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People build relationships with 
brands in the same way they 
build relationships with people – 
and it’s all about getting to know 
one another and building trust



Rank Brand Score Value 
($B)1 98.32

2 93.29

3 79.21

4 78.81

5 59.55

6 46.95

7 41.99

8 39.61

9 37.26

10 35.35
Source: Interbrand Corp., brand valuation study

Generate new 
revenue

Expand 
margins and  
profitability

Protect revenue

Brands That Build Strong Relationships Yield Business Results

Drive  
Choice

Command 
Premium

Secure 
Loyalty

2013 Best Global Brands



Our Process



Find the link 
between Heart

and Science

Insight Intellect Imagination Interaction Improvement Impact



Deep Dive Fueled by 314 Cups of Coffee 
• 4 industry/oncology analysts 

• 3 clinical investigators for 

Merrimack 

• Merrimack on-site visit 

• IDIs 

- 1 community oncologist 

- 1 academic oncologist 

- 1 systems biologist 

- 1 traditional biologist  
- 1 oncology nurse 

• Conversation with                   

Spectrum Science, your PR agency 

• Social listening to gauge sentiment 

for Merrimack & its scientific 

approach 

• Digital audit 

• Syndicated research  
& reports 

• General literature &   
publications search 

• Competitive audit



What we learned… 
About Merrimack 
About the Landscape



• A disease with a high unmet need, in part because regulatory hurdles are lower  

• A robust pipeline where early data looks promising 

• Portfolio diversification to mitigate exposure/risk 

• Significant, fast upside with manageable downside

Investors

Merrimack has nanoliposomal 
encapsulation technology which can be  
used across a variety of targets.  That's a 
powerful asset because it has the potential 
for a variety of chemotherapies across a 
variety of indications.

“

“
They have a robust asset, and the 
pancreatic cancer space is an untapped  
market, especially in second line.

“
“



• Are not familiar with Merrimack  

• May not know what Systems Biology is, but once they do, they 
believe it is important 

• See Merrimack as an attractive potential employer

Scientists

Systems Biology - I think this 
is the future of medicine.“

“



• Interested in how a therapy or therapeutic approach can help 
their patients 

• Not interested in the method of drug discovery  

• Rarely understand what Systems Biology is, particularly the 
interdisciplinary aspect 

• Only clinical trial investigators are familiar with Merrimack

Oncologists

Systems Biology? That's 
very vague. I don't 
know what that means.

“
“



• Not dollar driven; motivated by a desire to cure cancer & 
relieve the burden on patients and families 

• Love the freedom, flexibility, nimbleness at Merrimack; lack of 
“territoriality” is valued 

• They feel they have permission to try new ideas and 
approaches 

• Multidisciplinary teams and the collaborative pod approach is 
highly motivating

Employees

It’s exciting. Each day 
can bring something 
new and unexpected.

“
“



• ...Merrimack doesn't own its own story 
• Analysts respect and understand Merrimack’s scientific approach, but are leery of 

potential pricing and FDA issues; however, the stock performance and overall 
positive analyst ratings show they are getting a positive story out there 

• Corporate image is not part of conversation, leaving Merrimack with a blank slate 

• MM-398 offers hope to patients, caregivers, and doctors who are all anticipating 
the drug, but remain skeptical

Digital Audit Revealed...



Merrimack Topic Cloud



Building the Brand

Building the Case  
for the Brand

Scientific and Medical 
Community

Institutional Financial 
Community



What are the costs and 
benefits of a Tx?  This is 
what institutional investors 
are looking for.

“
“

What they look for is 
balancing risk and reward; 
brand isn’t something 
they think about. “

“

If you can get leading 
proponents (oncologists) to 
support your Tx, especially in 
late stage, it shows 
commercial viability.

“
“

Brand is not important to 
institutional investors; 
they want to know about 
the ROI.

“
“

Investors see through a façade of 
a website.  A company cannot 
influence an investor with image 
alone.  Pipeline is everything.

“
“

Biotech Start-Up Executive 



Competitive Landscape



Seattle Genetics

Pharmacyclics

Genentech

CelgeneRegeneron

Tesaro



Visual Vocabulary 

• People: individuals, families, some actual patients with minimal background 

• Science: test tubes, beakers, goggles, etc 

• Color palette: Blue dominates 

The Narrative 

• Innovative, “new science” 

• Patient-centered 

• Driven but kind, caring & sincere tone

Category Conventions



Company-Centric Patient-centric

Differentiating/Proprietary 
Scientific Presentation

Non-Differentiating  
Scientific Presentation

Based on Websites & Corp. 
Advertising (where available)

Advancing Anti-Body Drug Conjugates

Targets, Mechanism, and Disease: 
Biomarker Development

We are striving relentlessly to 
develop new medicines for 

patients.

Committed to improving the 
lives of patients worldwide

Making a difference for the 
betterment of patients

We are a science-driven community seeking to 
understand the complexity of the disease, 

engineer better solutions and deliver life-saving 
results for patients

Together we can make a 
difference



Challenges Opportunities

•Develop a strong brand to insulate 
Merrimack from the “bumps”

• Unpredictable “bumps” with various agents 
in testing

• Shape the corporate brand story and 
communicate to key stakeholders

• Nothing in the market; no proof of success

• Low brand awareness

• Use corporate brand story to convey that 
Merrimack is more than any single product

• Systems Biology not broadly understood

• MM-398 niche volume opportunity

• Utilize the brand initiative to educate and 
align employees to the Merrimack Way 

• Maintaining your culture in the face of (off-
campus) growth



Branding Merrimack



Defines who you are as a company Defines how you express yourself to the marketplace

Updated as needed to respond to customer/
patient experience needs and/or communicate 
new products and services

Only updated when the business strategy changes

BRAND  
ARCHITECTURE 

CREATIVE 
DEVELOPMENT 

- Investor kit 
-Website 
- Internal comms 
-Employee 

engagement 
toolkit 
-Brand guidelines 
-Social media 
-Content 
-Student ed 
-Conf. presence 

BUSINESS STRATEGY DEVELOPMENT 
-Brand history & mission 
-Overall business  & division 

strategies 
-Key target audiences 
-Market opportunities & 

challenges 
-Competitive context 
-Existing & potential 

partnerships 
-Employee engagement, 

retention, and recruitment

VALUE PROPOSITION 
-Build corporate brand 

value prop using business 
strategy inputs 
!
-Understand nuances 

across each division

BRANDING 
ELEMENTS 
-Messaging 

platform 
-Visual 

vocabulary 
-Tone of voice

MERRIMACK 2.0 MARKETING 
- Investor events (conf. 

calls, dinners, meetings/
conferences) 
-Employee environments 

(launch email, break room 
poster, screen saver) 
-Employee event (kick-off 

party) 
-Public assets (lobby 

posters, lobby video, biz 
card) 
-Brand guideline 

deployment (guidelines 
webinar, guide, online 
portal of assets) 
-Media event (kick-off) 
-Tracking and 

measurement

Our Branding Process

CORP BRANDING 
IMPLEMENTATION 
STRATEGY 

-Medical & 
scientific 
communities 
- Investors  
-Employees  
-Engineers & IT 

professionals 
-Others



• Committed to peoples’ 
health and well-being  

!
• Help doctors and nurses 

care for patients 
!

• Extensive CSR programs

• “Cultivate a better 
world”  
!

• Locally and ethically 
grown produce 

!
• Transparent about 

supply chain process 

• Technology as an intuitive 
experience 
!

• Customer involvement 
and attention  

!
• Enhanced communication 

via technology

Approachable Ethical Caring

Brands That Get It



Systems Biology

Brainy

Systematic Innovative

Customized treatment of 
consumer/patient

Evident moral compass

Cares about 
consumer/patient

All-inclusive, looking at business/
problem from multiple perspectives

Merrimack Is Poised for Success

Culture

Involves consumer in 
the process

Use of technology: social media, 
interaction with consumer, etc

Transparency

Signs of flexible, casual 
employment

Creative



Who You Are



Value Proposition

• Tells your audience why they should believe in your Company (and 
brands). It should be differentiated and sustainable 
• Derived from your mission and vision  

• Should “umbrella” all divisions of the company 

• Imputes the market’s strategic imperatives and the company’s business objectives and 
core competencies 

• Needs to include the 

• WHO – are the high priority targets that will drive profit and growth 
• WHAT – you promise 
• WHY – you can deliver what you promise



Merrimack Value Proposition

Why 
Merrimack can promise this

What 
Merrimack promises

Who 
Are the high priority 

targets that will drive 
profit and growth

Investors, healthcare professionals, the scientific community, our employees, and others who 
embrace our determination to cure cancer, and who are inspired to partner with us to get it done

The defeat of cancer

Because we understand the complexity of cancer and the dynamic biology of the disease, we have 
centered our approach around Systems Biology.  This holistic view of cancer leads us to deploy 

multi-discipline teams to develop integrated solutions that include precision, companion 
diagnostics.  We deliver the right patient to the right therapy at the right time.



Brand Pyramid



Target

Insight

Reasons to Believe

Key Takeaway

Brand Values

Brand Character

Brand Essence

Investors, oncologists, scientists, employees, and others who embrace our determination to 
solve cancer and are inspired to partner with us to get it done

“In today’s flat world, characterized by collaboration and integrated ecosystems, 
component-focused, reductionist medical treatments are not poised to drive 
success in the cure for cancer.”

Merrimack is pioneering a different way to solve cancer: 
• The only company with a Systems Biology approach throughout the R&D process 
• Fully committed to delivering better solutions to advance personalized medicine  
• Collaborative pod organizational structure promotes synergy within a multidisciplinary research team

Caring Creator

By taking a radically different approach to the complexity of cancer, 
Merrimack is revolutionizing cancer research and care

Passion, authenticity, continued learning, and multidisciplinary 
teamwork

Curious, courageous, and brainy



Creative



Boundless





The Merrimack Way





See More







































Rockwell



Universe Light



Akko Rounded









The Merrimack Brand Experience



• Project a corporate image whose people are known for their 
passion for humanity and innovation and are advocates for 
Merrimack’s methods

• Own Systems Biology in the industry
• Make Merrimack synonymous with Systems Biology
• Inform, educate, and level set all audiences around the 

practice of Systems Biology and the difference it makes in 
cancer treatment

Telling the Merrimack Story



Systems Biology 
Ed

Patient 
Support & 
Advocacy

Corporate 
Culture

Content 
Marketing

CMS

Recruitment



Global, local for all 
audiences

Systems Biology 
Ed

Recruitment

Content 
Marketing

Patient 
Support + 
Advocacy

Corporate 
Culture

CMS

Internal 
communications 

platform



“Merrimack Current”

Merrimack  
“See More”

Systems Biology 
Ed

CMS

Patient 
Support + 
Advocacy

Corporate 
Culture

Content 
Marketing



Video series, 
“Working at 
Merrimack”

“Ask Merrimack” 
real-time engagement

AR business 
card mosaic

Internal 
communications 

platform Systems Biology 
Ed

Patient 
Support + 
Advocacy

Content 
Marketing

CMS

Corporate 
Culture

Recruitment



Investor's kit

Educational video 
segments

Paid media

Global, local for 
all audiences

Systems Biology 
Ed

Recruitment

Corporate 
Culture

Patient 
Support + 
Advocacy

Content 
Marketing

CMS



Educational video 
segments

Sponsored content

Recruitment

Corporate 
Culture

CMS

Patient 
Support + 
Advocacy

Systems Biology 
Ed

Content 
Marketing

Student 
education 
program



Advocacy 
groups/PR

Whole person 
approach

Educational video 
segments

Systems Biology 
Ed

Recruitment

Corporate 
Culture

CMS

Patient 
Support & 
Advocacy

Content 
Marketing

Computer 
modeling



Systems Biology 
Ed

Patient 
Support & 
Advocacy

Recruitment

Corporate 
Culture

Content 
Marketing

CMS



Current Topic Cloud



Desired Topic Cloud



Case Studies



   Objective 
• Re-brand Humana from an insurance company, focused on Medicare 

members, to a health & well-being company that wants to partner with 
everyone for better health outcomes 

   Background 
• Humana is a Fortune 70 company, deriving the bulk of its revenue and 

profit from its Medicare Advantage product.  The seismic shift in 
healthcare, provoked by the ACA, has inspired Humana to broaden its 
appeal, make acquisitions which can deliver a coordinated care 
experience to all (acquiring physician practices, employee coaching 
services, urgent care centers, in-home care capabilities, behavioral 
support platforms, etc)   

   Action 
• As Humana entered 14 state health exchanges, it also rebranded itself, 

beginning in April 2014, to align to its new Brand Proposition, “Health 
Partner for Life.”  As your health partner, Humana identified the key 
problem today: the healthcare system has been complex, impersonal, 
and not accessible to millions of Americans. 

   Solution 
• Humana proposed to “close the gap” between people and the care they 

deserve, by telling the story of how they were simplifying the system and 
improving the member experience.  And, they invited people to 
participate in the solution.

From Medicare 
product focus…

…to a company 
messaging platform 
that speaks to anyone 
who wants to positively 
affect their world 
through better 
healthcare



CREATIVE 
DEVELOPMENT 

- Investor kit 
-Website 
- Internal comms 
-Employee 

engagement 
toolkit 
-Brand guidelines 
-Social media 
-Content 
-Student ed 
-Conf. presence 

Defines who you are as a company Defines how you express yourself to the marketplace

Updated as needed to respond to customer/
patient experience needs and/or communicate 
new products and services

Only updated when the business strategy changes

CORP BRANDING 
IMPLEMENTATION 
STRATEGY BRAND 

ARCHITECTURE

BUSINESS STRATEGY 
DEVELOPMENT 

-Brand history & mission 
-Overall business  & division 

strategies 

-Key target audiences 

-Market opportunities & 
challenges 
-Competitive context 

-Existing & potential 
partnerships 
-Employee engagement, 

retention, and recruitment

VALUE PROPOSITION 

-Build corporate brand 
value prop using business 
strategy inputs 

!
-Understand nuances 

across each division

BRANDING 
ELEMENTS 

-Messaging 
platform 
-Visual vocabulary 
-Tone of voice

 MARKETING

COMPANY



Measuring Corporate Brand Performance

Investors

Analysts

Patients 
& Families

Employees
Social 

Networks
Government

Science & 
Research 

Community
Industry 
Partners

Physicians

Media 
Influencers



Measure the shift over time, of Company Brand Recognition and Company Brand Regard: 
• How aware of Merrimack are your audiences?  Is this increasing?  Why or why not? 
• What do they think of you?  Are Merrimack attributes improving, degrading, or stagnating?  Do you have more promoters than detractors? 

Measurement methodologies are highly dependent upon audience incidence and the desire for 
statistically significant project-ability versus preference for rich qualitative input, and budget parameters. 

Potential methodologies to be considered include:

Measuring Corporate Brand Performance

In-market 
tracking, through 
a quarterly online 

survey

Recruited panel 
discussions to 

capture a 
qualitative 

pulse

In-depth 
individual 

interviews with 
stakeholder 

representatives

Digital auditing, 
to include 

sentiment analysis



Social Data Analysis, Including Sentiment

Media

Research and BICustomer Service

Public RelationsDigital Strategy

Communication

Measurement

Engagement Effectiveness

Planning

Search

MessagingCreative
Outreach

Audience

Merrimack 
Corporate 
Brand

Product

Social  
Analysis

Social

Sales force Support 
programs

Sentiment

Impact

Competitive insights!

• Share of Voice 
(Volume) 

• Sentiment (Attitudes) 
• Key Channels 

(Distribution/Virality) 
• Key Influencers 

(Conversation drivers) 
•  Competitive Business 

Intelligence 
!



• Proven corporate branding experience 
• Depth of scientific understanding 
• Ability to deliver and integrated brand experience 
• Willing to challenge the status quo 
• Heart & Science

Five Reasons You Can Expect Great Things from 
Partnering with LLNS



Thank You!


