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FDA Official Calls for Industry Effort
To Improve Health Communication

It's time for pharma marketing leaders to adopt a
new communication paradigm that puts more focus
on consumer education. Thal was among the key
messages delivered by FDA associale commissionear
Rachel Behrman, M.D., al a recent meeting of
pharma advertising and regulatory executives. She
noted that, in the role of "communicators,” marketers
eould both improve the perception of the pharmaceu-
tical industry and do a tremendous service to the

"public good” by collaborating on important health
education initiatives.

In the current marketing model, the advertising
that is being developed is nol working toward either
of these goals, and is leading the public and govern-
ment officials to question the motives of pharmaceu-
tical companies, she said.

« "Your ads are the subject of ridicule, at least
among the 15-year-olds | know,” she told the au-
dience at the Drug Information Association’s
(DIA) marketing conference earlier this month in
MNew York.

(Earlier at the conference, Behrman noted that in
listening o a conversation among her 15-year-old
daughter and her friends that she discoverad the
girls found DTC ads to be ineffective at communicat-

ing their intended message and

Bayer was required 1o issue cormective
advertising for its bith control pill Yaz. The
FDA claimed that Iwo earlier TV-spots,
entithed "Not Gonna Take IF and ™ Baloons,”
overstated efficacy, minimized risks and
encolraged usage for other indications that
the drug had not been approved to treat. As
part of Bayer's settlement with the FDA and

rective ads (called " Beyond Birth Control)
and submit all future ads for FDA pra-
clearance for the next six years.

27 states, it will spend $20 million to run cor-

were even seen in a humeorous
light.)

She added, “But you know how
to communicate, Think about [the
result] if you all got together and de-
cided that you were going to edu-
cate this country about depression
or about the need lo take anti-

(Continued on next page)
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Regulatory / Washington

hypertensive medication. Or pick your other favorite untreated large public
health problem. And that's a teeny piece of your budget and your time.”

Such a collaborative effort could have other benefits for the indusiry,
Bahrman noted, “certainly within the public’s mind and maybe in the mind of
those who are prosecuting you, too. Think about what you could do with col-
laboration... Think about what you could accomplish and think about what
you could prove to society as a whole, Again, safe use of medical products
is very much a communications problem and you are the ones who know
how to communicate.”

Behrman said she is “confident” that the marketing divisions within FDA
would be very eager to discuss this type of collaborative effort with pharma
firms. "There are lols of opportunities and there are shrinking resources,”
she added.

Alsa speaking at the DIA event, DDMAC director Tom Abrams noted
that the agency is close to issuing new guidance on presentation of risk in-
formation and “we hope to have this issued very soon.” The draft guidance
on the brief summary that was originally issued in February 2004, is still be-
ing revised to incorporate DDMAC"s own research and industry comments.
He did not specify a timeframe for issuing the updated version of the brief
summary quidance, but he did note that the updated version could also ap-
ply to consumer labeling pieces such as the Patient Package Insert, or PPI.
“That's undar consideration,” he said during a (&A session. "But the current
policy is that consumer-directed pieces need a Pl (or approved product la-
beling)” to be included.
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7 Trends Reshaping Pharrna

PricewaterhouseCooper iden-
tifed seven major Socio-
econanic frends thar are re-
shaping the industry:

The burden of chronic dis-
£845e IS Soaing.
Healthcare policy-makers
and payers are increas-
ingly mandating or influ-
encing whal goctors can
prescribe.
Fay-for-parformance is on
If1e rise.

The boundaries between
different forms of health-
care are blurring.

The markets of the devel-
oping world, where de-
mand for medicines s
fikely to grow maost rapidly
over the next 713

are highly varied.

Many governmanis are
beginning to focus on pre-
vention rather than treat-
ment, athough they are
not  yet investing very
much in pre-emptive
measuras.

The reguiators are be-
COMING more nsk-averse.
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As New Administration Takes Office,
Pharma Prepares for More Oversight

The pharmaceautical industry is preparing for a
wave of increasing scrutiny on issues such as mar-
keting, pricing and oversight of relationships with
physicians as President Barack Obama moves into
the White House with a new team of leaders at the
Department of Health and Human Services and
FDA. In preparation for dealing with the Democratic
administration, PhRMA was part of 2 group launch-
ing a television spot earlier this month that promoted
an Obama-style haalth coverage for all Americans.
(See related story on page 13.)

Among possible threats to DTC is the so-called
advertising tax that Obama’s chief of staff, former
Rep. Rahm Emanuel, put on the table lale last year
before being named to the new administration. Drug
comparnies also have adopted rules on gifts to physi-
cians and changes to the industry’'s DTC guiding
principlas (with respect to use of doctors in ads).

« “We had better self-police and stop doing the
things that cause so much criticism, or we're go-
ing to get legislated and regulated by govern-
ment,” PhRMA chief executive Billy Tauzin told
The Washington Post earier this month.

Changes such as updating the guiding principles
for DTC are an effort to change the industry’s “slash-
and-burn kind of pelicy” that has characterized previ-

WMS listing on the facing page.

GlaxoSmithKline launched new print ads for its
migraine treatment Treximel, following a broad-
cast ad campaign that debuted in late September.
The ads featura a woman at a bus stop holding
her head. Imitrex, an earier GSK migraine treat-
ment, is facing patent expiration. The first ad ran
in the January 2009 issue of Cosmopolitan. For

a rundown of new or revised DTC ads, see the

ous responses to and
legislative efforts, he said. “FhRMA
had been isolated into a one-party
camp,” Tauzin said of the industry's
past Republican leanings. “VWe're
trying to reposition as less of a par-
tisan player.”

Some individual companies
have stepped to the forefront with
pro-active moves, which The Post

SAMPLE - Jan. 2009 - Click Here to Subscribe



https://www.dtcperspectives.com/website/Subscribe-to-DTC-Insights.html




DEiC

I NS0 G HTS

Marketing

In a Declining Advertising Market,
Newspapers Show Some Resiliency

Even as the reported spending for DTC advertising has declined aver the
past year, newspapers have managed to rack up increases, especially at
the local level, according to Nielsen Monitor-Plus data. (See the break-
downs at the right.) One of the factors behind these gains is that newspa-
pers represent “an incredible reach vehicle that has a relationship with its
readers,” says Deborah Armstrong, senior vice president of marketing and
businass development at Mediaspace Solutions, a multi-market newspa-
per and onling advertising servicas provider, Another word for this, she
says, is “engagement.”

+  “When you are reading a newspaper, you are fully engaged,” she says.
“Those of us who live on this side of the road — the newspaper — we say
[thal] consumer recall and response is what DTC is about,” Armistrong
adds. "Newspapers, we believe, can help you have a belter corversation
with consumers, can halp you tap into that engagement, can find a bat-
ter way for you to communicate those crifical pieces of information.”

Acknowledging that her role is to be a newspaper advocate, Armstrong
explains that data supports this declaration of support for the cld-wordd me-
dium. “The numbers bear me out = and that's the story that we're making to
marketers right now, Newspaper readers are betler prospective patients
than, maybe, a magazine reader is because they index higher on so many
differant MRI scales, [such as] going to the doctor, laking prescrption drugs
and getting information from their doctars.

Armstrong also noted that newspapers now “play briliantly” in the online
space. "Certainly the newspapers' sites are a central place for Web users to
go. | think the current number is about 40% of Internet traffic goes to news-
papers’ Web sites. It's what we call the ‘essantial local connection.” ...
There's always television, there's always radio, but newspapers still play a
very important role.”

The challenge for publishers is to be convinced o combine local newspa-
per buys with an onling buy. Armstrong calls this "an emerging opportunity.”
She adds, “We at Madiaspace believe that online and on-page is a killer
combinabion... The onling versions of the newspaper tend to bring about
20% more readers into the fold. If you twm that around, what you leam from
Scarborough is 4 out of 5 enline newspaper readers also read the print ver-
sion.” This also allows marketers lo create a different kind of conversation
online, “which can create interactivity and click-through to your Web site.”

Looking ahead, Armsirong says the goal for newspapers is "to build their
leadership credibility” with pharma marketers, even if it maans pitching the
unbranded and diseasa education capabilities of newspapears. “We know
consumer recall 15 dminishing, 5o there 15 a need for a lenger conversabon.
We know that newspaper readers have ‘longer conversations’ [with the pa-
per]. The old saying was, “It's a destination, not a distraction.™

Local Newspapers
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D@IC Dashboard

The DTC Dashboard is a series of charts providing a snapshot of DTC markeating.

Nielsen ‘Reported’ Data Shows a -4.5% Drop in Q1-3 2008

2002 2003 2004 2005 2006 2007 Q1-3
2008
$5.55 55.38 $3.68 ||S4.95-35.06

% Change VYA 8.0% 23.0%% 28.4% 7.4% 15.4% -3.1% -4 5%
§1.50

2008*

Total in § billions | 52.83 53,48 54.47 54,81

51,44 madﬁ:?aﬁmﬁ After a slight increase in Q2
ad spending, Mielsen Mani-
tor-Plus data shows third
guarar “repored™ DTC
spending dropped by 4.4%.
Third quarters typically are
the lowest reponted quar-
fers (with the exception of
Q1 2005). As a result of
this years data, DTC
Perspedlives has updated
- £1.08 its 2008 projection to show
51 op R REpreRd i bl ; a decline of 5% 1o &%.
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DTC Dashboard

Advair Diskus Takes No. 1 Spot for Top Brand Spenders in Q1-3 2008
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In the first three guarers
of 2008, Advair Diskus
increased ils spending by
rowghly 50% compared to
the same period last year
Another nolable ncrease
was Viagra, which spent
T15% mare in 913 2008
than G 1-3 2007. Lyrica
had the biggest budget
increase, more than
Iripling its 2007 spand.

Top 3 ‘New’ Brands Spend More Than $75 Million Each in Q1-3 2008
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The top 10 "new" brands were
nearly 10% of tolal branded
spending in the first ning
months of this year. These 10
“new” brands spent $320 mil-
lixn dollars, wihike total spand-
ing was $3.48 billion. The lop
3 “new” biggest brand spend-
ers comprised nearly 75% of
that $320 millson, for a com-
bined spend of $238 milkon.

Brands must have 30 spand in same pericd of previous year o be considered new, Source; Mistsen Monitor-Plus, C1-3 2004

Where, if at all, Have Consumers Seen or Heard an Ad for an

Magazine or Newspapes

intermel

Radio

Brochures in doctor’s office

Curtdoms

Channels an which
usars notced
prescrption drug ads

w2008 02008

Direct mail

Hawen't seen or heard Bx dnug ad

Source: Fomester Research, Prescription Drug Advertising: Trending Uisera” Awareness of Online Ads, 2004

Prescription Drug?

While user awareness
of prescription drugs re-
mainad neary the same
on television, i dropped

mare significantly in other
media. Fomestier Re-
search (formeerly Jupiter
Research) atiribuled it, in
part. to “changing
media use palterns and
relatively less spending
on these channels. ...
Average weakly time
spent walching TV mean-
while remained lawel
throughout this penod.”
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‘Reported’ DTC Spending Slips
6.3% in the Jan.-Aug. Period

With many DTC marketers opting to curtail un-
branded or disease education adveriising, the overall
advertising market for prescription drugs fell 5.3% in
the first eight months of 2008, according to an analy-
si5 by TNS Media Intelligence. (Given this trend,
some advertising observers foracast a % decline in
DTG spending this yvear, however, DTC INSIGHTS
forecasts less of a decline, in the range of 6%-8%.)
Measured ad spending for unbranded and corporate
advertising combined is down 36.3% in the January=-
August 2008 penod, according (o the repot iIssued
by TMS earlier this month,

The research firm noted that, if this trend holds for
the remainder of the year, it would mark the second
consecutive year that “reported” DTG spending
posted a decline compared with the prior year. In
2007, TMS reported that DTC ad spending fell 3.1%
to $5.26 billion. According to THNS, the annualized
rate of spending for unbranded advertising “has
plummeted by B3% since 2006." (For more details on
the TMS analysis, see Dashboard, page 8.)

Another factor behind the spending decline is an
overall slowdown in advertising for introductony
drugs. New launches typically account for 13%-15%
of all drug ad spending, according to THS, but in

2008 this ratio has dropped below 10%. The intro-
duction over the past few years of the sleep treat-
ments Lunesta (Sepracor) and Rozerem (Takeda)
ware key drivers in this measure in 2008-2007

"Marginal swings in introductory spending, up or
down can move the neadle for the entire Rx category
and represent the difference between category
growth and decline,” the TNS repont stated. "Launch
introductions are a bellwether indicator. As older
medications lose patent protection and are exposed
to generic competitors, support is often reduced or
eliminatad. New drugs coming into the marketing
pipaline offset these declines and can potentially
contribute to category ad spend for years.”

DTC INSIGHT

* With most budgets being cuf, this downward spand-
ing trend is something we can expect lo confinue into
2008, The macroeconomic environment represents a
minor contributing factor lo what pharma spends on
OTC and consumer promotion. The two major drivers
gaing forward will be the number of new products
faunched and any FDA guidance and / or any new
fegisialion covering a moralomum.

2007 || @1 Q2 iH 2008*
2008 (| 2008 || 2008
Total in § billions | $5.38 || $1.29 || $1.31 || $2.80 || 54.9-55.1
% Change VWA | -3.1% || 0.1% (| -B.1%

“Based on OTC INSIGH TS project ons, Source: Mistsan Monitor-Flus
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MARKETING

IMS: Patient-Centric Analytics
Key to Optimizing Promotion

Leading pharma firms are able to use patient-
centric data "in planning and evaluating promotion at
virtually every point™ of the company's interaction
with patients and doclors = and they can do this
“throughout a product's lifecycle up to loss of patent
exclusivity,” IMS Health reports in a recent white pa-
per on patient-centric commercial strategies. The
foundation for developing these insights 15 the tradi-
tional anonymized patient-level data, or APLD, that
have been long used to track “new” and “switch” pa-
tients on a national basis

Because patient-level insights "have grown 50
robust” there is an opportunity for marketers to
measure the impact of prometional efforts on script
demand at three specific phases of the patient's ex-
perence with the specific prescription drug. These
“‘phases” are: at the beginning of Rx therapy, when
the patient "makes that critical leap from the first pre-
scription to the second,” and when an “existing pa-
tient continues on therapy,” according o IMS. With
these insights, IMS says marketers can “plan and
avaluate promotion at aach point along the contin-
uum [of interactions either with patients or physi-
cians].” The insights also allow marketers {o better
analyze the two groups of patients that are essential
to reach: those who need first-time therapy and
those who need motivation or education 1o drive ad-
herence

«  “We have also observed distinct roles for televi-
sion and print,” IMS notes in the report.
"Television tends to drive new starts and build the
base of new patients whereas print tends to
maintain existing patients.” (See Dashboard,
page 9, for an example of how IMS recommends
optimizing consumer promotion by key media in
the waning years of a brand’s patent life.)

With these insights, marketers can be batter
equipped to manage a brand late in its lifecycle, IMS
says. For example, "since print works more on the
existing base of patients, there is less need to reduce
spending in print” as palent expiration approaches.

With television, however, the effect is more on new
patients, 50 as patent Ife winds down there is “lass
justification for major television advertising expendi-
tiras,”

DTC INSIGHT

* Patieni-level insights used effectively can lead o
RO promofional oplirmization for mast programs or
campaigns, which allows for a batter brand-planning
process across the lifecycle of an Rx drug. Oplimiz-
ing RO also is crfical in the current economic envi-
ronment when budgels are lightening.

CREATIVE

DTC Ads in 2008 Stay True
To 'Sober’ Educational Tone

The creative trend for DTC ads in 2008 followed
path that diverged little from the recent past, with
marketers trying o ind a "more sober and educa-
tional” tone in their campaigns, according to Stu
Klein, a managing director at Lowe Worldwide.
"While many of these new campaigns ably communi-
cated their intended message, there was a decided
lack of engagement, as witnessed by the almost total
absence of any DTC spots from the Nielsen IAG
rankings of most-recalled ads, he added,

Among the few spots that did stand out over the
past year, Klein ated the advertising for smoking-
cessation treatment Chantix (Pfizer) as a “campaign
that proved to be both highly engaging and deeply
insightful.” He added, “In categories with multiple
OTC and Rx options, it is especially difficult to create
breakthrough advertising, given the testing method-
ologies ulilized o vet ads, which seem o require for-
mulgic category cues to exceed norms required to
air, The Chantix campaign succeeds because it is
grounded in an insight previously overlooked in this
category, namely that the road to smoking cessation
is cartain to be long. The metaphor of tha hare and
the tortoise instanily communicates this insight in a
non-threatening manner, managing expectations of
patients and physicians away from the quick-fixes
typically promised.”
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