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Dear Healthcare Marketer,
Welcome to our Social Media issue. We’ve had a lot of fun learning about your 

likes and dislikes when it comes to the digital age. It’s clearly here to stay…and 
changes almost daily. Hard to believe not too long ago, the most popular social 
media platforms didn’t even exist.

As for me, I love Facebook! I am addicted. I guess I’m not alone, as there are now 
over 1.1 BILLION users. Facebook has reconnected me with lots of old friends, but 
most importantly has kept me connected to my family. Facebook groups are ideal for 
this. The Leonard clan has its own group, with 21 cousins who have over 50 kids. Through our group we 
share the highs and lows of life, plan and organize family reunions, stay updated on the health of fam-
ily members, and celebrate happy occasions. It makes me feel good 99% of the time, because most of the 
news is good. Even my 86-year-old dad keeps up with our Facebook group.

We also have our own page for Our Lady of The Lake 6th Grade. This has been a great way to keep up 
with the class goings-on and share pictures from activities, events, and parties. An added bonus is all the 
yearbook pictures are conveniently located in one place.

Of course, Facebook has been great professionally, too. It’s opened doors to getting to know my col-
leagues on a more personal level, and allows us to inform readers about what’s going on at The Exchange 
and throughout the industry. I’ve found LinkedIn helpful too, though I’ve just really scratched the 
surface. I love the updates on new hires and career moves, plus I enjoy reading the articles and stories 
people post. LinkedIn is very useful in updating our mailing list too.

I am still trying to figure out how to keep up with my 16-year-old daughter Katie through social 
media. I hear Facebook is now for the old folks. So she has moved on, which makes it harder for me to 
track her conversations, interests, and activities. Combine kids and social media and the learning curve 
never ends. On an added note, I love having both Facebook and LinkedIn on my iPad. Access and info is 
always only a click away, virtually no matter where I am!

We heard from a lot of you regarding your social media habits, both personally and professionally. 
So I think this issue paints a pretty good picture of what we’re using, how we’re using it…along 
with the best and worst aspects of this digital age. You’ll find snippets from Jessica Weisbrot, Elaine 
Gaffney, Christine Hearne, Chris Lundgren, Adrienne Palmieri-Johnston, Allison R. Minutello, 
Angela Chumpitaz, Brian Skvarla, Paul Brady, Maggie Schwarz, Lynn Gale, Daniel J. Adams, 
Bekah Lockner, and even an anonymous tale of a classmates.com casualty. Plus we’ve got tips on 
“disconnecting” from Genevieve Z. White. Terry Nugent provides a Twitter crash course. John 
Shattuck shares a Facebook faux pas. Eugene Lee gives his take on networking and content. Craig 
DeLarge digs a little deeper into social media. Stef Stendardo and Rich Snow tell stories of wonderful 
reunions. And thanks this month to Kristen Vayda for joining us for Personal Exchange.

Judging by your stories…and my own personal experience with the digital age, there is mostly good 
resulting from social media. We just have to remember to digitally disconnect from time to time and 
make sure we’re making in-person connections with friends, family, colleagues too!

Hope to see you in RL soon,
Congratulations to our iPad Winner!  

Dan Lathitham, AbelsonTaylor

Facebook.com/HMExchange

Twitter.com/HMExchange

LinkedIn.com/in/HMExchange

Join us on

Join in Our Vacation 
and Travel Issue

Share Your:
•	All-time favorite/craziest/worst trip
•	Places revisited – Destinations you 

return to time and again
•	Once-in-a-lifetime travel
•	Honeymoon, anniversary, special 

celebration trips
•	Staycations – Fun in your own neighborhood
•	Travel Tips, Tricks, Bargains, and Best Bets
Participate in our Poll at http://www.hmexchange.
com/contests.html. For more information, contact 
our Editor Elise at editorial@HMExchange.com or 973- 
509-7141.
Hurry! Submissions are due February 15th.

WALT CHESPAK 
A congenital heart condition claimed industry veteran 

Walt Chespak, age 80, on November 19, 2013. He began his 
career in pharmaceutical sales then joined the publishing 
ranks as National Advertising Sales Manager of RN Magazine 
for Nurses, and then Publisher of the American Journal of 
Nursing. Subsequently, he was named Publisher of Western 
Landscaping News, then Director of Communications for the 
American Association of Critical-care Nurses. He then started 
Designage, a health-focused advertising/public relations 
agency.

He will be missed by friends, associates, and family, 
including Mary, his wife of 57 years and the families of 
their three children. In lieu of flowers, donations can be 
made to the American Heart Association.

In Memoriam 
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FRONTLINE MEDICAL COMMUNICATIONS 
a leader in digital, print and live events.

The Company leads in HCP level targeting and engagements. 
Frontline’s validated e-database of over 1.2 million HCPs is 
integrated with our sophisticated digital targeting, tracking and 
reporting system. Our 30+ authoritative specialty brands offer nearly 
unparalleled engaged digital reach of more than 500,000 unique 
visitors/month. Combined with distribution of 700,000 newspapers 
and medical journals each month and 15 live events annually, 
Frontline creates expansive opportunities for your message.

Contact Frontline fi rst and let us expand your brand’s possibilities. 

Call your account representative or Alan Imhoff or Marcy Holeton 
at 973-206-3434. Visit our new website www.frontlinemedcom.com or 
email sales@frontlinemedcom.com.

* Kantar Website Usage Study June 2013, Websites by Publisher Visited Within the Past 6 Months, 
Table 101. Engaged reach defi ned as % of total universe among clinical content, ad supported 
professional websites.

Expand your brand’s possibilities using our innovative solutions: 

•  DirectAccess™: an HCP targeting, engagement and analysis tool built 
around our unique, integrated database. Designate your audience. Segment 
your message. Reach your target. Evaluate performance with HCP level data.

•  Mobile applications: numerous APPs and custom digital editions readers 
can customize to suit their professional needs and access on demand.

•  MD-IQ/Clinician-IQ: weekly clinical challenges for HCPs to test their 
knowledge versus their peers and have fun doing it.

•  Disease state channels: combine the best and latest clinical and news 
content by therapeutic category. Explore various options. We design and 
build custom microsites too!

•  Frontline Medical News: produces and distributes daily medical news 
worldwide. Flexible content, delivery and pricing options.

•  Benefi t from our respected content. We deliver a superior level of quality, 
integrity and market depth—custom educational programs—developed based 
on the expertise of our knowledgeable, creative staff.

•  Branded websites offer the latest functionality, responsive to multiple screen 
sizes, with more interactive, comprehensive, clinical and news features.

•  Frontline ranks #3 in engaged digital reach through our physician/
clinician-focused websites* behind Medscape and MDLinx.

•  Digital Click-for-Credit CME

•  Experts in the medical, legal, regulatory review process.

Expanding 
Your Possibilities

Leading the way

s:

.

ed

n

BRANDS: 
ACS Surgery News®
The American Journal of Orthopedics®
Cardiology News®
Chest Physician®
Current Pain Perspectives®
Clinical Endocrinology News®
ClinicialNeurologyNews®
Clinical Psychiatry News®
Clinician Reviews®
Cosmetic Dermatology®
Current Psychiatry®
Cutis®
Emergency Medicine®
Family Practice News®
Federal Practitioner®
Frontline Medical News
GI & Hepatology News®
Hospitalist News®
Internal Medicine News®
The Journal  of Family Practice®
The Journal of Community 
   & Supportive Oncology®
Neurology Reviews®
OBG Management®
Ob.Gyn. News®
The Oncology Report®
Pediatric News®
The Perfect Pair
Physicians’ Travel & Meeting Guide®
The Power Buy
Rheumatology News®
Seminars in Cutaneous Medicine& Surgery®
Skin & Allergy News®
Thoracic Surgery News®
Vascular Specialist®

Frontline_Exchange_FEB_2013.indd   1 1/14/14   11:54 AM

www.hmexchange.com
http://www.hmexchange.com
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Announcements
Onward & Upward	 Promotions • Additions

Communications Media, Inc., has announced the appointment of Matthew 
Howell as Senior Search Analyst. He can be reached at 215-568-5944. 
Ami Patel has been appointed as Media Planner and Darren Martino as 
Senior Media Planner. They can be reached at 646-840-0717.

Compas, Inc., has announced the appointment of Erica Forsman as Account 
Coordinator. She can be reached at 856-667-8577.

DMW Direct has announced the appointment of Gina Kneib to Executive 
Vice President, Chief Operations Officer, and Leslie Lawrence as Account 
Manager. They can be reached at 610-407-0407.

Fingerpaint has announced the appointment of Dan Broslovsky to its Edito-
rial Team and Jamey Hardesty to its Medical Team. They can be reached 
at 518-693-6960.

Frontline Medical Communications has announced the appointment of 
Greg Byam as Vice President, New Business Development, on Liberate 
Health™, in support of the unique collaboration between Frontline Medi-
cal Communications and Liberate Ideas, Inc. He can be reached at 973-
294-0998 or gbyam@frontlinemedcom.com.

InfoCures has announced the appointment of Jim Halter as Developer. He 
can be reached at 856-667-8577.

Ogilvy CommonHealth Worldwide has announced the appointment of Andy 
Willmer as Executive Vice President, Director of Client Service at Ogilvy Com-
monHealth Medical Marketing. He can be reached at 973-352-1000.

TGaS® Advisors, a division of KnowledgePoint360 Group, has announced 
the appointment of Sue Lipinski as Director, Management Advisor, and 
the promotions of Rich Dudek, M.M., R.Ph., to Senior Vice President, 
Don Paras to Vice President, Marketing Operations, Joe Falcon to Senior 
Vice President, Managed Markets Practice, Beth Anderson and Deb Lee 
to Executive Director, Sales Operations Practice. Gayle Shaw-Hones, 
R.N., Ph.D, and Rich Waite, M.Ed., were appointed to Executive Director, 
Training and Development. They can all be reached at 610-233-1210.

New & Noteworthy	 Awards • Mergers

Fingerpaint has announced the opening of their new Manhattan office. 
The firm’s newest location will be 825 Third Avenue in Midtown. For 
further information, visit http://fingerpaintmarketing.com. 

Frontline Medical Communications has announced the launch of the 
Frontline Medical News (FMN), providing constant news updated 
for all facets of the healthcare industry, including pharmaceutical, 
medical device companies, physicians and other healthcare profes-
sionals, hospitals, insurers, and patients. For further information, visit 
www.frontlinemedicalnews.com.

GlaxoSmithKline has received FDA approval for Anoro Ellipta (umecli-
dinium and vilanterol inhalation powder) for the once-daily, long-
term maintenance treatment of airflow obstruction in patients with 
chronic obstructive pulmonary disease (COPD).

Novo Nordisk has received FDA approval for Tretten, Coagulation 
Factor XIII A-Subunit (recombinant), the first recombinant product 
for use in the routine prevention of bleeding in adults and children 
who have a rare clotting disorder, known as congenital Factor XIII 
A-subunit deficiency. 

Springer Healthcare, LLC, has announced a new partnership with The 
Jackson Gaeta Group, Inc. They will be the official Publisher’s Repre-
sentatives for Digestive Diseases & Sciences. For further information, 
contact Tina Auletta at 973-403-7677 or visit www.jacksongaeta.com.

The American Optometric Association has announced a new partner-
ship with The Jackson Gaeta Group, Inc., with JGG now handling 
print, online billing, and collections. For further information, contact 
Tina Auletta at 973-403-7677 or visit www.jacksongaeta.com.

UBM Medica US has announced that Psychiatric Times, a leading online 
community for mental health professionals, features content in 
which experts weigh in on nicotine cessation and present strategies 
to manage this undertreated addiction. For further information, visit 
www.ubm.com.
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Limited access to physiciansGeneric 
encroachment

PhRMA restrictions

Shrinking resources

FDA 
restrictions

Non-
compliance

Sponsored Subscriptions
Wrap your 4–8 page,
4-color covers around
Annals of 
Internal Medicine.
We’ll deliver the 
subscription to your 
targeted list of 
physicians.* Programs are 
available in 3- and 6-month subscriptions. 

Belly band and cover tip programs
Place your message across the covers of ACP 
Internist and ACP 
Hospitalist with these
programs. Both pro-
grams can be secured
on an issue-by-issue
basis and placed on
ACP member subscrip-
tions or to your targeted list.

*Members of the American College of Physicians and subscribers to
Annals of Internal Medicine are excluded from this offering.

Turn your Obstacles into Opportunities
with American College of Physicians 

advertising programs

CME and Promotional 
Special Advertising Inserts
Enclose your promotional advertisement, educa-
tional monograph,
or educational 
CD-ROM as a ride-
along with our
printed journals.**

** All ride-alongs are subject to Publisher’s approval.

James R. O’Dell, FACP, examines a patient at the University of Nebraska. Cancer risks in patients with
rheumatoid arthritis are part of his work-up, as is smoking cessation counseling.

During the first 10 months
of Washington state’s
Death with Dignity Act,

which took effect in March 2009,
63 people requested and received a
lethal dose of medication, accord-
ing to the first report released by the
state’s health department.

Of those 63 Washington resi-
dents, 47 died, 36 after taking the
medication. The report, which
tracked the use of physician-assist-
ed suicide from its March 5, 2010
effective date through year’s end,
also detailed clinician involve-
ment, finding that the prescriptions were
written by 53 physicians and dispensed by
29 pharmacists. Although the medications
were dispensed in 2009, the report includes
any deaths reported to state health officials
through early February. The remaining 11
individuals died from other causes or it was
unknown whether they had used the med-
ication. (Washington state’s legislation

stipulates that the action is not “suicide,
assisted suicide, mercy killing, or homi-
cide,” and that state reports would not use
such terms, instead using the phrase
“obtaining and self-administering life-end-
ing medication.” ACP’s ethics statements
use the term “physician-assisted suicide,”
as does this article.)

Washington became the second state

to provide a legal mechanism
for terminally ill individuals
to end their lives after a 2008
voter initiative. In Oregon,
that legal right dates back to
1994. Also in the last year, the
Montana Supreme Court
ruled that state law protects
doctors from being prosecut-
ed for assisting terminally ill
patients to die. 

The prescribing of lethal
medication remains highly
controversial, in the Pacific
Northwest and elsewhere, as

clinicians struggle with finding an optimal
balance between the autonomy of termi-
nally ill patients and the physician’s com-
mitment to do no harm. Depending on the
perspective involved, Washington state’s
initial experience reflects a judicious use of
a last-resort option for people with fatal
and frequently debilitating illnesses, or a
travesty of patient care during the final
days of life.

Either way, physicians must decide
where they stand on the issue, and those in
states where assisted suicide is legal must

When internists think about
chronic diseases that are associ-
ated with cardiovascular dis-

ease, rheumatoid arthritis (RA) isn’t usually
at the top of the list.

“Nobody questions when a diabetic
comes to your office: Do we need to be
thinking about cardiovascular comorbidi-
ty? Do we need to be managing this? When
a rheumatoid [patient] comes to your office,
you should be thinking the same thing,”
said Beth L. Jonas, MD, assistant professor
of medicine and director of the rheumatol-
ogy fellowship training program at
University of North Carolina-Chapel Hill.

According to recent studies, patients
who have rheumatoid arthritis may face
cardiovascular risks at least as elevated, if
not higher, than those of diabetics, Dr.
Jonas explained during a session at Internal
Medicine 2010, held in April in Toronto.

She and other rheumatology experts
interviewed on the topic would also like to
draw internists’ attention to other risks
associated with RA, including cancer and
infection. Whether the problems are caused
by the disease itself or side effects from the
medications that treat it, both specialists
and generalists should be on the lookout,
the experts advised.

“Taking care of a patient with rheuma-
toid arthritis should be a partnership
between internists and rheumatologists,”
said James R. O’Dell, FACP, a professor of
medicine in the rheumatology section at
the University of Nebraska.

Cardiovascular risks
The wider risks of RA may be more like-

ly to come to mind if one remembers that

Rheumatoid arthritis
hurts the whole body
By Stacey Butterfield

See Arthritis, page 13

July/August 2010    Vol. 30 No. 7                                                                                                                    American College of Physicians    News for Internists    www.acpinternist.org

ACPINTERNIST

Doctors debate the ethics of assisted suicide
By Charlotte Huff

Test yourself
with the
MKSAP quiz

4

Mindful
Medicine:
Avoiding
attribution
error

5

Coverage
from the
American
Thoracic
Society 

i

I N S I D E

“There are concerns that peo-
ple want to medicalize what is a
process that shouldn't be 
medicalized in trying to gain
total control over death.”

—Lois Snyder, JD

For more information on ACP publications and advertising programs, contact 
Kevin A. Bolum, kbolum@acponline.org, 215-351-2440 or 

Kenneth D. Watkins III, kwatkins@watkinsrepgroup.com, 973-785-4839

ADS0010
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26-29 ST. MAARTEN, CARIBBEAN

21st Annual Spring Conference on Women’s 

Health, 800-327-3161

31-4/2 LAS VEGAS, NV

Institute for International Research is 

sponsoring “23rd Annual Partnerships in 

Clinical Trials,” 888-670-8200

20 DENVER, CO
24th Annual Association of Psychoneurocutaneous 

Medicine of North America Meeting (APMNA),  

425-802-9759

21-25 DENVER, CO
Annual American Academy of Dermatology Meeting, 

847-240-1743

22-25 TAMPA, FL
45th Annual Meeting on Women’s Cancer, 

312-235-4060

23-26 SCOTTSDALE, AZ
Society of Gynecologic Surgeons Scientific Meeting, 

901-682-2079

27 NEW YORK, NY
The Association of Medical Media Nexus Awards, 

www.ammonline.org 

23-28 SAN DIEGO, CA
39th Annual Scientific Meeting, Society of 

Interventional Radiology, 703-691-1805

2-6 PARK CITY, UT
32nd Annual Emergencies in Medicine Conference, 

760-942-7892

3-4 PRINCETON, NJ
ExL Pharma is sponsoring “The Point of Care 

Marketing Congress,” 866-207-6528

6-8 SCOTTSDALE, AZ
10th Annual Mayo Clinic Women’s Health Update, 

480-301-4580

10-13 PHOENIX, AZ
37th Melvin L. Cohen, MD, Annual Pediatric Update 

2014, 602-933-0766

14-17 ORLANDO, FL
Annual American Association for Geriatric Psychiatry 

Meeting, 301-654-7850, ext. 113

19 CLEVELAND, OH
HBA Ohio Chapter: Impromptu speaking on your feet 

and your unconscious bias, www.hbanet.org

 

MEETINGS IN 
APRIL

6-11 LAS VEGAS, NV
Annual American College of Osteopathic 
Obstetricians and Gynecologists 
Conference, 817-377-0421

26-5/3 PHILADELPHIA, PA
66th Annual American Academy of 
Neurology Meeting, 612-928-6117

Must-Know Industry Events MARCH
2014
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Living in a Digital WorldLiving in a Digital World

1.	How are you most likely to connect?
Personally

Pick up the phone ......................................................... 48%
Shoot an email .............................................................. 28%
Send a text .................................................................... 24%

Professionally
Shoot an email .............................................................. 92%
Pick up the phone ........................................................... 8%
Send a text ...................................................................... 0%

2.	On average, how many business emails do you get  
a day?
Average 78 emails a day (Range 10 to 250)

3.	Do you check your emails at home for work?
Yes ................................................................................. 95%
No ................................................................................... 5%

4.	What prompts you to open an email?
Sender ........................................................................... 79%
Subject line .................................................................... 16%
High-priority alert ............................................................ 5%

5.	How important is the Subject when deciding to 
open an email?

Very important .............................................................. 33%
Somewhat important .................................................... 29%
Important ...................................................................... 22%
Not important ............................................................... 16%

6.	How many times a day do you check emails?
As soon as I hear the alert .............................................. 92%
All day, every day ............................................................. 8%

7.	Do you give your cell phone number to clients?
Yes ................................................................................. 52%
No ................................................................................. 24%
Sometimes .................................................................... 24%

8.	Do you regularly text clients?
Yes ................................................................................. 16%
No ................................................................................. 84%
If no, have you ever? ............................................... Yes 50%

9.	Does your company have filters that cause many 
emails to go to spam?
Yes ................................................................................. 83%
No ................................................................................. 17%

10. What device are you most likely to use?
Desktop Computer ........................................................ 46%
Laptop ........................................................................... 34%
Tablet .............................................................................. 8%
Smart Phone .................................................................... 8%
Other .............................................................................. 4%�

Social Media Poll Results
Are phone calls a thing of the past? Not so much for personal connection, but for work? Well 92% of readers polled are like-

ly to email, rather than call. Most of you check email when you hear the alarm. Texting is saved for personal relationships. 
Facebook takes the lead for personal favorite social media platforms. And LinkedIn is the connector of choice, professionally 
speaking. Are your digital habits in line with the rest of our readers? Read on!

Best and Worst: “Feeling like I’m always accessible 
and always ‘on.’ No way to escape and if I do shut all 
of the technology down, I almost get a panic attack 
and withdrawal symptoms.”

Best and Worst: “Worst is the mistaken belief 
that online interaction is a substitute for personal 
interaction.”

Best and Worst: “Technology is advancing all the 
time. We can now be connected 24/7 – that is good 
and bad. We never shut down, but it does allow for 
some flexibility with how we work.”

Best and Worst: “Best is linking with other people  
I know. Worst are people I don’t know trying to link 
with me.”

Best and Worst: “Although texting is not ‘new’ 
social media, it’s a great way to quickly communicate 
with clients, friends, and family and a get a rapid 
response.”

Best and Worst: “It is difficult to disconnect, 
making vacation time almost a thing of the past.”

Best and Worst: “There is no separation between 
work and my personal life.”

12.	 Does your company use any of the following to 
promote your services? (Check all that apply)
LinkedIn ..................................................................... 95%
Facebook .................................................................... 65%
Twitter ........................................................................ 65%

11.	 What forms of social media do you use? (Check all 
that apply)

Personal 
Use

Professional Use

LinkedIn 29% 96%

Facebook 83% 12%

Twitter 29% 29%

Pinterest 37% 8%

Google+ 37% 12%

Instagram 45% 4%

StumbleUpon 12% 4%

Tumblr 12% 4%

MySpace 4% 0%

YouTube 79% 12%

Vimeo 12% 4%

Foursquare 8% 0%

Best and Worst: “Best aspect of social media is 
potential for rapid communication. Worst – loss of 
language, especially for younger users who never 
had the chance to learn it in the first place. Potential 
for misinterpretation of tone, expression, etc., that 
voice would prevent. Tendency to ‘share’ much more 
information than anyone needs to know. Amount of 
time consumed. Enabling tendency to avoid direct 
communication. Email has ruined everything! It seems 
like everyone demands instant gratification due to the 
accessibility offered via email. The best thing about 
the digital age is the high accessibility of information 
and people. I know it sounds contradictory – it is!”
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announcing
the newest member of our growing family of orthopaedic resources

Editor: Thomas A. Einhorn, MD

A new world standard in reviews

We know orthopaedic surgeons value authoritative  
review articles. To meet this need, the JBJS team is  
proud to launch JBJS Reviews, a new and innovative  
monthly review journal. 

•	Continuous publication - new articles appear weekly

•	Online, mobile, and tablet delivery

•	App, banner, interstitial, roadblock, video, and eTOC 
advertising available

Visit reviews.jbjs.org.  For advertising opportunities, contact advertising@jbjs.org 
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critical

http://www.HMExchange.com
http://www.HMExchange.com
http://reviews.jbjs.org


Living in a Digital World

L
inkedIn and Facebook are my top picks for social 
media, with Facebook slightly winning out. Mostly, I 
use LinkedIn to continue to build professional contacts 

and gather relevant professional data, and Facebook is for 
personal friendship and family interaction.

Both deliver ultimate connectivity. And that’s a good 
thing because the digital world allows us to stay connected 
to anyone, anything, anywhere: friends, family, events, 
experiences, etc., all over the world at anytime through text, 
video, and even live chat.

However, ultimate connectivity also has its downside. 
Now we’re connected all the time. This can erode previous 
boundaries between work and home life as well as in-person 
social interactions and norms.

DRAWING THE LINE BETWEEN WORK AND HOME

As a nine-year-plus remote/offsite employee, I’ve had to 
be intentional about drawing the line between work and 
personal time. The biggest way I do this is by always having 
separate (cell or land) phone lines. I also never forward work 
emails or calls to my personal line unless it’s truly neces-
sary.  It may sound like a hassle to have two phones in the 
day of “unlimited everything plans,” but I have found it’s 
the best way to turn off my “work self.”

Since I have a home office, when I’m not in the field 
visiting clients, it can get very hard to separate work from 
personal time. I found by keeping my work phone with 
me after hours, I was very tempted to shoot off emails, cre-
ate To-Do lists, do research, make client trip plans, etc., on 
my personal time. Now, when I’m done for the day, I leave 
my work phone in the office and shut the door. By keeping 
that phone in the office with no access to seeing or hearing 
emails or calls come through, I actually feel like I have left 

work. I can easily pick things back 
up when I go back into my office just 
down the hall.

A CULTURE OF IMPATIENCE

I see signs of a culture of impa-
tience as we become conditioned 
to ease of access to the world of 
knowledge, which is now only key-
strokes away. In this connected, 
digital world, answers are only a few 
seconds away. 0.44 seconds to be 
exact, at least according to Google during my last search 
query. When I’m looking for information, going to a search 
engine/browser is easy. With a couple of clicks on my com-
puter, tablet, or smart phone, using some appropriate key-
words, I can very often find what I’m looking for or some-
thing pretty close to it. This rapid response, while extremely 
helpful in most circumstances, conditions us to be more 
impatient with the things that do not happen so quickly. 
When dealing with people in real time, whether it’s through 
meetings, video chat, even via phone and email, there is 
often a much longer lag time between asking the necessary 
questions and receiving the appropriate response. And that 
can have us tapping our feet impatiently.

There is a silver lining in this digital world, though: As a 
marketer, it reminds me to be ever cognizant of managing 
the consumer’s time expectations, whether in the real or 
digital world.

Genevieve Z. White is Marketing Director, American Shared 
Hospital Services, GK Financing, LLC, 4 Embarcadero Center, 
Suite 3700, San Francisco, CA 94111. She can be reached at 
Genevieve@ashs.com or 415-314-1392.

Genevieve 
White

The Ups and Downs of Ultimate Connectivity
by Genevieve Z. White

Welcome to Our Social Media Issue
We thought it was a good time to take the pulse of our readers regarding all things digital. So we sent out a poll 
and asked a few questions. The following pages are your responses to the who/what/where/why/how of your 
digital habits. 

The best thing about the digital age is the ability to connect anywhere, anytime…and that is definitely the worst 
aspect as well. 

While the digital age allows for relationships and reunions with people we may never have been able to connect 
with in the past, there is a price to pay. Among the top disadvantages of social media are privacy, the inability to 
“be here now,” and the inability to disconnect completely. It’s difficult now to go on vacation or even enjoy an 
evening at home without checking our emails and messages. 

Still, the advantages of 24/7 access to information and the useful and often heartwarming connections being 
made seem to be well worth it!
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Living in a Digital World
Getting Linked In to 
New Jobs and More

by Craig DeLarge

W
hen it comes to social media 

value, LinkedIn is at the top of 

my list because it is my profes-

sional network. It connects me to the 

people and information that support 

how I make a living. It is the online 

social media network I have been a 

member of the longest (since 2001-

ish), and the one where I have the 

greatest number of connections. I use 

it to stay in touch, get/give advice/

support, share professional articles I’ve written or contributed 

to, track industry news, etc.

I have gotten at least two jobs in my career through 

online contacts by being tipped off to an opportunity and 

getting advanced information on the company, culture, 

team, and even the individual interviewers. I was engaging 

specifically to get a job and it worked out in my favor.

Beyond the professional connections, Facebook has 

reunited me online to many classmates, teachers, and even 

the principal of my high school. I regularly make connec-

tions through Facebook, LinkedIn, Twitter, Pinterest, and 

Google+ with old friends, relatives, colleagues, etc., from my 

past as well as new ones for my future. I also use FB, Twit-

ter, LinkedIn, and YouTube regularly in my work as a board 

member of the NAMI (National Alliance on Mental Illness) 

PA Main Line, which educates and reduces stigmas as they 

relate to mental illness.

I did have one social media incident I wish I could’ve 

taken back…I regret posting a private message on Twitter, 

which could have been easily misinterpreted and caused 

offense. This went public due to user error on my part. I 

quickly reached out to the colleague and was glad to find 

she had not misinterpreted the way others had. Whew!

Overall, the best thing about the digital age is immediacy 

and having everything at your fingertips. The worst thing is 

human nature’s tendency towards greed for immediacy and 

convenience, which underpins our over-attachment to digi-

tal and mobile media/devices and crowds out other more 

important life activities.

Craig DeLarge is Global Leader, Multichannel Marketing 
Strategy and Innovation, Merck, 351 North Sumneytown Pike, 
North Wales, PA 19545. He can be reached at 215-530-1411 
or Cadelarge@gmail.com.

Craig DeLarge

Welcome to the Wonderful 
World of Twitter

by Terry Nugent

T
witter is basically a mini-blogging 

service. You are limited to 140 

characters, so there is a Haiku-like 

discipline to posting. It’s a great way 

to share little nuggets of information, 

links to information on the Web that 

you find interesting, and even photos. 

However you can be active or passive. 

Lots of people just follow others. An 

amazing range of people and orga-

nizations tweet – from those with 

millions of followers (celebrities such as Ashton Kutcher 

and Lady Gaga, and politicians such as POTUS and FLO-

TUS, a.k.a., Barack and Michelle Obama), to the likes of me 

with 470 followers as of this writing. Feel free to follow me  

@tjpnugent to help me catch up! 

 From a professional perspective, you can follow ad agen-

cies, pharma companies, and other current and potential 

business partners (including MMS @mmsemail).

START TWEETING

If you’re not on Twitter and you’re interested, it’s easy to 

start. Just go to Twitter.com and follow the prompts to start 

an account. If you have a smart phone, you can download 

a Twitter app. The app is great because you can check your 

tweets while at the airport, waiting in lines, etc.

 I follow almost 2,000 people (the limit) and have come 

across information, insights, humor, and much more that 

I never would have found otherwise. In addition, Twitter 

breaks news stories like the Boston Marathon terror incident 

faster than conventional news media, particularly if you fol-

low reporters as individuals or news networks such as CNN.

Twitter offers timely information and serendipitous dis-

covery, so it’s my #1 favorite social media platform. LinkedIn 

is #2 because it’s excellent for business networking.

My favorite aspect of the digital age is the instant access 

to virtually unlimited information. And the worst aspect is 

the same – instant access to virtually unlimited information. 

This has killed a lot of business models and can be over-

whelming and distracting.

Terry Nugent is Executive Vice President, Sales and Marketing, 
Medical Marketing Service, Inc. (MMS), 935 National Parkway, 
Suite 93510, Schaumburg, IL 60173. He can be reached at 
800-MED-LIST (633-5478) or t-nugent@mmslists.com.

Terry Nugent
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In the 2013 Essential Journal Study, NEJM was named 

in the top three essential journals in all twelve 

specialties studied. 

over 80% say they look to NEJM for: 

• breakthrough studies

• clinical advances 

• best practices in patient care 

From original articles to clinical reviews and advertising too! 

NEJM has a unique ability to engage the physicians you want 

to reach.  Your NEJM Sales Director can tell you more.

 

Source: The Essential Journal Study, The Matalia Group, 2013
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Facebook Friendships 
That Keep on Growing

by Stef Stendardo

T
hrough Facebook, I’ve reunited 
with friends I haven’t seen 
in many years. Also, my high 

school just had a reunion. And 
though I didn’t go to the actual 
reunion, throughout the planning, 
by way of email and Facebook, 
many old friends reconnected. I’ve 
made five to ten possibly permanent 
connections, especially with one 
person who was a friend of mine 
back in high school. Since June, he 
and his husband have come up to my home on Cape Cod 
and stayed with me and my husband. We’ve also gone to 
dinner at their apartment in New York City (two blocks 
from the first place I ever lived in my life). Also, I’ve made 
a couple of other connections, yet to be developed in per-
son, two of which have resulted in fairly regular phone 
conversations.

The school has a FB page on which alumni can access a 
600-page “memory book” that is a collection of our memo-
ries of high school, a catch-up on what we’ve done since, 
and an up-to-date account of where we are now. Because 
it’s on the site and not in print, it keeps evolving and we 
can keep going back to see what’s new. I don’t know that 
the FB page changed the actual reunion, but I think that 
without it – and without the collection of memories, bios, 
etc., posted – the reunion might just have been a regular 
old reunion. Instead there are ongoing, sometimes-long-
distance, many-voiced conversations  that we’re still carry-
ing on, both on FB and in email. I also don’t think all the 
regional mini-reunions that have taken place and are still 
being planned would have happened.

I never really appreciated social media until this 
reunion!

Stef Stendardo is President, Stendardo Communication Ser-
vices, Inc. (SCS), Eastham, MA 02642. She can be reached at 
508-240-1042 or stef.scs@comcast.net.

Stef Stendardo

Expect That You Must Connect
by Eugene Lee

S
ocial media isn’t just cat videos, 
what I’m eating for lunch, or baby 
pictures (though there is a lot of 

that), it’s so much more. I use a social 
platform in nearly all aspects of my 
life. For business, I use Linkedin, Twit-
ter, Google+, and Yammer (internally 
here at CMI). For personal, I use Face-
book, Twitter, YouTube, Klout, Four-
square, Blogger, Tumblr, Instagram, 
Pinterest, and Vine. Then I use specific networks like TripIt 
for travel, Yelp and OpenTable for food choices, and Vivino 
for wine. 

Networking is the obvious value of all these social plat-
forms. But beyond that, you should use these networks and 
who you have in them to be a great source of content and a 
way to centralize or simplify the acquisition of content you 
are interested in. Having key influential people/companies/
content creators in your networks turns your feed/stream/
wall into a great place for you to keep updated on everything. 
“Like” Mashable on Facebook for the latest in technology 
or keep tabs on pop culture by following TMZ on Twitter. I 
think we can all agree that the rate of change in our world 
is only getting faster, so let your network do that for you by 
curating and filtering valuable information that you will then 
consume.

Through social media, abilities like connecting, comment-
ing, and interacting have become the norm. Open yourself 
up to these connections and you might be surprised at how 
much value you get from them.

Social platforms also allow you to scale your “personal 
brand” to a much larger audience than ever before. Use them 
to get your “voice” out there and be heard. 

Finally, just like a Facebook relationship status, embrace 
the fact that social media is complicated! You won’t get it 
right away, it will feel uncomfortable, and it will always be 
evolving.

Eugene Lee is Executive Vice President, Managing Director of 
Communications Media, Inc., 19 West 44th Street, New York, 
NY 10036. He can be reached at 646-840-0717, elee@cmimedia.
com, @eugene_lee, and for all other network connections go to 
www.about.me/eugene_lee.

Eugene Lee

An Anonymous Social Media Casualty

H
ahaha! Does “social media” include classmates.com? I am a classmates.com casualty! I went to the site to see 
what some of my former classmates were up to and reconnected with my first love. We had a whirlwind 
courtship and got married within eight months. That was followed by a drawn out, miserable divorce. So 

your question about best and worst parts of the digital world made me laugh…Thank goodness I have a sense 
of humor about it!!

Facebook Oops!
by John Shattuck

T
his just happened a 
couple of days ago…
My wife Kim (a rela-

tive newbie to Facebook) 
r e a l i z e d  s h e ’ d  n e v e r 
acknowledged that she 
was married in her FB 
profile. So she clicked on 
married. Then the “Wed-
ding”  announcement 
went out! Almost 31 years 
after our wedding day –  
you can imagine the hilarious blessings, congratulations, 
and comments she’s been receiving from her numerous FB 
Friends!
Here is just a sampling…

“Who’s the lucky guy?”
“Does John know about this?”
“Where are you registered? I want to make sure I get the 

right color fondue pot.”
“Ha ha...I would have gladly been a bridesmaid again... :))”
“Did you wear white?”
“How’s John with this?”
Kim handled all this very well – with great dignity and 

humility ;-) She apologized profusely, we had a great laugh – 
but she’s still no one’s “go to” Facebook source.

John Shattuck is Partner and Managing Director, PDQ Commu-
nications, 119 East Palatine Road, #204, Palatine, IL 60067. He 
can be reached at 847-963-1495 or Jshattuck@pdqcom.com.

A very young Christmas pic of the two 
of us. We were married December 11, 1982, and 
I think this pic was from a Christmas party shortly 
after we returned from our honeymoon. I still had 
brown hair – ha.

Fundamental  
Communication Shift

by Bekah Lockner

S
ocial Media is not so much a 
digital age or era, but a funda-
mental shift in how we com-

municate, connect with others, and 
maintain relationships. We enjoy 
increased speed and volume of 
information, including news, vid-
eos, photos, messages from friends, 
or content from brands or influenc-
ers, which is a great advancement. 
It’s this free flow of communication 
and ideas that builds authentic 
connections, helps us maintain relationships, and, ulti-
mately, communicate with the people who matter to us. 

Social Media is so much more than a platform. I see 
my role as helping clients better understand their influ-
encers, competitors, and constituents, and creating a 
strategy and tactics that enable the sharing of relevant 
content and messages. While there is some sacrifice of 
privacy, we gain more access to patients, physicians, 
influencers. This enables us as marketers to better 
understand the needs, wants, hardships, and deep per-
sonal motivations of our targets, and create campaigns to 
bridge those needs. 

Bekah Lockner is Social Media Lead, AbelsonTaylor, 33 
West Monroe, Chicago, IL 60603. She can be reached at 
Bekah.Lockner@abelsontaylor.com or 312-894-5719.

Bekah Lockner

All Access All The Time
by Adrienne Palmieri-Johnston

T
he one social media platform I 
cannot live without is LinkedIn. 
It’s so satisfying to connect peo-

ple to one another. The best thing 
about the digital age is 24/7 access…
and the worst thing about the digital 
age is 24/7 access. 

 
Adrienne Palmieri-Johnston is Senior 
Vice President, Management Supervi-
sor, Ogilvy CommonHealth Medical 
Marketing, 420 Interpace Parkway, Par-
sippany, NJ 07054. She can be reached at 973-352-1045 and 
adrienne.palmieri-johnston@ogilvy.com.

Adrienne 
Palmieri-Johnston ?

Social Network Slang
<3: Love

AFAIK: As Far As I Know

BFN: Bye for Now

BTW: By the Way

Dweet: Tweet While 
Drunk

F2F: Face to Face

FTW: For the Win

GR8: Great

IC: I See

IRL: In Real Life

JK: Just Kidding

JSYK: Just So You Know

KK: Cool Cool

L8: Late

LMAO: Laugh My Ass Off

LMK: Let Me Know

Peeps: People

ROFL: Rolling On The 
Floor Laughing

TMB: Tweet Me Back

TTYL: Talk to You Later

TYT: Take Your Time

TYVM: Thank You Very 
Much

YVM: You’re Very Welcome
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Kids and Social Media
by Chris Lundgren

L
inkedIn is by far the one social 
media platform I can’t live with-
out. It’s a great business tool. 

However, the worst part about social 
media is my kids spend too much 
time on it…and their friends have 
done some stupid stuff through it.

Chris Lundgren is Vice President, 
Sales, Healthcare Data Solutions, 30 
Jackson Circle, Franklin, MA 02038. 
He can be reached at 949-612-9594 or chrisl@hdsdata.com. 

Chris Lundgren

Up to Date
by Brian Skvarla

F
acebook is my social media plat-
form of choice. It keeps me up to 
date with what friends and fam-

ily are doing. However, with updates, 
come a lack of privacy.

 
Brian Skvarla is Senior Associate, 
Digital Media Operations, SSCG Media 
Group, 220 East 42nd Street, New York, 
NY 10017. He can be reached at 212-
845-8150 or BSkvarla@SSCGMedia.com.

Brian Skvarla

Fun and Far-Reaching Features
by Christine Hearne

I rely on Facebook to keep in touch with friends across the miles. I would never be able to see the day to 
day with them and their families without this connection (including pictures!). Using the Events fea-
ture, my family organizes events and parties, which works great for everyone except the older genera-

tion…they still like paper invites. Twitter is, for me, just for fun and laughs. I enjoy reading and retweet-
ing what others put out there – Wisdom to be had, shared. LinkedIn is a nice professional network of 
people who can reach out and touch base with others on industry concerns or a job inquiry. 

There are a couple of drawbacks to social media. The worst is that strange people try and “LinkIn” 
or “Friend” me. The good news is I can ignore them! Also, I’ve found virus protection is pretty essen-
tial while using Facebook if you are a Windows user. I need to change my password a lot to keep 
hackers away. 

The best aspect of these social media platforms is definitely the ability to stay in touch and share words and photos. Having 
kids in another state and another time zone, I love sending a message whenever I want, knowing they can get to it whenever 
they are able between school and work, etc. It’s fun to know what is going on in everyone’s lives. Facebook is like an online 
magazine featuring people you know, just like Healthcare Marketers Exchange! It’s terrific.

 
Christine Hearne is Institutional Sales Representative, The JAMA Network, 330 North Wabash, Suite 39200, Chicago, IL 60611. She 
can be reached at 312-464-2524 or christine.hearne@ama-assn.org. 

Christine 
Hearne

LinkedIn – A Priceless 
Connection

by Lynn Gale, M.B.A.

L
inkedIn is the social media plat-
form I can’t live without. As a 
sales professional, keeping up 

to date with my clients and their 
positions is truly priceless. I rely on 
the weekly updates sent to me via 
email and I check every few days for 
client postings, updates, and sugges-
tions/recommendations. I have also 
worked with individuals where the 
first point of contact was made via 
LinkedIn, either directly through a connection on LinkedIn 
or a search conducted by that individual.

When a client endorses me or recommends my compa-
ny’s products and services, I really appreciate it and send a 
note thanking them for doing so. It’s great too when some-
one simply reaches out to touch base; I like knowing we 
are connected outside our work networks. We are all in this 
together and when we make a greater effort for one another, 
we can create greater results. 

The best part of the digital age is being in touch 
with others in an easy format. The worst is you forget 
how to talk!

 
Lynn Gale, M.B.A., is Senior Account Manager, /alert, 160 
Chubb Avenue, Suite 304, Lyndhurst, NJ 07071. She can be 
reached at 866-243-7996 or lgale@alertmarketing.com.

Lynn Gale
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They still
just can’t
put it
down

In print, online, 
and on the go. 
No matter how 
it’s served, 
American Family 
Physician is still 
the best-read 
journal in primary care—with 
the most average issue readers, 
high readers, high readers 
(% of readers), and average 
page exposures.1  

To learn about promotional 
opportunities, contact the
AFP/FPM Advertising Sales
Team at (201) 288-4440 or
AAFP_NJ@aafp.org, or visit
www.aafp.org/journals/adinfo. 
Reference: 1. Primary Care. Medical/
Surgical Study [slide presentation]. New 
York, NY: Kantar Media; December 2012.
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Tracking Professional 
Moves with LinkedIn

by Maggie Schwarz

L
inkedIn is great for seeing the 
different agencies people have 
moved to. It gives an opportunity 

to  congratulate people on business 
moves and anniversaries, and pro-
vides good professional connections 
and contacts. Plus it’s just fun to 
scroll down and see who you know 
and who you don’t! LinkedIn is great 
but it does have a  shortcoming – it 
doesn’t allow you to insert your web-
site. No .coms  allowed. You can get 
around this by spelling out dot com. 

The unfortunate thing about the digital age is that 
everyone is occupied with their  smart phone  in public, so 
there’s less common daily parlance among people. Whereas 
people used to chat in the elevator, now everyone’s gazing 
at their smart phone.

Maggie Schwarz is a Freelance Writer, 31 Union Square West, 
New York, NY 10003. She can be reached at 212-206-7672 or 
mschwarzny@aol.com and her website is www.MaggieSchwarz.
com.

Maggie 
Schwarz

LinkedIn The Job Finder
by Paul Brady

L
LinkedIn is how I found my job! 
A recruiter posted to a LinkedIn 
group that a Philadelphia area 

healthcare advertising agency was 
growing and had a need for a variety 
of positions. I sent her my resume 
and ultimately was offered the job 
here at CMI.

The best thing about the digital 
age is being able to find information/
answers on the Internet within sec-
onds. We even do our grocery shopping online now. 

The worst is always being connected. There are solutions 
to this, however. Sometimes, it’s nice to put the phone in 
another room or leave it at home and enjoy family/friends 
in person.

Paul Brady is Media Project Manager, Communications Media, 
Inc. (CMI), 2200 Renaissance Boulevard, Suite 160, King of 
Prussia, PA 19406. He can be reached at 484-322-0880 or 
pbrady@cmimedia.com.

Paul Brady

Facebook for 
Family and 

Friends
by Elaine Gaffney

F
a c e b o o k  i s  d e f i -
n i t e l y  m y  s o c i a l 
media community of 

choice. I love how easily 
I can follow my family, nephews, and nieces…in real time. 
I am so much more in touch with them than I would be 
otherwise. My immediate family is now in Buffalo, hours 
away from where we live. But I can keep track of two of my 
nephews there via FB. My niece now lives in Malta with 
her husband. She too is on FB and so we can all chat easily 
across the globe. I can also connect with my husband Pat’s 
nieces and nephews on FB. It allows both of us to keep up 
with new baby arrivals, pics, etc. I really love social media 
for this reason. Just as I was writing this, we were waiting for 
our next niece to be born, getting regular updates via FB. 

I’ve also reconnected with friends from grade school. I 
had no idea where they were. Now we’ve found each other 
and keep in touch through Facebook. 

What I don’t like about this digital age? It’s always 
changing. Just when I think I know something, it changes. 
Also all the acronyms, I get so totally confused!!!! Of course 
I’m old…

Elaine Gaffney is a Media Specialist, Havas Health, 200 Madi-
son Avenue, New York, NY 10016. She can be reached at elaine.
gaffney@havashealth.com or 212-251-8817. 

My neice and nephews.

Excellent Updates
by Daniel J. Adams

W
hen it comes to social media, 
the one I can’t live without is 
Facebook. Not only do I use it 

to keep up with friends and family, 
but I get updates from my favorite 
bands, TV shows, sports, and movies.

Best thing about the digital age is 
having infinite information available 
on demand. The worst part is trying 
to detach yourself from all our phones, tablets, and comput-
ers. It’s becoming increasingly difficult to be “off” for any 
length of time.

Daniel J. Adams is Media Account Supervisor, Communi-
cations Media, Inc. (CMI), 19 West 44th Street, Suite 801, 
New York, NY 10036. He can be reached at 646-840-0717 or 
dadams@cmimedia.com.

Daniel J. 
Adams

Staying Connected and 
Disconnecting

by Allison R. Minutello

I can’t live without Facebook…and 
having it on my iPhone helps 
fuel my obsession, since I can 

hit one simple button and have 
instant, up-to-the-minute access. 
I’m always logged in, so it’s easy. I 
enjoy going on FB to keep connect-
ed to family members and friends. 
It’s also a way to be nosy and see 
everyone’s business!

The thing I love the most about 
Facebook is being able to talk to people in an instant and 
see what is happening in their lives. The worst is that you 
become less present in real life, e.g., texting or looking at 
FB at the dinner table. So when I’m trying to be more pres-
ent and limit myself, I purposely leave my cell phone in 
another room and force myself not to be on it all the time. 
That seems to work!

 
Allison R. Minutello is Media Planner, Medical Media Ser-
vices, Inc., 56 Harrison Street, Suite 202, New Rochelle, NY 
10801. She can be reached at ACiofalo@mmsi-online.com or 
814-353-4847.

Allison R. 
Minutello

The World at Your Fingertips
by Angela Chumpitaz

I can’t live without Facebook. I use 
it to find out about and respond 
to the invitations to upcoming 

events on the pages I’ve “liked.” Plus 
it’s a great way to keep up with the 
things my friends and family are 
up to. Most of my friends are artists 
and they have exposed me to some 
mega-cool stuff I would have never 
even known about if it wasn’t for 
Facebook. 

The best thing about the digital age is having knowledge 
at my fingertips. There are no excuses for not knowing 
about the world. However, the worst part of the digital age 
is that there is no patience. We have forgotten how to take a 
deep breath.   

Angela Chumpitaz is Executive Assistant, Havas Lynx, 200 
Madison Avenue, New York, NY 10016. She can be reached at 
angela.chumpitaz@havasww.com or 212-884-1174.

Angela 
Chumpitaz

Reconnecting Through LinkedIn
by Rich Snow

I find LinkedIn useful for connecting 
with many former colleagues who I 
have lost track of…and old friends 

as well.
Several months ago, I was on 

LinkedIn and came across the name 
of an old college friend who I had 
lost touch with. I sent him a note 
via LinkedIn and didn’t hear back –  
until just before going on a trip I had 
planned. I was going down to a mini 
cousins reunion in Dallas. I was going 
to see a Yankee game and spend a few days with one cousin 
who lives there, along with another cousin from New York. 
Well, I got a note from my friend just before I left. I respond-
ed back and asked him to send me his current contact info. 
It turned out he lives and works almost in walking distance 
of my cousin’s home, which is actually in Ft. Worth!

We made arrangements to meet on the Friday night I got 
down there – and my very generous cousin invited him over 
for a barbecue and a few beers. I saw him again for a great 
Tex/Mex meal and got completely caught up after almost 44 
years! We’ve continued to stay in touch and plan on getting 
together again in 2014.

Rich Snow is an Independent Representative, Online Profession-
al Medical Publications, 104 Grand Street, Croton on Hudson, 
NY 10520. He can be reached at 914-271-9174 or RSnow5@
optonline.net.

Rich Snow

LinkedIn Success
by Jessica Weisbrot

I t’s a classic LinkedIn success story. 
I worked at TV Guide in New York 
City and my husband and I were 

relocating to the Philadelphia area to 
be closer to family. Networking with 
a former colleague led to an infor-
mational interview with one of his 
LinkedIn connections at ADVANCE 
Healthcare Network. Turned out, a 
marketing position opened up that 
week. Now nearly four years later, 
the role continues to evolve with the company and the 
healthcare marketing landscape. 

Jessica Weisbrot is Marketing Supervisor, Advertising, 
ADVANCE Healthcare Network, www.advanceweb.com, 2900 
Horizon Drive, King of Prussia, PA 19406. She can be reached at 
800-355-5627, ext. 1263, or jweisbrot@advanceweb.com.

Jessica 
Weisbrot
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P E R S O N A L  E X C H A N G E

Who is your mentor and how did she impact you?
Jackie Singley. She has taught me everything I know about 
this industry, given me opportunities to expand my skill 
set, counseled me through countless obstacles, and has 
challenged me to grow both professionally and personally. 
I would argue she is one of the most (if not THE most) 
gifted minds in our line of work.

What is the biggest obstacle you have overcome?
Graduate school while working full-time. Looking back I 
really have no clue how I handled the long hours and the 
night classes!

What famous person would you HATE to be stuck in a 
room with?

Ann Coulter.
If you could work doing anything in the world, regard-
less of the income, what would you do? 

Own a farm – because my husband wants one and I like 
cowboy boots and animals.

What are two things on your bucket list?
1. To visit every state in America.
2. To attend an Olympic event.

What is your favorite restaurant?
Not sure I have a true favorite – but I love all Cuban, Por-
tuguese, and Spanish cuisine!

What is your favorite vacation spot?
Punta Cana, Dominican Republic. Nothing can beat the 
people, the sun, the scenery, and the abundance of danc-
ing and cocktails!

What do you think is the most important issue facing 
us today?

The speed at which technology changes and the implica-
tions it will have on the pharmaceutical industry, specifi-
cally accountability of marketing performance and brand 
safety measures.

What do you know for sure?
Do not give up on anything you believe in and always 
have more than one goal on your plate – because once 

one goal is achieved, you’ll need another one to keep you 
occupied.

What three words best describe you?
Moxie, Boisterous, Relentless.

What’s the last good book you’ve read?
Most Talkative by Andy Cohen. His writing is witty and 
fun and it reminds you that your life – especially your 
career – does not always need to be serious.

Favorite movie?
Say Anything. Who doesn’t love a young John Cusack?

Goals?
To become a brand marketer at a pharmaceutical com-
pany; I think I’d make a great client.

What one thing would you have done differently?
I would have taken my college internships more seriously. 
Internships help you gain valuable job insights while test 
driving a particular career without the stress of what hap-
pens if a mistake is made. You can’t beat that opportunity.

What one little thing always makes you happy?
Conflict; and I don’t mean this in a vindictive way. When 
there is conflict and different schools of thought from 
team members, the group brainstorm that follows typi-
cally generates the most unique and innovative ideas for 
our clients.

If you could see anyone in concert, who would it be?
Toby Keith.

What is your favorite quote?
“Success can be failing.” I heard this from a senior brand 
marketer and will never forget it. The message was 
empowering and motivating and has really pushed me 
to break the mold of conservative thinking and to take 
chances with recommendations.

What was the best present you ever received?
As an engagement present, my husband and I received a 
black and white sketch of our dogs. The gift was personal 
and unique and will hang in our house well after they are 
gone, reminding us of when we began our little family 
together.

What is your most memorable birthday?
The most memorable ones are the ones we can’t remember.

What is one thing you can’t live without?
How about two; The New England Patriots and Spanish 
red wine.

What do you collect?
Wrapping paper. This sounds a little strange, but I love 
wrapping gifts. At any given time I have a variety of rib-
bons, bows, décor, and 20+ rolls of wrapping paper.

Kristen Vayda is Associate Director, Digital Media Strategy & 

Analytics, Ogilvy CommonHealth Medical Media, 424 & 426 

Interpace Parkway, Parsippany, NJ 07054. She can be reached 

973-352-4187 or kristen.vayda@ogilvy.com.

Kristen Vayda

Name: Kristen Vayda
Birthplace: Secaucus, NJ
Marital Status: Married
Children: Furry Children; Nala (American Bulldog) 
and Hank (Boston Terrier)
Occupation: Associate Director, Digital Media 
Strategy & Analytics
Years in Industry: 3
College: Montclair State University, M.B.A.; 
University of Rhode Island, B.A.
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CALL US TO LEARN MORE.

We are a full-service agency dedicated to managed markets. 
Our singular focus makes us an exceptional strategic partner, 

giving you the smart edge. 

www.medimediamanagedmarkets.com Lee Termini 267-685-2702

Our Name Says It All

It’s who we are. It’s what we do.
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Pharmacists are the last healthcare 

professionals to speak to the 

patient before they receive and take 

their medication. Are pharmacists 

recommending your product, or 

suggesting an alternative to it? 

Pharmacy Times is the number one full-
service media resource, with over 100 
years of credibility, integrity, and trust. 
We can deliver your brand‘s message to 
pharmacists anytime, anywhere.

Pharmacy Times can reach the entire 
pharmacy audience with a coordinated 
and integrated multimedia approach 
allowing advertisers to easily achieve the 
optimal frequency that results in brand 
recognition and message retention.

•  Pharmacy Times journal circulation 
includes over 168,000 retail pharmacists

•   Our media resources include print, 
digital, mobile, live events, and custom 
educational programs

•  We offer more than 15 advertising 
and single-sponsor opportunities to 
communicate your brand’s message

That’s how many times pharmacists talk to 
patients and caregivers every day.

Shouldn’t you be talking to pharmacists?

To learn more about how to talk to pharmacists, visit www.pharmacytimes.com or call Ashley Talamo at 609-716-7777

*Calculation based on the 173,250 retail and 63,250 hospital pharmacists reported by the US Bureau of Labor Statistics and Manhattan Research’s Taking
the Pulse® – Pharmacists 2012 study which reports that retail pharmacists talk to patients and/or caregivers 57 times a day and hospital pharmacists 27 times a day.

It’s time for

*

http://www.pharmacytimes.com/

