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SOCIAL INFLUENCE 

ADVERTISING INDEX & RESOURCE CENTER
Company Page Website Phone Contact Email

Abelson Taylor 67 abelsontaylor.com 312-894-5958 David Levin dlevin@abelsontaylor.com
AccentHealth 25 accenthealth.com 212-763-5118 Kerry Ann Clawson kclawson@accenthealth.com

Anderson DDB Health and Lifestyle 65 andersonddb.com 415-692-2839 Michelle Miles michelle.miles@
sf.andersonddb.com

Beacon Healthcare 11 wehearyou.info 908-781-2600 Robert Griffith rgriffith@beaconhc.com

Catalina Health Resource 2,3 catalinahealthresource.com 800-803-9360 Erika Stauffer erika.stauffer@
catalinamarketing.com

Context Media 29 diabeteshealthnet.com/
forsponsors 312-239-6656 Shradha Agarwal shradha.a@

diabeteshealthnet.com

Digitas Health 63,73 digitashealth.com 215-545-4444 Larry Mickelberg newbusiness@
digitashealth.com

DTC Perspectives, Inc. 18,33
46-48 dtcperspectives.com 973-377-2106 Christine Franklin christine@

dtcperspectives.com

Grey NYC 57 grey.com 212-546-1449 Laura Mennella lmennella@grey.com

HealthCentral 88 healthcentral.com 703-302-1064 Quincy Smith smith@thcn.com
HealthGrades 4 healthgrades.com 303-390-2549 Caroline Monroe cmonroe@healthgrades.com

Health Monitor Network 87 healthmonitornetwork.com 201-649-9918 Alex Dong alexd@healthmonitor.com

MediZine 26 medizine.com 212-695-2223 Suzanne Polizzi suzanne@medizine.com
Marketing Technology Solutions 9 mtscorp.com 732-491-8043 Peter Burch pburch@mtscorp.com
MicroMass Communications, Inc. 77 micromass.com 919-256-2477 Jeff Burkel jeff.burkel@micromass.com

Mindshare 71 mindshareworld.com 212-297-7076 Richard Schneider rich.schneider@
mindshareworld.com

Ogilvy Healthworld 61 ogilvyhealthworld.com 212-237-4946 Donna Tuths donna.tuths@ogilvy.com
Parade 54 parade.com 212-450-7141 Connie Gallo connie_gallo@parade.com

RAPP 79 rapp.com 212-817-6782 Robert Grammatica robert.grammatica@
rapp.com

Real Age 7 realage.com 215-836-0397 Mike Wojeck mwojeck@realage.com
RTC Relationship Marketing 80 rtcrm.com 202-471-5640 Anne Wolek awolek@rtcrm.com

SDI 15 sdihealth.com 610-834-0800 John Ross jross@sdihealth.com
the cementbond 59 thecementbloc.com 212-524-6232 Robert Greene bgreene@thecementbloc.com

The Nielsen Company 31 nielsen.com 212-871-5273 Fariba Zamaniyan fariba.zamaniyan@nielsen.com
TNS 17 tnsglobal.com 410-559-0291 Wes Michael wes.michael@tns-global.com

Unit 7 69 unit7.com 212-209-1604 Loreen Babcock lbabcock@unit7.com

taken action or planned to take action as a result of seeing an
Advair DTC ad. 

Even with its reduced spend level, Ambien advertising also
was effective in driving action. Almost a quarter of patients
(23%) with frequent insomnia—those suffering sleepless nights
once a week or more—had taken or were planning to take
action, as a result of recalling an Ambien ad. In addition, that
important group of frequent sufferers was more likely to take
action as a result of recalling an Ambien ad than a Lunesta ad. 

Conclusions
We started the article asking if marketers should be put-

ting more money into DTC to improve effectiveness—or
decreasing DTC spend and allocating dollars to other chan-
nels. The answer we found is…it depends. Every brand has
its own market circumstances and objectives that will deter-
mine whether DTC advertising is an effective promotional
strategy.

Certainly, conditions that are highly prevalent, that offer
high revenue potential per patient and that are widely cov-
ered by insurance would be strong candidates for DTC. But

every brand must be analyzed carefully and individually to

determine the right level of DTC investment. 

In addition, it’s important to remember that, in our exam-

ples, even though Ambien’s spend had decreased, it was still

quite significant. Both Advair and Ambien were seeing good

outcomes for their high DTC spend levels vs. competitors

who had chosen to invest less. When DTC is the r ight

choice for a brand, it can deliver strong results. DTC

Mike Kelly is chief executive of Consumer Health Sciences (CHS), a

Kantar Health Company, and a leading source of disease-specific con-

sumer health information. CHS’s National Health and Wellness

Survey is the largest self-reported patient database in the healthcare

industry, with insights into health status, attitudes, treatment and out-

comes across 140 therapeutic categories. Kelly can be reached by e-mail

at Mike.Kelly@chsinternational.com or by telephone at (610) 458-

7469. Kathy Annunziata is senior director of research for the compa-

ny. She can be reached via e-mail at Kathy.Annunziata@chsinterna-

tional.com, or by telephone at (609) 720-5482.

(continued from page 53)


