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#FakeNews 

DTC Does Not 

Work! 
  



Background 
• BS Pharmacy – Ohio Northern University  

 

• PhD Pharmacy Administration/Pharmaceutical Marketing – 

University of Georgia 

 

• Textbook – Pharmaceutical Marketing (2013) 

  
• Multiple peer-reviewed journal publications on DTCA 

 

• Drug Utilization Review Board Member – Georgia’s FFS Medicaid 

 

• Consultant for various firms across the country in pharmacy 

practice and pharmaceutical marketing 

 
  



What does the research say? 

• DTC Types  
 

• Product vs. Disease-Specific 
 

• Rollins BL, King KW, Zinkhan G, Perri M.  Drug inquiry 

intent and information seeking behavior: a comparison of non-

branded versus branded direct-to-consumer prescription 

advertisements.  Drug Information Journal 2010; 44(6): 673-

83. 

 

 

• Rollins BL, King KW, Zinkhan G, Perri M.  Non-branded or 

branded direct-to-consumer prescription drug advertising – 

which is more effective?  Health Marketing Quarterly 2011; 

28(1): 86-98. 
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DTC Types 

• Product vs. Disease-Specific 
• No difference between the 2 types on attitudinal variables 

• AAD  

• AC 

• AI 

 

• More positive attitudes if had spoken to physician or asked for a 

prescription about a med they’d seen advertised 

 

• Disease-specific = significantly higher intentions to seek more 

information and discuss with physician 

 

• Behavior measure matched intentions 

 

• Disease state involvement = most significant predictor of attitudes, 

behavioral intentions, and actual behavior  



Spokespeople 

• Celebrity vs. Expert vs. Non-Celebrity 
• Bhutada NS, Menon AM, Deshpande AD, Perri M.  Impact of 

celebrity pitch in direct-to-consumer advertising of prescription 

drugs.  Health Marketing Quarterly 2012; 29: 35-48.  

 

• Rollins BL, Bhutada NS.  Impact of celebrity endorsements in 

disease-specific direct-to-consumer (DTC) advertisements: an 

elaboration likelihood model approach. International Journal of 

Pharmaceutical and Healthcare Marketing 2014; 8(2): 164-177. 

 

• Bhutada NS, Rollins BL.  Disease-specific direct-to-consumer 

advertising of pharmaceuticals: An examination of endorser type 

and gender effects on consumers' attitudes and behaviors.  

Research in Social & Administrative Pharmacy. 2015; 11 (6): 

891-900.    
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Spokespeople 

• Celebrity vs. Expert vs. Non-Celebrity 
 

• More attention paid to the ad with a celebrity 

 

• No difference in attitudinal, behavioral intention, or information 

search behavior  

 

• Neither gender of endorser or consumer gender had a significant 

influence on outcome variables 

 

• Disease state involvement (again) = most significant predictor 

of consumer response and behavior 

 
  



Spokespeople 

• Use a Celebrity – Which One? 
 

• Wakefield S, Dalal R, DasGupta R, Rollins BL.  Predicting the Impact of 

Celebrity Endorsement in Pharma Marketing.  Pharmaceutical Marketing 

Research Group (PMRG) Institute.  Cherry Hill, NJ October 2016. 

 
  



Spokespeople 

• Use a Celebrity – Which One? 
 

• Study 
• A 

 

• B 

 

• C 

 

 

• Findings 
• A 

 

• B 

 

• C   



Spokespeople 

• Use a Celebrity – Which One? 
 

• 14 different attributes studied 

 

• 15 different patient conditions 
• Varying degrees of impact on daily activities 

 

• Results 
 

• What drives action the most? = Relatability 

• Least = Edgy 

 

• Impact differs by patient condition  
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Spokespeople 

• Animation 

 
• More favorable attitudes towards human spokes-character compared 

to the animated spokes-character. 

 
• No other significant differences among study variables 

• Attention paid to the ad 

• Drug inquiry intention 

• Perceived product risk 

 

 

• Disease state involvement (again) = most significant predictor of consumer 

response and intentions  
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Spokespeople & Cues 

• Testimonials 
 

• Expert endorsers generated significantly higher levels of source 

credibility. 

 

• Expert endorsers and consumer endorsers were not significantly 

different, yet these two groups were different from celebrities.  

 

• Respondents also clearly perceived celebrities as less similar. 

 

• Neither the endorser type nor the message type factor had significant 

main effect on the dependent variables, but the interaction of endorser 

type and message type significantly impacted ad believability and ad 

skepticism.  
 

 
  



Discussion / Themes 

• What does all this mean to a pharmaceutical 

marketer? 

 
• Disease state involvement = most significant 

predictor 

 

 

 

• Celebrities = 
 

 

 

 
  



Discussion / Themes 

• What does all this mean to a pharmaceutical 

marketer? 

 
 

• Plateauing of effects 

 

 

 

• Just don’t mess it up 
 

 

 
  



Next Steps 

 
• Different DTC types (Product vs. Disease-Specific) 

and the Risk-Benefit equation 

 

 

• DTC and health outcomes 

 

 

• Social media 

 

 
  



 

 

 

#DTCN18 

Thank you!! 

 

Questions 

? 

 
  


