data
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