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Oftentimes, when advertisers simply cast a black model 
in a commercial and run that spot on mainstream media, 
it comes across as a lukewarm attempt and not a direct 
invitation. It is actually most effective to use black creative 
in black media when trying to engage blacks with your 
advertising message.

Indeed, African-American doctors, in a study released last year, 
acknowledged that they approve of DTC advertising overall.

In that study by the National Medical Association (NMA), 
a professional organization of African-American physicians, 
the goal was to embark on a first-of-its-kind study of 
black patients’ views on direct-to-consumer advertising for 
prescription drugs. The study’s findings clearly indicate that 
DTC drug ads can play an important role in increasing 
black patients’ awareness of medical conditions that affect 
them, motivating them to seek medical treatment and 
encouraging them to take control of their healthcare. Because 
of these encouraging findings, the NMA is calling for the 
pharmaceutical industry to include more racial and ethnic 
diversity in DTC drug ads, so that their messages will reach 
and empower an even larger African-American audience.

Make a real commitment

Oftentimes, African-American marketing efforts are not 
funded adequately to get the desired results. Marketers want 
one ad to be the most successful ad in the history of the 
company when targeting this audience. Marketers need to 
allocate the necessary dollars to engage African-Americans 
on a regular basis. Comfort and engagement comes from 
familiarity and consistency resulting from spaced repetition 
of exposure.

As the marketplace becomes increasingly competitive, 
look for more fertile ground in the African-American 
consumer market. ■

Reginald Ware is the chief executive officer of BlackDoctor.
org (http://BlackDoctor.org), one of the largest and most 
comprehensive online health resource specifically targeting African-
Americans, and he has more than 20 years of multicultural 
healthcare marketing experience. Ware can be reached by e-mailing 
ceo@BlackDoctor.org or by calling (312) 222-1205.

AFRICAN-AMERICAN CONSUMERS

Some Facts About the 
African-American Audience

Health Insurance

The percentage of blacks lacking health insurance in 2006 was 
20.5 percent, which was up from 19 percent in 2005.

African-Americans on the Internet

There are 20 million blacks online and, according to an AOL 
2005 study, they are seeking health information, also.

·	Fifty-four percent feel the Internet provides more 
information about healthcare issues important to African-
Americans than any other sources. 

·	African-Americans are far more likely to turn to the 
Internet for healthcare-related searches than whites (64 
percent vs. 53 percent). 

Black consumers have an extremely high incidence of 
the following diseases (according to the NIH):

Hypertension: In the U.S., more than 40 percent of African-
American adults have been diagnosed with hypertension. 

HIV and AIDS: Blacks account for about half (49 percent) of the 
people who get HIV and AIDS.

Diabetes: 3.2 million, or 13.3 percent of all blacks (vs. 7 percent 
for all U.S. adults), aged 20 years or older have diabetes. Twenty-
five percent of blacks between the ages of 65 and 74 have diabetes. 
One in four black women over the age of 55 has diabetes. 

High Cholesterol: 37 percent of black men, 46 percent of black 
women age 20 and over have cholesterol levels above 200.

Asthma: Blacks have the highest asthma prevalence of any racial/
ethic group; 36 percent higher than that for Caucasians.

Glaucoma: African-Americans between 45 and 65 years old have 
a 15 times greater chance of going blind from glaucoma than white 
Americans. 

Prostate Cancer: African-American men develop prostate cancer 60 
percent more often than white men. 

Herpes: More blacks (48 percent) have genital herpes than 
Caucasians (21 percent) 

Kidney Failure: Although only 13 percent of the population, 
African-Americans account for 30 percent of all U.S. people with 
kidney failure. 

Obesity: 79.8 percent of black women and 67 percent of black 
men are overweight.

Lactose Intolerance: 80 percent of all blacks are lactose intolerant.

When ads are placed in 
media targeting African-
Americans, there is an 

inherent comfort that makes 
Blacks feel that marketers 

value them as customers and 
want their business.

MEDIA WATCH

Parade debuts news monthly 
To cover health, fitness topics

MediZine acquires UHPG
MediZine, a consumer health education 
firm, has acquired the assets of 
University Health Publishing Group 
(UHPG), a publisher of two respected 
consumer health information brands. 
UHPG works in conjunction with 
Johns Hopkins Medicine and the 
University of California, Berkeley, 
School of Public Health.

While terms of the acquisition were not 
disclosed, MediZine chief executive and 
president Traver Hutchins said that this 
acquisition will allow both companies 
to build on synergies, with MediZine 
benefiting from “UHPG’s impressive 
heritage” and UHPG being able to grow 
its subscriber base.

One World Eyes Compliance 
One World Design and Manufacturing 
Group, a creator and producer of 
innovative pharmaceutical packaging 
aimed at improving compliance and 
enhancing branding opportunities, has 
added a range of patient compliance 
programs. The new services include health 
literacy programs, patient training devices, 
innovative educational models, product 
sample design, patient compliance aids 
and adherence programs. One World 

Parade Publications this month launches 
“Parade’s HealthyStyle,” a monthly 
magazine covering health, fitness and 
nutrition, among other topics. The 
projected circulation is 8 million in 
weekday newspapers. The magazine will 
feature advice from experts and tips 
from celebrities.

Publisher Randy Siegel said the new title 
provides “our newspaper partners with 
a weekday product that will supplement 
their own health and lifestyle coverage” 
and also will allow advertisers “a niche 
vehicle that has all the same benefits of 
Parade,” including reach and immediacy.

The editorial plan also includes several 
regular columns, including “Cheat Sheet” 
focusing on health, beauty and fitness news.

DMG also launched a Web site, www.
patientcompliance.com, to provide 
comprehensive and innovative strategies 
to pharma manufacturers looking to 
increase adherence. 

Jack Morrone, vice president of business 
development, said this combination of 
unique packaging and patient education 
expertise allows the company to offer a 
comprehensive program to manufacturers 
and marketers.

InforMedix Tackles 
Medication Adherence
Audiopoint, provider of innovative 
voice and data services, and InforMedix, 
creator of Med-eXpert and Med-
ePhone systems, have teamed up to 
combine speech recognition and 
voice-enabled communications with 
medication adherence. The new 
solution allows consumers or healthcare 
professionals to receive real-time, 
customized health information via any 
cellular or home telephone. 

Per the agreement, the companies will 
co-market InforMedix’s Med-ePhone 
system to existing and future non-
healthcare corporate and consumer 
customers, as well as to “pharma 

manufacturers interested in improving 
brand persistence, customers seeking 
improved medication and care plan 
adherence, and chronic care management 
companies searching for technologies 
to improve health outcomes and reduce 
costs.” Audiopoint is also to provide a 
revenue-generating Ad Model.

Wolters Kluwer, Nielsen  
Launch Analytics Tool 
In July, Wolters Kluwer Health and 
Nielsen Company launched the 
Healthcare Consumer Informatics 
Alliance, which will provide 
manufacturers and media companies 
a “comprehensive understanding of 
consumer behaviors” to help with 
creating more effective product messages 
and media planning. 

The alliance includes data solutions 
that analyze why consumers purchase 
certain prescription, over-the-counter 
and other health-related products. The 
first platform, HealthScape, combines 
de-identified patient prescription-
related transaction data with consumer 
purchasing, attitudinal and behavior 
information “to provide deep insights 
into therapeutic market activity, patient 
trends, consumer segmentation and 
targeting opportunities,” according to a 
joint statement. 

QS/1 Partners with LDM Group
QS/1, a healthcare automation solution 
provider, has partnered with LDM 
Group, a direct-to-patient messaging 
company, to bring a patient messaging 
system, CarePoints, to pharmacies. The 
free and HIPAA-compliant service is 
intended to “build customer loyalty, better 
educate patients and give pharmacies 
revenue from pharma manufacturers.” 
CarePoints uses de-identified information 
to determine appropriate materials for 
the consumer. Materials can suggest 
substitutions, complementary, or 
better medications, as well as required 
Medication Guides, or targeted in-store 
promotions, such as vaccination clinics.


