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Advertising Agency for Independently Owned Pharmacies Nationwide providing TV 
and Radio Commercial Production, Billboard Designs and Branding Campaigns

CEOCFO: Ms. Leventhal, what is the focus at Leventhal Productions today?
Ms. Leventhal: I call my agency a boutique advertising agency and it is the only one 
that I know of that completely and exclusively handles advertising for independently 
owned pharmacies on a nationwide basis. I have found over the years that the big box 
stores are out there advertising on a consistent basis and the independent pharmacist 
needs a voice. I feel like I have become the voice of the old corner drug stores.

CEOCFO: What is the nature of the industry for independent pharmacies?
Ms. Leventhal: Contrary to what most people think, the independent pharmacy is still 
very much alive. There are over 28,000 nationwide. I work with pharmacies from the 
smallest of towns to the biggest of cities. They can be anywhere -- in Middle America, in 
rural communities, and in large cities like Los Angeles. They’re scattered everywhere, 
and are very much alive and doing quite well.

CEOCFO: When might a pharmacy turn to Leventhal Productions for assistance?
Ms. Leventhal: I think the independent pharmacy that doesn’t advertise needs to get on 
the bandwagon. They need to be telling people, now more than ever before, who they 
are and what they do. They have to understand that even if they’ve been in the same 
location for 20-40 years, everyone does not know that they are there. We provide all 
kinds of services. We negotiate the advertising packages, produce television and radio 
ads; we do the layouts for any printed pieces, including outdoor billboards and bag 
stuffers, newspaper ads and brochures. We’re a full-service agency that provides 
specific kinds of advertising for the independent pharmacy owner.

CEOCFO: Is the focus typically on service and personalization?
Mr. Leventhal: There has to be more to it today then ever before. If a pharmacy just advertises the fact that we love you, 
you’re great, friendly and we offer tax service, that’s not going to bring in new foot traffic. You really need to be targeted. 
You need to produce call-to-action campaigns, whether it’s a children’s vitamin giveaway, or giving away free test strips, 
or synch your apps to where they synchronize your medication to pick them all up at the same time, as well as compliance 
packaging, diabetic products. These are all hot topics in pharmacy today -- and these are topics that the big chain stores 
will not even touch. I always tell my pharmacy owners that you need to distinguish yourself from everyone else. What 
makes you different? What do you offer that these other guys don’t?

CEOCFO: How do you stay on top of the trends?
Ms. Leventhal: I’m a real good listener. I attend a couple of pharmacy conferences a year and learn a lot that way. I 
subscribe to every newsletter and every pharmacy magazine there is. I talk to my clients -- they’re on the front line of 
pharmacy, out there every day serving their customers. They tell me a lot and educate me every day in terms of what’s 
working and not working, what they’re doing, what’s new. I learn a tremendous amount by being a good listener and 
talking to my clients every month. It’s an ongoing process. The learning curve never ends.

CEOCFO: Would you walk us through an engagement?
Ms. Leventhal: A good case in point is I just attended a pharmacy conference in Orlando and signed up a gentleman who 
has the third largest grocery medicine shop pharmacy in the nation. He’d been advertising with me for three to four 
months and he came up and said that since he has started working with me, his business had jumped 14%. I hear this a 
lot. I get calls from my customers saying that someone transferred all their prescriptions to them because they saw the 
commercial or they didn’t realize that they offered something. I’m always getting calls like this from my customers, telling 
me that this is really working and they can see it and wrap their arms around it.
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CEOCFO: What do you like to show in the commercials?
Ms. Leventhal: I like to show the pharmacy owner and the people that work there because it’s not the physical building 
that makes the pharmacy a success, it’s the owner and the staff that people see and talk to on a daily basis. In my 
commercials I integrate the pharmacy owners, the people who work there, the testimonials from customers who are really 
happy. I like people to see faces. I think it’s very important to localize the commercials to show the faces of that pharmacy 
because that’s what that pharmacy is. It’s not the building or the product – it’s the faces of the people who work there that 
make the pharmacy what it is.

CEOCFO: Do you think that the public is hungry for a little more personalization or do they need to be educated 
to something more than the typical chain pharmacy?
Ms. Leventhal: I think they are hungry for it, I just don’t think they know where to look. It’s hard to find customer service. 
It’s hard to find people that really care. It’s hard to find people who go out of their way, above and beyond, to do things for 
you in business today. It’s very hard to find that kind of environment, especially in the huge corporations and the big box 
stores. You’re not going to find that. I feel like it’s a throwback to the good old days where you walked in and felt like you 
were part of the family, where the business owner knew you and your family and your history -- and that is huge! It gives 
you a great deal of confidence and security knowing that when you’re walking into a business, they know you, your 
healthcare and they’re going to take care of you.

CEOCFO: Do you find that you are expanding the geographic range of many of your clients?
Ms. Leventhal: On the average, most people travel to a pharmacy three to five miles maximum, whether it’s an 
independent pharmacy or a chain. In rural areas, it may expand beyond that because resources are limited, but on the 
average that maximum is about five miles.

CEOCFO: How are pharmacies able to compete cost wise or are people willing to pay a little more?
Ms. Leventhal: That is the whole misnomer about independent pharmacy today. You are not going to spend any more in 
an independent pharmacy that you would going to a Wal-Mart. First of all, the prices of a great deal of medications today 
are dictated by insurance companies. What you’re going to pay for a prescription at Wal-Mart is what you’re going to pay 
for a prescription at Bill’s drug store. The over-the-counter products are cheaper cost-wise than they are in the box stores 
in many cases. People, for some reason, feel that when they shop at in independent pharmacy, they’re going to be 
spending more and that is just not the case.

“There’s no other advertising agency that has devoted their entire 35 year business to giving the 
independent pharmacy a voice in a cost-effective way.” - Judy Leventhal
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CEOCFO: How do you reach out for prospective clients? Do they know to look for you?
Ms. Leventhal: I wish they did. I’ve been doing this a long time, so my name has been thrown out there much more. 
Customers that have used me have told other pharmacy owners about me. I’m on the phone making phone calls all the 
time. I will attend a tradeshow and come back with lots of leads and hope to close at least a third of the prospects that I 
got from that pharmacy show. It’s a combination of many different things. It’s me making phone calls, it’s my clients telling 
other folks, and it’s me trying to get out there in pharmacy trade shows, and telling people what I do and what I can do for 
them.

CEOCFO: Are pharmacies surprised there is someone that is offering what they need to increase business?
Ms. Leventhal: They’re very surprised because the big advertising agencies would never do what I do. Why? Because on 
the average, most of these independents do not spend tens of thousands of dollars on advertising. It’s a lot of work, very 
labor intensive. We provide all the monthly production at no charge -- which is huge. There aren’t any other agencies that 
would even touch this. They’d want a quick fix. They’d want to know that a client is spending 50,000- 60,000 a month. 
They would charge an enormous amount just in production. We’re the complete opposite. There is nobody that would 
even want to work with my clients because none of them spend a tremendous amount of money a month.

CEOCFO: Who does the production and shooting of the commercials?
Ms. Leventhal: I do. I have crews all over the United States. Locally, I have two or three different crews that I work with. I 
own my own production facility here in St. Louis. An editor comes in every month and we cut all the TV commercials here 
in my facility. I have three or four voice-over talents that work with me and there’s a radio production company that I work 
with that cuts the radio spots. It takes at least half a dozen people every month, not including myself, to get this whole 
process done. 

CEOCFO: How did you know when you started that you could make such a difference for the independent 
pharmacy? Was it a deliberate strategy?
Ms. Leventhal: No, it was not. I started working in TV news back in 1977. I was working my way through college and I 
ended up becoming an intern here in St. Louis. At the time, it was the ABC affiliate station, KTVI, which is now FOX. I 
started working in the newsroom and there was a little bald-headed pharmacist by the name of Max Leber, who had a little 
show on the news called The Corner Drug Store. It was very successful here in St. Louis. He and I became great friends 
and I asked if he’d ever thought about syndicating the show, which ran 90-seconds, and he said he hadn’t. I took that 
show, became the owner of it, and syndicated it for 18 years. I produced it and sold it to sponsors. I did everything, 
worked around the clock, getting that show out across the nation. WGN, the super-cable station out of Chicago, was our 
flagship station. They had that show on the air for 18 years on the news and it was a very popular show. That was the 
entrée that got me into the whole pharmacy business. Once I stopped syndicating and producing that show, Cardinal 
Health hired me to jumpstart their Leader media program, and I was under contract with them for twelve years. That had 
not existed or anything and I built that program up for twelve years to over three million dollars worth of billings a year. I 
had created cluster advertising groups all across the nation, advertising Leader. Throughout all of this, I always owned my 
own advertising agency and I’m still doing my own thing. Eight years ago, I left Cardinal and have continued to do what 
I’ve always done.

CEOCFO: How do you work with a pharmacy to hone in on what might be right for them- what they should be 
giving away or featuring?
Ms. Leventhal: First of all, where they should advertise, how much they should be spending and where they should go, I 
always take their address and zip code and do homework based on their geographic location. In many cases, a local 
cable ad campaign is very successful, coupled with local radio. I don’t do much print because most people don’t read 
anymore. Direct-mail pieces are very expensive. In many cases, I hone in on TV and radio. That seems to work. I advise 
them on promotional traffic because I’ve been doing this for a long time and I’ve seen what promotional topics work. I give 
them a whole laundry list of things they could be promoting throughout the year that are going to bring in new foot traffic.

CEOCFO: Why is Leventhal Productions a unique company?
Ms. Leventhal: I am the only one of its kind. There’s no other advertising agency that has devoted their entire 35 year 
business to giving the independent pharmacy a voice in a cost-effective way. I know, just from being in the business as 
long as I have, that there’s nobody else out there doing what I do and providing the services that I provide for independent 
pharmacies.

Interview conducted by: Lynn Fosse, Senior Editor, CEOCFO Magazine
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Leventhal Productions, Inc.

For more information visit:
www.leventhalproductions.com


