CLIENT SUCCESS STORY

Discover Companies Like Yours Who
Have Found Success With Legacy DNA
Axium Healthcare Pharmacy Builds Strong Brand Equity Across
the U.S. and Becomes an Attractive Acquisition Target for The Kroger Co.

About Axium Healthcare Pharmacy
When Axium ﬁrst entered a still-young specialty pharmacy market in 2000, it was a pharmacy focused solely on
treating patients with the hepatitis C virus (HCV). The company’s vision was to “improve outcomes one
relationship at a time” — and it did, consistently delivering the highest level of care and clinical support to each
patient through a devoted team of doctors of pharmacy, registered nurses, dedicated patient care coordinators,
and reimbursement specialists.
Fast-forward just over a decade, and Axium grew into a nationally-recognized specialty pharmacy with multiple
locations in the U.S. and in Puerto Rico. The company increased its support to more than 13 chronic conditions and
rare diseases, including oncologic conditions, multiple sclerosis, Crohn’s disease, and rheumatoid arthritis.

Axium Healthcare Pharmacy was continually recognized for its
initiatives and growth, earning the 2011 SMART Award in Healthcare & Life Sciences from the Orlando Chapter of the Association for
Corporate Growth (ACG Orlando), as well as being named in the Inc.
500/5000 List of America’s Fastest Growing Private Companies.
In 2012, Axium merged with The Kroger Co., a leading provider in
health and wellness services and the ﬁfth largest pharmacy in the
U.S. The resulting growth continues today, providing specialized
care for specialty pharmacy patients through Kroger Specialty
Pharmacy and its thousands of pharmacies and The Little Clinic
locations across the country.

“Dr. Roxie and the Legacy DNA team has been the cornerstone of partnering with Axium Healthcare to create a national brand in the specialty pharmacy industry. They played a key role in
strategy, mission and value creation for the organization. They have a great grasp of marketing
and communication from a strategic and fundamental perspective.”
– Mark Montgomery, CEO
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Corporate Blandness, Me-too
Marketing Plus Disparate, Inconsistent
Positioning, Messaging, and Branding
Before its merger with The Kroger Co., when Axium engaged Legacy DNA
Marketing Group in 2010, the specialty pharmacy industry had grown by
17.1 percent and represented 25 percent of prescription drug spending.
Those growth rates were (accurately) expected to continue skyrocketing.
As a company on the cusp of massive opportunity, the leadership
team was experiencing growing pains from the industry’s fast growing
pace and the ability to scale the business.
As Axium quickly and steadily expanded to add a dozen more therapy
categories, its team, operations, and strategies had to expand with it.
However, the company’s marketing resources weren’t quite as elastic —
they were stretched thin, resulting in reactionary marketing activity that
didn’t have room to include forward-thinking, research-backed strategies.
This carried into the company’s positioning, messaging, and branding.
Marketing tactics were disparate, inconsistent, and lacked a uniﬁed voice
and direction. Further, marketing communications were immersed with
corporate blandness and me-too marketing, which was preventing the
company from breaking through the noise and proving why they were
diﬀerent and the better alternative for quality specialty pharmacy services.
Marketing materials were often created ad hoc by sales reps or clinical
staﬀ. While the Axium workforce had keen knowledge and insights of the
specialty pharmacy industry, the internal team was missing the high-level
understanding of marketing and branding strategies that the company
desperately needed to create value and equity in its brand.

It was clear to Axium’s leadership that the industry was on a long
and fast-paced trajectory, with massive opportunity for growth.
They knew that in order to surpass the competition, they needed to clarify
their position, develop their brand story, and bring that story to life
through brand experiences that resonated with patients, providers,
payers, and drug manufacturers.

Axium needed a full-service external marketing team
with strategic, tactical, and clinical know-how — and a bold
approach — to enhance the company’s foundational assets
and lead the development and implementation of the
company’s strategic marketing plan year after year. That’s
when they sought the help of Legacy DNA Marketing Group.
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Marketing problems
included:
• Minimal strategic and ﬁnancial
resources were allotted to marketing
initiatives
• Reactionary and tactical marketing —
putting out ﬁres instead of building and
executing forward-thinking strategies
• Disparate and inconsistent brand
elements that prevented strong,
memorable positioning
• Limited brand awareness
• Virtually no digital presence to build
relationships with customers and
stakeholders or to share success stories
outside of the company
• Overshadowed by the company’s
growing competition
• Lack of original content to illustrate
brand value and engage web and social
media visitors
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Elevated Brand Recognition and Afﬁnity for the Brand
The partnership began in August of 2010. The Legacy DNA Marketing Group team dove in by conducting a
comprehensive audit, analyzing Axium’s current presence and performance in areas including branding,
positioning, messaging, print and digital content, web and social media presence, SEO/SEM eﬀorts, advertising,
and trade show events. The audit revealed inconsistencies in positioning, branding and messaging, as well as
a digital presence that needed signiﬁcant work.
In addition to marketing activities like message mapping, cohesive brand
development, and capability presentations created for managed care,
Legacy DNA designed and facilitated numerous National Sales Meetings,
designed and developed a powerful website, and helped the company
stand out above the rest with compelling tradeshow booth graphics.
In an industry that was increasingly becoming commoditized, it was
important to diﬀerentiate the company from other specialty pharmacies.
Legacy DNA invented a ﬁctional, friendly, relatable, and knowledgeable
character for the company’s brand persona, known as “Your Helping Hand,”
to serve as the company’s spokesperson and drive the company’s
brand recognition to new levels.

In an industry that was
increasingly becoming
commoditized, it was
important to differentiate
the company from other
specialty pharmacies.

“Your Helping Hand” was considered everyone’s
knowledgeable, sassy, and smart nurse who had all the
answers. She was a visual representation of everything
Axium stood for — she helped grab the audience, build
familiarity and aﬀection for the brand, and boost the
company’s reputation and customer base.

Your
Helping
Hand

Further, Legacy DNA built a strong digital presence,
which consisted of building and managing social media
accounts on Facebook, Twitter, LinkedIn, and Google+, as
well as developing and publishing original content in the
form of blogs, white papers, infographics, and physical
and digital marketing point of service (POS) materials.
Legacy launched and managed pay-per-click (PPC) advertising campaigns to promote the content across all
stakeholders and across all platforms.
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With the added expertise of Legacy DNA, Axium experienced the following results:

• Obtained URAC accreditation, which worked to showcase
the company’s credibility, dedication and position as a
market leader
• Developed and uniﬁed branding elements and messaging
to solidify market positioning in the hearts and minds of
patients and stakeholders
• Created value and thought leadership through informative
and engaging content such as press releases, blogs,
animated videos, infographics, and white papers

• Enhanced the UI/UX and successfully launched
their OnePlace® patient and provider portal,
which boosted market share during the HCV
product line peak
• Built, managed, and signiﬁcantly grew its social
media presence on Facebook, Twitter, LinkedIn,
and Google+
• Conducted social media training for the
company’s sales team to harness the platforms
as lead generation and relationship building tools

• Built up Axium Healthcare Pharmacy as an attractive
acquisition target for The Kroger Co.
• Won the 2013 Ernst & Young Entrepreneur of the
Year Award

• Secured new manufacturing contracts because of
its innovative and forward-looking approach

“I worked with the Legacy DNA team on designing marketing collateral and developing sales
strategies for Axium. They have tremendous marketing knowledge and think outside of the
box to come up with real actionable solutions. In addition to marketing services, the company
provided creative design services (for collateral, websites, logos etc.) that were the best I have
seen in the industry. I highly recommend Legacy DNA as a one-stop solution to all your
marketing needs.”
– Tina Valbh, VP of Trade Relations
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Supercharging the Axium Brand
Over the course of the six-year partnership, Legacy DNA worked
with Axium Healthcare Pharmacy’s executive leadership team to
fortify the brand, build it to unprecedented heights, and surpass its
competitors. The partnership’s hard work paid oﬀ, as Axium grew
into an attractive acquisition target for the largest grocery and ﬁfth
largest pharmacy company in the U.S.

Today, Axium Healthcare Pharmacy operates as Kroger Specialty Pharmacy,
a wholly-owned subsidiary of The Kroger Co., serving patients across the country and
continuing to fulﬁll its mission of building stronger patient relationships and improving
the quality of life with a chronic condition — one patient (and relationship) at a time.
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Brought to You by
Legacy DNA
Legacy DNA Marketing Group is the most desirable healthcare marketing ﬁrm for
specialty pharmacy and health brands. They are handpicked for their bold approach
to delivering meaningful marketing outcomes.

Light. Years ahead.
Legacy DNA is up-to-speed on all the latest strategies required to succeed in today’s
competitive specialty pharmacy landscape, and it was the ﬁrst agency to help
healthcare companies diﬀerentiate value-based healthcare from volume-based
healthcare. They’ve been marketing value-based healthcare since 2007 — before the
Aﬀordable Care Act was passed and pay-for-performance became the new normal.
For more information on how we help pharmacy and healthcare businesses like
yours reach success, email us at attention@legacy-DNA.com.
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