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Take the Rozerem TV ads that feature Abraham 
Lincoln and a beaver. Forget for a moment that 
the ad says “Your dreams miss you.” That’s not 
what I am getting at. 
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The ad itself is as distorted as any dream and 
requires interpretation to understand. 

Ever since I posted a critique of the Rozerem ad 
on Pharma Marketing Blog (see “Rozerem Ads Dis 
Lincoln, Show Beaver”), it has been the most 
viewed page on that site and generated more 
comments from visitors than any other post. 

 Most of the comments were attempts to 
understand the message of the ad. Just like Freud 
interpreting dreams, people were interpreting the 
ad, trying to decode the symbols. 

Up Front 
“…seems to me to be some ad person's notion of 
what constitutes a Freudian dream,” said one 
commenter, “which tells me how hokey is the 
thinking of some ad people.”  

Interpretation of Ads 

Quoting a Wikipedia entry: “Dreams, in Freud's 
view, were all forms of ‘wish-fulfillment’—attempts 
by the unconscious to resolve a conflict of some 
sort, whether something recent or something from 
the recessess of the past. However, because the 
information in the unconscious is in an unruly and 
often disturbing form, a ‘censor’ in the 
preconscious will not allow it to pass unaltered into 
the conscious. During dreams, the preconscious is 
more lax in this duty than in waking hours, but is 
still attentive: as such, the unconscious must 
distort and warp the meaning of its information to 
make it through the censorship. As such, images 
in dreams are often not what they appear to be, 
according to Freud, and need deeper 
interpretation if they are to inform on the structures 
of the unconscious.” 

Although some people—including myself—thought 
the beaver had a politically-incorrect sexual 
connotation, others thought it represented being 
“busy as a beaver,” which could lead to insomnia. 
What about Lincoln? “Lincoln with his stove pipe 
hat on is about as close to a talking Phallic symbol 
as you can get,” one commenter asserted. 

It appears that the elaborate symbolism in the ad 
was meant to convey a benefit that if expressed 
unaltered would not have gotten through the FDA 
“censor.” Namely, “Rozerem is the only sleep aid 
that DOES NOT have a risk of suppressing stages 
3, 4 and REM (dream) sleep.” So says a Rozerem 
“team” member in a blog comment. 

What’s pharmaceutical marketing coming to if we 
have to interpret the ads that marketers produce? Are TV DTC ads becoming more like dreams, 

requiring interpretation? Just as Freud interpreted 
dreams of his neurotic patients to expose the 
unconscious meanings, it seems we have to 
interpret some ads to understand their messages. 

“Only your doctor can tell you why Rozerem is so 
different,” says the ad. And here I thought that ads 
were supposed to do that! Silly me. 

 
John Mack, Publisher

Pharma Marketing News

© 2006 VirSci Corporation (www.virsci.com). All rights reserved.  
Pharma Marketing News 

http://www.pharmamarketingnews.com/
http://en.wikipedia.org/wiki/The_Interpretation_of_Dreams
http://pharmamkting.blogspot.com/2006/07/rozerem-ads-dis-lincoln-show-beaver.html
http://pharmamkting.blogspot.com/2006/07/rozerem-ads-dis-lincoln-show-beaver.html


Pharma Marketing News            Vol. 5, No. 9                     p. 2 
 

 

Feature Article 

e-Inertia Plagues the Pharma Industry 
Pharma Marketing Roundtable Members Discuss ePharma Marketing 
By John Mack 

 
eMarketing is a challenge for the heavily-regulated 
and conservative pharmaceutical industry. It is a 
widely accepted fact that the percent of the 
pharmaceutical advertising and marketing budget 
spent in the "e" space is much lower in terms of 
percent of total ad spending than other industries. 

eMarketer, which aggregates and analyzes data 
from over 2,000 sources, reports that the auto 
industry—the largest advertiser in the world—spent 
2.5% of its advertising budget online in 2005 
(excluding search). In comparison, the top 13 
pharmaceutical advertisers in the US spent only 
about 1.2% of their ad budgets online according to 
Advertising Age. 

Tipping Point or Slump? 
Many experts, however, believe that pharma 
eMarketing (“ePharma Marketing”) is at a tipping 
point and that pharmaceutical companies are 
poised to shift substantial ad spending from TV 
and other media to the Internet. Indeed, eMarketer 
in the recent report “Pharmaceuticals Online: 
Direct-to-Patient Becomes a Reality” projects 
pharmaceutical companies’ Internet spending will 
increase by about 25% this year, to $780 million, 
as marketers shift from consumer mass marketing 
to more targeted opportunities on the Internet. 

Recent data released by TNS Media Intelligence, 
however, indicate that pharma eMarketing is in a 
slump. While total DTC spending is up about 6.6% 
this year compared to last year, online spending by 
pharma marketers dropped almost 3%.  

“TNS does not include search advertising in its 
online measurement,” says Lisa Phillips, Senior 
Analyst at eMarketer. “[Search] is a tactic of major 
importance to pharmaceutical companies, and 
could easily account for an additional 40% of 
prescription drug online advertising.” 

To make sense of all these numbers and 
understand where pharma online spending may be 
heading in the future, Pharma Marketing News 
recently hosted a Pharma Marketing Roundtable 
discussion of the issues. The following experts 
participated: 

• Lisa Phillips, Senior Analyst, eMarketer 
• Mark Bard, CEO, Manhattan Research 

• Rob Nauman, BioPharma Advisors 
• Joe DeBelle, Senior Director of Marketing, 

Lathian Systems 
• Mario Cavallini, Manager of Competitive 

Intelligence, Rosetta 
• Fard Johnmar, Founder, Envision Solutions 
• Richard Myer, Senior eMarketing Manager, 

Medtronic 

John Mack: Lisa, you’ve looked at all the 
numbers. Get us started. What’s up with online 
pharmaceutical marketing? 

Lisa Phillips: Pharmaceutical companies have 
been “pushing” messages to consumers, but now 
that they are getting onto the Web they have to 
learn how to be interactive. That’s a big change in 
mindset for them. 

As far as strict total measurement of what is going 
on online, it’s still anybody’s guess. Sometimes the 
numbers don’t match up. TNS and Advertising Age 
numbers, for example, differ from IMS Health 
numbers. 

Richard Meyer: Lisa is 100% correct in that 
pharma has been using a traditional “push” 
message, or Web 1.0, when using the Internet 
channel.  Pharma needs to adopt to Web 2.0 
standards and learn how to interact with people 
online; simply put: have a conversation with them 
instead of talking at them. 

Mark Bard: It’s a challenge to isolate a budget 
number for eMarketing programs when speaking 
with pharmaceutical marketers. In many cases, for 
example, product managers may be taking 
discretionary funds left over in the final quarter to 
spend on the “e” space. A lot of e-projects, 
therefore, are hidden in the discretionary funding 
category. If the pharmaceutical industry cannot 
parse out what they are spending online, then it’s 
that much more difficult for analysts to get accurate 
and non-conflicting numbers. 

Richard: It’s difficult to isolate online budgets. A lot 
of online media is bundled with off line media.  For 
a while, for example, if you ran an ad on FOX 
Sports you could also get  offline  ads  via Web MD  

Continued on next page…
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spots. When preparing media spends a lot of the 
big online media companies do not include online 
spending especially on search. 

Joe DeBelle: Most companies still do not see the 
e-channel as strategic. They don’t build it into their 
budgets as a separate category. It might be under 
“non-personal promotion”  for example so spending 
in this area might be tough to track at times. In 
addition, because brand teams don’t see it as 
strategic, there is less integration with other 
marketing tactics. The companies that do look at 
web-based solutions as strategic are integrating it 
with other offline initiatives. This approach is 
providing greater returns on both their online 
investments as well as their overall marketing 
investment 

The Importance of Search Advertising 

Mark: We will get much better when it comes to 
media spend. For example, we’ll get a lot better 
about spend allocated to search engines. If search 
is not in the numbers reported (typically it is not), 
there may be a big chunk of data missing—we 
have clients that spend 30-40% of their e-budget 
on search today, which is obviously of importance. 

Lisa: Search is important for branding online—you 
have to at least buy your own brand name 
otherwise someone else will. Search sometimes is 
a defensive strategy. 

Mark: Google and Yahoo! are increasingly taking a 
strong stand against allowing competitors to buy 
tradenames. That’s the direction the search 
industry has to go. The search engines have made 
it clear that they will set the standards on that. 

Fard Johnmar: I hear about vertical search 
engines like Healia, Healthline, etc. Do you see 
these gaining any traction versus Google and 
Yahoo!? How will pharmaceutical companies be 
using these types of search engines as part of their 
marketing campaigns? 

Mark: At this time, they still have low market share 
relative to the major search engines which are 
being used for all types of search—including 
health. Once they get to 5 or 10% market share, it 
may make sense to optimize your site for those 
search engines and buy keyword advertising 
through them if offered. I would assume that would 
be much cheaper than Google or Yahoo! keyword 
buys based on competition for space alone. Right 
now the vertical search engines are something to 
watch to see how they evolve and grow. 

John: Assuming the anlaysts’ methodology is the 
same in different vertical markets, eg, auto vs. 

pharma, then if we see an increase in spending in 
one market and a decrease in the other, that tells 
us something. 

Mark: That depends. If the e-space ad spend is 
tracked much better in other industries than in 
pharma, then it’s tough to do a comparison. 

As a general rule regarding budget allocation, we 
still see 5% to 10% of pharma’s ad spending 
budget going to online promotion. This can vary 
widely not only by company and product, but also 
by lifecycle stage. Companies spend a lot more on 
e-promotion at product launch than they do 5 years 
into the product lifecycle. 

Richard: The Internet has not seen an increase in 
spending by pharma even though other channels 
are also decreasing. The reasons for this are 
complex. Often it is the result of overall DTC 
budgets coming under more scrutiny as budgets 
get tighter and more goes to the bottom line. When 
faced with a choice, many DTC managers will 
chose TV or print over the Web because they don’t 
understand the Web and the ROI it can provide. 
Web costs have also increased as more 
advertisers shift more money to the Web. Premium 
space on portal homepages have increased in 
price and often there is a waiting period of 5 
months or more. 

Leading ePharma Companies 

John: Who are the most innovative companies out 
there today? Who’s buying up the most ad space? 
Who’s being most innovative with its product web 
sites?  

Mark: If you use public numbers such as online 
media spend as a proxy of their level of 
aggressiveness, then you certainly have to include 
companies such as Novartis, Pfizer, Johnson & 
Johnson, AstraZeneca, and Lilly. [See “Pharma 
Online Spending: An Interview with eMarketer 
Senior Analyst Lisa Phillips” in this issue for some 
numbers from the top pharma online spenders.] 

Although spending does not necessarily equate to 
innovation, those companies also tend to be very 
innovative compared to their peers in the industry 
today with respect to their overall interactive 
strategy. You also have companies such as Wyeth 
and Shire that may not be spending as much as 
the larger pharmaceutical companies, with respect 
to overall spend, but have certainly demonstrated 
they are innovative when it comes to their strategic 
use of the channel.  

Continued on page 5…

© 2006 VirSci Corporation (www.virsci.com). All rights reserved.  
Pharma Marketing News 



Pharma Marketing News            Vol. 5, No. 9                     p. 4 
 

 

© 2006 VirSci Co
Pharma Marketing

 

ADVERTISEMENT 

eCommunication and Online Marketing
Develop your business by harnessing new 

technologies:  How to connect more effectively with 
physicians and patients 

November 13-14, 2006 •  Philadelphia PA 
 

STRATEGY: Develop the most successful eCommunication and 
eMarketing  

COMMUNICATION: Improve your channel integration 

CONSUMER’S PERCEPTION: Attract, engage and relate to 
customers:  Online Marketing best practices and  guidelines to 
identify and highlight relevant content for your audiences 

IMPLEMENTATION: Learn the Do’s and Don’ts of eMarketing: 
Create campaigns that give physicians holistic, customer-
centric, patient-oriented paths  

FUTURE DEVELOPMENTS: Examine the future of pharma: 
How experts believe web communications and online marketing 
will develop in the Web 2.0 era – and what you should do to 
maximize your opportunities   

Register today and experience a unique pharmaceutical 
gathering on interactive media 
Download the full brochure at 

www.eyeforpharma.com/edetailusa/brochure.shtml  

Please visit the conference Website: 
www.eyeforpharma.com/edetailusa  

eyeforphar
Complianc
Nov 30 – De

How to implement 
programs that guar
 
You’ll get invaluable in
• Benchmarking, calcula
your compliance initiativ
 
• Legal aspects: How th
interaction with patients
 
• Easy-to-implement be
ROI of adherence progr
 
• Improving educational
population for better adh
 
• Innovative methods to
customer impact 
 
For more info view
http://www.eyeforp
 
Even a 5% increase 
much as $40 million i
afford to miss out!
ADVERTISEMENT 

ma 3rd annual Patient 
e & Adherence USA 

c 1, 2006 Philadelphia PA    
successful patient marketing 
antee you instant profitability 

sights on: 
ting and estimating the profitability of 
es 

e recent changes will affect your 
  

st-practice techniques for measuring the 
ams 

 and literacy levels amongst your target 
erence/efficacy 

 structure your message for maximum 

 the event brochure 
harma.com/pcusa06/pmn 

in patient compliance can trigger as 
n additional revenue – so you can’t 
rporation (www.virsci.com). All rights reserved.  
 News 

 

http://www.eyeforpharma.com/pcusa06/pmn
http://www.eyeforpharma.com/edetailusa/brochure.shtml
http://www.eyeforpharma.com/edetailusa


Pharma Marketing News            Vol. 5, No. 9                     p. 5 
 

 
Richard: The reason that some companies spend 
more on the Web also has to do with their 
allocation of resources, namely personnel.  In 
order to communicate to senior management the 
possible ROI of web tactics someone has to be in 
an eMarketing position that understands this 
channel and its unique ability to interact with 
patients/consumers.  There are a lot of companies 
that do not have dedicated eMarketing people. 

Richard: The reason that some companies spend 
more on the Web also has to do with their 
allocation of resources, namely personnel.  In 
order to communicate to senior management the 
possible ROI of web tactics someone has to be in 
an eMarketing position that understands this 
channel and its unique ability to interact with 
patients/consumers.  There are a lot of companies 
that do not have dedicated eMarketing people. 

Lisa: On the consumer product side, which spends 
much less on the Web than does pharma, P&G is 
by far the most innovative. They are trying all kinds 
of mobile marketing for toothpaste! Who would 
think that Crest Whitening Strips would be 
advertised to kids at clubs on their mobile phones? 
Pharma companies are not there yet. 

Lisa: On the consumer product side, which spends 
much less on the Web than does pharma, P&G is 
by far the most innovative. They are trying all kinds 
of mobile marketing for toothpaste! Who would 
think that Crest Whitening Strips would be 
advertised to kids at clubs on their mobile phones? 
Pharma companies are not there yet. 

John: So, I gather that Pfizer is not advertising 
Viagra that way? Just a rhetorical question.  
[Crickets could be heard on the line.] 

John: So, I gather that Pfizer is not advertising 
Viagra that way? Just a rhetorical question.  
[Crickets could be heard on the line.] 

Regulation Causes Inertia Regulation Causes Inertia 

Mario Cavallini: One of the unique factors that 
affects pharma’s use of the Internet is the fact that 
it’s a regulated industry. So while you may see 
surveys where ad managers say they are going to 
shift spending online, when it comes time to make 
the decision there’s a lot of inertia, some of which 
is caused by regulatory concerns. There’s less 
certainty about what you can and can’t do online 
and there’s less experience with regard to what 
works from a regulatory point of view and what 
doesn’t work. So that contributes to the inertia as 
well. 
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works from a regulatory point of view and what 
doesn’t work. So that contributes to the inertia as 
well. 

Richard: There is less certainty with regulatory 
people as it pertains to the Web but the reasons 
for that are varied. First, the Web is changing 
everyday. You have streaming video, Consumer 
Generated Content (CGC), etc. These were not on 
anybody’s radar screen 5 years ago, but are now 
there because of the increased penetration of 
broadband. Pharma is also afraid to start a 
dialogue with people 1 on 1. The companies that 
are going to be the most successful online are the 
ones who take risks online. 
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dialogue with people 1 on 1. The companies that 
are going to be the most successful online are the 
ones who take risks online. 

Mario: There’s some concern that the first case 
examples will come from DDMAC warning letters. 
Perhaps there are examples from other industries 
that would be helpful for pharma to learn more 
about. 

Mario: There’s some concern that the first case 
examples will come from DDMAC warning letters. 
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that would be helpful for pharma to learn more 
about. 

Lisa: No other industry is as regulated as this one 
is. FDA is really looking at mass media and the 
beauty of the Internet is the ability to focus on or 
target specific audiences. The industry should buy 

opt-in lists that allow it to do this. There are a lot of 
things pharma companies can do online that would 
not violate any regulations I know of. 
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John: There is much lip service to ROI, but what 
interests me is some recent data from TNS Health 
showing a renewed interest in and increased 
spending on magazine and print advertising (see 
“Pharma eMarketing in a Slump

John: There is much lip service to ROI, but what 
interests me is some recent data from TNS Health 
showing a renewed interest in and increased 
spending on magazine and print advertising (see 
“Pharma eMarketing in a Slump”) despite the fact 
that it has not always been an effective medium for 
attracting and acquiring new patients. It’s the path 
of least resistance. 

Lisa: Magazines are really hurting because so 
many other advertisers have ditched them. I 
wouldn’t be surprised if the magazines were giving 
pharma great deals these days! 

Is It Just Yahoo!? 

John: CNBC reports that Internet advertising 
overall seems to be dropping tremendously. 
Yahoo!, for example, announced poor results in 
the last quarter. Where is the whole space going? 

Lisa: I’ve talked to a lot of reporters. Yahoo! is 
seeing some softening in growth. They didn’t report 
negative numbers. It’s more of a Yahoo! problem 
than an Internet advertising problem.  

Mario: I think it’s how those numbers get reported. 
Financial projections are all forward looking. 
Companies make an initial optimistic estimate and 
then must say it’s not going as fast as expected. 
And it looks like a loss. 

Mark: Softening means coming off a 300% growth! 
In comparison 200% growth rate is “poor.” What 
other medium has such high growth rates?  

Innovative ePharma Marketing 

Mark: The challenge is to identify where is the 
innovation in ePharma marketing? I can think of 
one.  

As part of ADHD Awareness Day (September 20), 
Shire bought up a ton of ad space for 
ADHDExpertsonCall.com. It’s not a product ad, it’s 
not a search strategy. It’s tying in to what has been 
a primarily offline campaign, buying all the space 
you can, focusing on Ty Pennington as the 
“spokesmodel” in the world, and driving visitors to 
the Web site and Webcast. It’s a fully integrated 
campaign. (See Figure 1, page 7.) 

Pharma companies are getting beyond product 
Web sites, banner ads, and search advertising and 
thinking about the bigger picture now. That is 
innovation. 

Continued on next page…
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Online Consumer Education Not Measured 
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Fard: I think you are going to see a lot more 
integrated educational campaigns as opposed to 
product-specific campaigns to drive awareness. 
For example, I worked on a PR campaign featuring 
Joe Montana with Novartis to raise awareness of 
high blood pressure and the launch of their high 
blood pressure portal (see Figure 2, page 7).  

Richard: Educational campaigns will vary by 
condition and product. If, for example, there is very 
high awareness of a condition but people are not 
seeking treatment (ie, erectile dysfunction), then 
you can expect to see pharmaceutical companies 
try educational platforms to get these people to 
their doctors to seek treatment. If they can make 
the pie bigger rather than taking a bigger piece of 
someone else’s slice, then they will all benefit. 

Mark: These PR and other campaigns may be 
online oriented but not included in the overall 
online pharma ad spending estimates. Back to 
ADHD example, how much of that is going to be 
allocated to the eMarketing budget? The Web site 
may be the primary call to action and where 
millions of new patients were driven to but it may 
not be measured as part of the eMarketing budget. 
The product team does not think in terms of 
eMarketing budgets, they think in terms of product 
strategy. 

New Technologies: Blogs and Podcasts 

John: What about new technologies like blogs and 
podcasts? What influence will these have on future 
pharmaceutical eMarketing budgets? 

Fard: Pharma companies are looking at 
podcasting and view it as very attractive because 
they can control the content and manage feedback 
from listeners. In some respects, podcasting is 
similar to doing a paid radio spot. Companies can 
vet all the content, which is a familiar world for the 
pharmaceutical industry. Eli Lilly, for example, 
produced a series of podcasts focusing on 
pancreatic cancer and Gemzar. This medication is 
approved for the first-line treatment of locally 
advanced or metastatic pancreatic cancer. 

Among social media technologies such as 
Experts Divided On Internet Ad Spending 
W YORK (Reuters, September 25, 2006) - U.S. 
rnet advertising revenue rose 37 percent in the first six 

nths of the year, hitting a record of nearly $8 billion, 
ording to a study released on Monday. 

 study, released by the Interactive Advertising Bureau 
 PricewaterhouseCoopers, comes just days after a 
enue warning by Yahoo Inc. raised concerns that ad 
nding in new media could be slowing. 

arning about its revenue, Yahoo pointed to weakness 
dvertising from automobile and financial firms, two 
 sectors in marketing. Since the disclosure, analysts 
e been divided over whether the issue is solely Yahoo's 
ignals a wider slowdown in online ad spending. 

il now, signs have pointed to strong growth for online 
, largely at the expense of newspapers and radio. 
nday's figures suggest that at least through the second 
rter, Internet advertising revenue continued to surge. 

 the second quarter, Internet advertising revenue totaled 
rly $4.1 billion, a 36 percent increase over the same 
iod in 2005, and up 5.5 percent over the first quarter of 
6. 

rch-related advertising rose 40 percent in the first half 
he year, while classified rose 20 percent, according to 
study, released during a week of advertising industry 
sentations in New York. 

ith the seventh consecutive quarter of growth behind us 
are confident that the Internet will continue to reconcile 
imbalances between its share of media consumption 
sus its relative share of total advertising spend," said 
e Petrusky, director, Entertainment & Media Practice at 
ewaterhouseCoopers. 

roup of media companies, meanwhile, forecast on 
nday that online advertising growth should rise in the 
d quarter. 

 Online Publishers Association, which includes CNET 
works Inc. , iVillage, Reuters and Tribune Interactive , 
 its members expect online ad revenue to grow about 

percent for the third quarter. 

 group said most members are seeing strength in all 
ertising categories with no areas appearing to slow 
n. 
podcasting, blogging, and video sharing Web sites, 
I believe those that allow pharma people to funnel 
content through their normal regulatory/legal 
review process will be much more attractive to 
pharmaceutical companies. Because podcasting 
allow developers to retain ownership of content, 
this is a very suitable and “safe” means of getting 

When answering the question about who are the 
real innovators, you see significant differences by 
therapeutic category. A category like oral 
contraceptives may spend 20-30% of its budget 
online, whereas in the glaucoma category, I 
wouldn’t expect much to be spent online.  

Continued on next page…
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 Figure 1: In honor of ADHD Awareness Day, Ty 
Pennington joined Dr. Robert Findling, Professor 
of Psychiatry and Pediatrics at Case Western 
Reserve University, for an hour-long webcast to 
educate the community about this disorder. The 
free webcast took place from noon to 1 P.M. EDT 
on September 20, 2006, and is currently archived 
on www.ADHDExpertsOnCall.com.  
 
Those joining the webcast were able to ask Ty 
Pennington and Dr. Findling questions about 
ADHD and its treatment. 

Figure 2: “BP Success Zone, developed by Novartis and MicroMass Communications, is 
a customized DTP (direct-to-patient) approach that uses the patient/healthcare 
provider relationship to drive compliance and boost sales of three key blood-pressure-
lowering products: Diovan, Diovan HCT and Lotrel.” (source: MM&M; 
http://www.micromass.com/Newsroom/MicroMass_MMM_6_06.pdf)  
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Joe: We’re seeing more podcasting as well. But 
we’re seeing it used more as part and parcel of an 
overall program whether it is a medical education 
program, a medical conference, or a key opinion 
leader (KOL) format where streaming video and 
audio  are integrated. Individual podcasts are 
enabling brand teams to extend the reach and life 
of these live events.  
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Our clients want to see the latest technology 
integrated into programs to simulate a live meeting 
and to satisfy physician demand for more 
compelling and engaging online programs.  
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compelling and engaging online programs.  
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that they want to do podcasts, what they really 
mean is they want to create downloadable audio 
files. They have no intent to do a regular series of 
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Privacy Concerns 

John: Maybe pharmaceutical companies are afraid 
of more than just regulations when it comes to 
online marketing. Number one on the list of things 
to fear is invasion of privacy. Privacy is a 
consideration, for example, when targeting people 
on the Web by their behavior without permission 
(see “Behavioral Targeting: RJ vs JP”). The issue 
is not fear of violating any law, but fear of the court 

 That 

s of their ads on other 

ulted in more relevant ads being served to 
them.  

of public opinion. 

Mark: Yes, that goes back to the 2000 Pharmatrak 
debacle, which we all consider innocent now, but 
at the time was looked at as a serious breach of 
privacy. Pharmatrak was using cookies to track 
people across the Net and reporting back to their 
pharma clients on where people who viewed their 
web sites and ads subsequently went online.
experience still scares off a lot of companies. 

John: I have begun to notice that pharma 
company Web privacy policies are mentioning the 
use of tracking cookies. Perhaps these companies 
are actually doing these sorts of things today, 
although they mostly claim that they track users 
only on their “family” of sites or use clear gifs to 
determine the effectivenes
sites or e-mail campaigns. 

Lisa: People are being tracked all the time on the 
Web. Several surveys suggest that most people 
(mostly younger people) do not mind being tracked 
if it res

Podcasts Gaining Traction 
 
“Podcasts are no longer just for kids, and they can 
help pharmaceutical makers disseminate valuable 
information on a drug’s efficacy and safety warnings 
to both doctors and patients. A recent Nielsen/ 
NetRatings release shows that 6.6% of the US adult 
online population, about 9.2 million users, recently 
downloaded an audio podcast, and 4%, or 5.6 
million users, downloaded a video podcast. The 
figures put the US podcasting audience on a par with
bloggers (4.8%) and online daters (3.9% of the adu
online population).” Source: “Pharmaceuticals 
Online: Direct-to-Patient Becomes a Re

 
lt 

ality.” 

Continued on next page…
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Figure 3: In February, 2006,Gilead Sciences, Inc. launched Stop Hep B, a grassroots 
campaign that utilizes community partnerships and interactive online education to 
drive awareness and testing for hepatitis B, and to provide a central place where 
patients and caregivers can "join the fight" to stop hepatitis B. 
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John: They may be dipping their toes into social 
messaging, but it’s always “on message” and 
scripted; obviously not genuine CGC as I point out 
in Pharma Marketing Blog (see “Question 

John: They may be dipping their toes into social 
messaging, but it’s always “on message” and 
scripted; obviously not genuine CGC as I point out 
in Pharma Marketing Blog (see “Question 
Everything”). The industry’s problem with control 
and allowing unscripted dialog is going to prevent 
these sites from having much impact. Perhaps they 
are good for market research purposes and that 
may be enough to justify their existence. 

Mark: I read a September 4, 2006 BusinessWeek 
article on this site. The messaging to the new user 
may not be the key objective. Rather, they have 
built a community with the intent of soliciting 
feedback for market research purposes. That’s a 
very different objective than using social 
networking to deliver marketing messages. 

Fard: Another interesting site is StopHepB.com, 
which is produced by Gilead Sciences (see Figure 
3, page 9).  This site features a discussion board 
for “Hep B warriors.” The bulletin board is sparsely 
populated, but they are trying to encourage 
patients in the Asian-American community to talk 
about the condition with their family members, 
friends and peers. 

Mario: It’s also interesting that they have a human 
avatar that’s sort of a site guide or spokesperson. 
The fact that they are targeting Asian-Americans 
allows them to also use a targeted avatar. That’s 
nicely done.  

The Future: Final Words 

John: Lisa, do you still stand behind your 
predictions for pharma online spending? 

Lisa: Yes, I do. The spending I estimated includes 
lead generation and referrals, search and e-mail 
marketing and rich media, just as the Interactive 
Advertising Bureau and PricewaterhouseCoopers 

do. eMarketer recently revamped its outlook for all 
online advertising, too, although not very 
dramatically for 2006. This year, we’re projecting a 
26.8% increase in Internet advertising, to $15.9 
billion, with growth slowing to just 6.8% in 2010. 
We expect online advertising to hit $25.2 billion in 
2010, at 8.9% of US ad spending that year.  

John: Any final comments? 

Richard: Yes, I have a few. In order for Pharma to 
commit more money to the Web it is going to 
require several things: 

1. Senior management is going to have to buy in 
that the Web is strategic and a great channel 
for brands to meet their objectives. 

2. eMarketing people who understand the 
channel and how consumers use the channel 
are going to have to be recruited to work within 
pharma eMarketing. You can’t take a DTC 
person and put them in an eMarketing position. 
The learning curve is too steep and it is 
changing too rapidly. 

3. ROI models are going to have to be tested and 
evaluated including cost per click, cost per 
action, cost per targeted action and cost per 
Rx. 
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Solution Review Solution Review 
Optimizing DTC Performance Optimizing DTC Performance 
How TNS Healthcare Helps Clients Build a Lifetime Connection Between Consumers and Brands 
By John Mack 
 

“One the main issues of DTC advertising,” says 
Sobel, “is the tendency for companies and brands 
to overspend against the opportunities. This is a 
natural consequence of how pharma marketing 
budget levels are set.” 

Direct-to-Consumer (DTC) advertising spending is 
increasing despite increased criticism from 
politicians and the recent implementation of 
PhRMA’s Guiding Principles that put limits on 
some forms of advertising to the general 
population. Sobel listed the following factors that 

pharmaceutical marketers may use to set the 
annual DTC budget in their organizations: 

In the first half of 2006, DTC advertising spending 
was up 9% compared to the same period in 2005, 
according to data compiled by TNS Media 
Intelligence, a marketing information firm (see 
Table below).  

• Reach and frequency criteria 
• Matching competitive budgets 
• Recommendation of the agency 

Category Q1Q2 2005 Q1Q2 2006  

Total Spend $2.26 billion $2.46 billion 

TV $1.46 billion (64%) $1.45 billion (59%) 

Magazines $0.66 billion (29%) $0.84 billion (34%) 

Newspapers $0.07 billion (3%) $0.07 billion (2.9%) 

• Formal analysis of ROI or profit goals 
• Gut/Other 

“Often, the way brand managers do this is to ask 
their advertising agency what the right level is,” 
says Sobel. “Or by deciding that they need to 
match a key competitor’s budget level, whether or 
not it makes economic sense for their own brand.” 

   
What is the pharmaceutical industry getting in 
return for this increase? However you look at the 
numbers, typical DTC approaches often don’t 
deliver the impact they should for the dollars 
invested, according to TNSfyi, a product 
forecasting and healthcare/pharmaceutical model-
ing division of TNS Healthcare. 

These days, with the kinds of analytical tools 
available to marketers, there is no excuse to make 
these kinds of budget errors, claims Sobel. 

TNSfyi forecasts incremental sales (ie, 
prescriptions) for DTC campaigns and also 
evaluates campaigns retrospectively. “We’ve 
probably done 400 to 500 analyses of different 
DTC campaigns over the years,” says Ken Sobel, 
Senior Vice President at TNSfyi.   

In Figure 1 (next page), the blue line (round data 
points) is the revenue “response curve” for a 
sample DTC campaign. Its declining economies-of-
scale shape is typical that is, the more you spend, 
the less incremental amount of revenue is 
generated. (Similar response curve analyses can 
be done for other Rx promotional elements, 
including detailing, sampling, symposia, etc.)  

Revenue is maximized at the highest feasible 
budget. The orange line (without data points) is 
profit of the DTC campaign, calculated here as 
“revenue – cost.” The shape of its curve—with a 
maximum value—is also typical. In this case, 
maximum profit is reached when the DTC budget 
is about $52 million.  

TNSfyi analyses help their clients 

1. decide whether or not it makes sense to use 
DTC in support of their pharmaceutical 
products, 

2. choose the right budget levels for their DTC 
programs if it makes sense for them to run 
the programs, and  “Probably the most common metric of all in DTC,” 

says Sobel, “is return on investment or ROI, which 
is typically defined as profit divided by budget” The 
pink line (triangular data points) is the return-on-
investment (ROI) curve for the sample DTC 
campaign.  

3. calculate the likely returns on investment, 
which is a critical issue for them in making all 
these decisions. 

The Two Most Common DTC Mistakes 
The number one DTC advertising mistake that 
TNSfyi has seen is in how the overall DTC budgets 
are set.  

Continued on next page…
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ROI, which is the profit rate, is
smallest feasible DTC budg
noticed,” says Sobel, “is that for
the higher your budget is,
awareness and incremental sa
lower the return on investment 
that using ROI for determini
budget should be is pretty much

For example, rumors regarding
on investment for TV DTC may
but that doesn’t mean that tele
wise thing to do. The declin
because TV ad budgets are ove

Another way to look at ROI 
incremental return on investm
much return do we get for the 
spent? The green line (squa
FIGURE 1 shows the marginal 
of the sample DTC campaign. It
maximum profit when it cros
territory.  

What should be maximized—
ROI? For most publicly trade
answer is profit (not ROI). “From
says Sobel, “it makes sense to
on DTC until the next dollar spe

The Second Mistake 
Awareness generation is a critic
DTC advertising. Awareness is
DTC budget, but also by DTC co
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Figure 1: Promotional Response Curv
.virsci.com

 maximized at the 
et. “What we’ve 
 any given product, 
 the greater the 
les will be but the 
will be. This tells us 
ng what the best 
 a misnomer.” 

“The second most common mistake in DTC 
advertising that we’ve seen,” says Sobel, “is going 
to market with subpar copy quality despite the fact 
that everyone knows good copy quality is 
essential.” 

At every budget level there is a big variance in the 
awareness level achievable depending upon the 
copy quality.  

 decreasing return 
 very well be true, 

vision DTC is not a 
e in ROI may be 
r inflated. 

“Everyone I talk to,” says Sobel, “is adamant that 
they will go to market with superior copy or, at a 
minimum, normative copy. The sad reality is that 
the press of business, the requirement to get to 
market quickly, means that DTC campaigns are 
rushed into market and all too often do not follow 
guidelines to assure that ad copy quality is at norm 
or better.” 

is to examine the 
ent. That is, how 
next million dollars 
re data points) in 
or incremental ROI 
 signals the point of 
ses into negative 

Imagine that to reach a target incremental script 
and profit level your DTC campaign must achieve 
40% awareness. As the example in Figure 2 
illustrates (next page), you can achieve this goal 
with a budget of $50MM with normative copy 
quality. If you are fortunate to go to market with 
copy that is superior—20% over norm—your goal 
can be achieved at a budget level of about 
$35MM. If, on the other hand, your copy quality is 
only 50% of norm, then you will need to spend 
about $85 MM to achieve the same goal. 

revenue, profit, or 
d companies, the 
 this perspective,” 

 continue spending 
nt creates a loss.” 

Forecasting al success factor in 
 driven not just by 
py quality.  

TNSfyi approaches DTC analyses and modeling 
from two directions: (1) Forecasting and (2) After-
the-Fact Analysis 

Continued on next page…
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After-the-Fact Analysis.  
After a client has already been 
running a campaign, they may be 
interested in learning how effective 
it was. They may or may not have 
done a projection with TNSfyi or 
someone else. They want to find 
out how much bang for the buck 
they got. In those cases, TNSfyi 
does a careful analysis of 
prescription sales on the one hand 
and how the sales have been 
driven by DTC and all the other 
channels the client is using to 
promote and market the brand.  

“We take into account things like 
detailing, sampling, medical 
education and symposia as well as 
DTC so we can control for those 
other influences on script writing,” 
says Sobel. “What we are left with 

is the portion of scripts that can be directly 
attributable to the advertising campaign being 
analyzed. Without that careful control of variables, 
you can get a very misleading picture of how 
effective the DTC campaign was.” 

Figure 2: Copy Quality and Awareness 

Forecasting typically entails doing a survey of 
potential sufferers or people who might 
appropriately use the product in question. In the 
survey, TNSfyi exposes the subjects to the 
message that the campaign would employ. 
Subjects are asked directly how likely it would be 
for them to ask their physicians about the product 
after they have seen or heard the message and 
they are aware of the product.  

This retrospective analysis is useful for optimizing 
resource allocation for the coming year. 

Commitment and Brand Worth 
“We also conduct a survey among physicians and 
find out from them if an appropriately indicated 
patient asked about a specific product, how likely 
would they be to comply with the request and write 
a prescription for the product,” says Sobel. 

The fyi unit of TNS helps clients see how much 
they are going to get from DTC. TNS’s Advertising 
and Brand Performance Unit helps clients 
understand why that’s the case and what they can 
do about it. 

Using those two data-collecting instruments for 
input, combined with the media plans that the 
company has, TNSfyi applies a proprietary 
mathematical model that allows it to forecast 
incremental sales. Generally, the results are 
accurate to within about 10 or 15%.  

“We are very involved in helping clients understand 
the DTC spending decisions they have made and 
the impact of those decisions around the kind of 
media they have chosen to advertise in,” says 
David Kweskin, Senior Vice President, Practice 
Area Leader, in the Advertising and Brand 
Performance Unit of TNS. “We help them 
understand where they may be falling down or 
where may be doing exceedingly well versus 
expectations, versus other brands in the same 
category.” 

What If Testing 
This technique or tool allows TNSfyi to do what-if 
analyses for their clients and answer what-if 
scenario questions. For example, what if the 
message was changed from positioning A to 
positioning B? or what if the media mix was 
switched from overwhelmingly TV and little print to 
more of a balanced expenditure? What would the 
incremental scripts be? What would the overall 
return on investment be?  

Kweskin focuses on “commitment” to segment the 
kinds of users a brand will have and as a measure 
of a brand’s worth.  

“Satisfaction is a weak determiner of brand worth,” 
says Kweskin. “Commitment, on the other hand, is 
a whole different animal. We find a strong relation 
between commitment and share of wallet or what 

“By testing several what-if scenarios,” says Sobel, 
“we can help clients design the best programs for 
their brands.” 

Continued on next page…
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the brand is getting out of the total spending in that 
category by the consumer” (see Figure 3, below). 

can. They are willing to pay more, are less likely to 
defect, and are active “missionaries.” 

In the world of DTC, Commitment means 
commitment to one brand over another brand. 
Commitment and loyalty are not synonyms. Loyalty 
is a behavioral measure, based on past actions. It 
is what people have done, such as their purchase 
and repurchase patterns. However, “loyalists” are 
not necessarily committed because they may 
continue on a path simply out of inertia—”it’s what 
the doctor gave me”—and not out of conviction. 
Loyalty does not predict what a person will do 
tomorrow.   

TNS and Kweskin define commitment as having 
three dimensions:  

• Needs Fit: How do people rate your brand? 
How do alternatives compare?  

• Involvement: How important is choice in the 
market? How much does choice matter? 

• Ambivalence: How much are people torn 
between different choices? Are there many 
or few reasons to choose another brand? 

“In our system,” says Kweskin, “we develop these 
into four main levels of commitment: Entrenched, 
Average, Shallow, Convertible. No doubt other 
researchers have their own approaches to 
commitment.” 

Commitment is a psychological measure. It tells 
you how people feel. It's about the strength of the 
psychological relationship—the bond with a brand. 
As a result, commitment is predictive. It lets you 
anticipate future behavior, not just a look back in a 
rearview mirror. 

Committed consumers are attached “at the hip” to 
their brand. That means they are far less likely to 
pay attention to competitor ads, far less likely to 
request another drug of physicians, and far less 
likely to ask friends/relatives what they use. In 
human terms, they are indivisible soul-mates with 
their chosen brands. One can count on committed 
customers to be there, regardless of 
circumstances—“until death do us part.” Moreover, 
they will give you as much of their business as they  

Kweskin estimates that less than 20% of users of 
an Rx brand are at the “Entrenched” level of 
commitment to that brand. Even leading brands 
may not necessarily have a hold on commitment 
(see Figure 4). 

“Using the commitment model that we have 
developed,” says Kweskin, “we are able to help our 
clients understand how vital it is to the health of the 
brand to understand the different levels of 
commitment to the brand by users.” 

Continued on next page…
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Figure 3: Segmentation According to Satisfaction vs. Commitment. There is a strong correlation 
between commitment and share of wallet. 
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What Drives Commitment? 
TNS is able to determine what the key drivers are 
that determine what makes one individual more 
committed to a brand than another individual. For 
example, the attribute “works longer” may be what 
distinguishes a committed from an uncommitted 
user. Therefore, the advertising should include 
messages about this attribute. 
user. Therefore, the advertising should include 
messages about this attribute. 

If someone is really committed to a brand, he or 
she is not really interested in anything else—sort of 
like a marriage. This person may not even be 
aware of another brand even though it is heavily 
advertised and has created great buzz in the 
marketplace.  

If someone is really committed to a brand, he or 
she is not really interested in anything else—sort of 
like a marriage. This person may not even be 
aware of another brand even though it is heavily 
advertised and has created great buzz in the 
marketplace.  

“You have to find things that distinguish the brand 
and drive commitment,” advises Kweskin. 
Ultimately, it will take users beyond loyalty to a 
new level of attachment to their brands that 
ensures optimum brand use today and into the 
future.  

“You have to find things that distinguish the brand 
and drive commitment,” advises Kweskin. 
Ultimately, it will take users beyond loyalty to a 
new level of attachment to their brands that 
ensures optimum brand use today and into the 
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The Pharma Marketing Network Roundtable 
(PMN Roundtable) is a series of periodic 
teleconference or webinar meetings of 
pharmaceutical marketing experts who discuss 
and exchange views on topics of interest to 
pharmaceutical marketing and sales 
professionals. PMN Roundtable Members 
include professionals working within pharma-
ceutical companies as well as in advertising 
agencies, medical communications companies, 
and other pharmaceutical vendor companies. 

Recent discussions: 
• What's in the Future for ePharma Marketing? 
• Trends in Commercial Support of CME 
• Dissemination of Scientific Information: Role of 

MSLs and KOLs 
• Communicating Risk in DTC Advertising 
• Pharma Gifts to Physicians - Where's the Real 

Conflict? 
• 2006 Pharma Trends  

To be considered for membership in the PMN 
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Article 

The Brand Marketing Mix 
Balancing Impact versus Risk 
By John Mack

A few months ago, I was invited to make a 
presentation to a pharmaceutical brand marketing 
team on the latest trends in pharmaceutical 
marketing as it relates to marketing mix. The team 
was preparing for a presentation of their 2007 
marketing plan to the company’s board. Several 
vendors and other experts were also invited to give 
presentations. 

 

Why did the team call me? It turns out that the 
group VP was a fan of Pharma Marketing Blog! No 
surprise! After all, an anonymous Ogilvy blogger 
once wrote: "[Pharma Marketing Blog] is a great 
blog ... A good analysis of what is working and 
what isn't. A good resource to get ideas for 
improving your marketing."  

Still, I wasn’t sure what exactly they wanted that I 
could uniquely offer them. When I made further 
inquiries, the following was one question they 
wanted me to answer: 

Figure 1: One Recipe for Pharmaceutical Marketing 

That’s obviously a very high-level breakdown, 
which provides a lot of granularity regarding 
physician promotion but not much granularity for 
consumer-focused promotion. Also, recent OIG 
guidelines have taken CME and other physician 
education programs out of the marketing budgets 
of pharmaceutical companies. 

“In your opinion, what are some of the tactics 
(i.e.. PodCasts) that will be viable now and in 
the future; what should we avoid?” 

The raison-d’etre of Pharma Marketing Blog is to 
provide insights—if not answers—to that very 
question!  

A much more detailed list of promotional channels 
was developed for the online Marketing Mix 
Survey I used to pick experts’ brains about the 
future.  As for the other question they had—“What are the 

marketing mix trends 1 to 5 years out?”—I could 
answer that one with a little help from the many 
experts who are part of the online Pharma 
Marketing Network.  

In fact, two separate lists were used: one for 
physician marketing and one for consumer 
marketing. However, since there is a good deal of 
overlap—in that several channels may be used for 
both physicians and consumers—the following 
breakdown may be more relevant for discussion 
purposes. 

This article is a summary of the presentation I 
made, which was based on a review of surveys 
and interviews. Hopefully, it will give you a better 
idea of the impact versus risk of various physician 
and consumer marketing channels and the effect 
on marketing budget allocation. Since I am looking 
five years out, there is a focus on newly emerging 
Internet-based channels. 

General Promotional Mix Ingredients (used to 
reach both physicians and consumers) 

• 3rd Party Web Site Sponsorship   
• Call Center 

What’s in the Mix? • Direct Mail 
Before discussing the trends and issues that may 
affect the pharmaceutical marketing mix in the 
future, we should start what’s in the mix today. One 
recipe is whimsically depicted in Figure 1. 

• E-mail 
• Other Technology Platforms (CD/DVD, cell 

phones, text messaging, etc.) 
• Podcasts 
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• Search Engines 
• National TV 
• Spot TV 
• Telemarketing  
• Web Banner Ads 

Physician-specific Promotional Mix Ingredients Physician-specific Promotional Mix Ingredients 

• eDetailing • eDetailing 
• Point of Care Marketing (ePrescribing) • Point of Care Marketing (ePrescribing) 
• Sales Representative • Sales Representative 
• Journal ads (print) • Journal ads (print) 
• Scientific Meetings/Exhibits • Scientific Meetings/Exhibits 

Consumer-specific Promotional Mix Ingredients Consumer-specific Promotional Mix Ingredients 

• Consumer Generated Content (Buzz & 
Blogs)  

• Consumer Generated Content (Buzz & 
Blogs)  

• Health Fairs   • Health Fairs   
• Outdoor & Event Venues (billboards, sports) • Outdoor & Event Venues (billboards, sports) 
• Pharmacy Programs • Pharmacy Programs 
• Magazines and newspapers (print) • Magazines and newspapers (print) 
• Physician Office Programs   • Physician Office Programs   

Factors That Determine the Mix Factors That Determine the Mix 
For any given product, pharmaceutical marketers 
may use the following factors to set the annual 
promotional budget and allocate funds to specific 
channels: 

For any given product, pharmaceutical marketers 
may use the following factors to set the annual 
promotional budget and allocate funds to specific 
channels: 

 Reach and frequency criteria  Reach and frequency criteria 
 Past experience  Past experience 
 Matching competitive budgets  Matching competitive budgets 
 Recommendation of the agency or outside 

consultants 
 Recommendation of the agency or outside 

consultants 
 Formal analysis of ROI or profit goals  Formal analysis of ROI or profit goals 
 Gut Instinct  Gut Instinct 

Obviously, reach and frequency are staples of any 
promotional campaign. These days, reach and 
frequency cannot be the only goal of pharma-
ceutical marketing. Perhaps your reach and 
frequency are fine, but you also need to improve 
credibility, which is a critical asset for success in 
the post-Vioxx era in which we live. “Engagement,” 
for example, is a factor that you need to add if you 
are interested in new media channels like Internet 
advertising, podcasts, and blogs. 

Obviously, reach and frequency are staples of any 
promotional campaign. These days, reach and 
frequency cannot be the only goal of pharma-
ceutical marketing. Perhaps your reach and 
frequency are fine, but you also need to improve 
credibility, which is a critical asset for success in 
the post-Vioxx era in which we live. “Engagement,” 
for example, is a factor that you need to add if you 
are interested in new media channels like Internet 
advertising, podcasts, and blogs. 

In the financial sector, it is said that past 
experience does not guarantee future perfor-
mance. In the pharmaceutical sector, however, 
future marketing plans are often based on previous 
ones. The thinking is, if it ain’t broke, don’t fix it. 
Conditions, however, may change in such a way 
that what once worked no longer works so well. 
Competition, for example, often dictates a new 

strategy that could involve changing the 
promotional mix. 

In the financial sector, it is said that past 
experience does not guarantee future perfor-
mance. In the pharmaceutical sector, however, 
future marketing plans are often based on previous 
ones. The thinking is, if it ain’t broke, don’t fix it. 
Conditions, however, may change in such a way 
that what once worked no longer works so well. 
Competition, for example, often dictates a new 

strategy that could involve changing the 
promotional mix. 

While the industry rightly depends upon outside 
experts for recommendations, it should be wary of 
some experts that recommend “cutting-edge” 
channels and technology like buzz, blogs and 
other consumer-generated content channels. 
These experts often have a vested interest in what 
they are recommending. 

While the industry rightly depends upon outside 
experts for recommendations, it should be wary of 
some experts that recommend “cutting-edge” 
channels and technology like buzz, blogs and 
other consumer-generated content channels. 
These experts often have a vested interest in what 
they are recommending. 

ROI, ROI, ROI. How many times have we heard 
that? More and more lately. It will be even more 
important in the future. However, ROI is often 
difficult to measure and everyone has their own 
techniques for measuring it. For more on this topic, 
see the article “Optimizing DTC Performance,” in 
this issue. 

ROI, ROI, ROI. How many times have we heard 
that? More and more lately. It will be even more 
important in the future. However, ROI is often 
difficult to measure and everyone has their own 
techniques for measuring it. For more on this topic, 
see the article “Optimizing DTC Performance,” in 
this issue. 

What About Risk? What About Risk? 
Another factor to consider, especially when dealing 
with computer-enabled promotions (Web sites, e-
mail, podcasts, eDetails, behavioral targeting, etc.) 
is a risk vs. benefit analysis. Going “outside the 
box” often involves risk. 

Another factor to consider, especially when dealing 
with computer-enabled promotions (Web sites, e-
mail, podcasts, eDetails, behavioral targeting, etc.) 
is a risk vs. benefit analysis. Going “outside the 
box” often involves risk. 

My focus will be on balancing impact, which is 
determined by reach, credibility, and content 
richness, against risk, which I define as the 
potential to cause customer dissatisfaction or 
pushback, increased regulation, negative publicity, 
etc. 

My focus will be on balancing impact, which is 
determined by reach, credibility, and content 
richness, against risk, which I define as the 
potential to cause customer dissatisfaction or 
pushback, increased regulation, negative publicity, 
etc. 

YOU CANNOT AVOID ALL RISK!  YOU CANNOT AVOID ALL RISK!  

No pain, no gain! However, it is wise to know what 
the risks are and to balance the risks against the 
benefits, just as you would ask a patient taking 
your drugs to do. 

No pain, no gain! However, it is wise to know what 
the risks are and to balance the risks against the 
benefits, just as you would ask a patient taking 
your drugs to do. 

Some Trends Some Trends 
But before I get to that, let’s look at some trends. But before I get to that, let’s look at some trends. 

I will use a few sources of data to give you a high-
level perspective on what experts believe the 
future trends in marketing mix will be. One of these 
sources is the Pharma Marketing News 2006 
Trend Study, which was hosted online in January, 
2006 (see “Pharma Trends to Watch in 2006

I will use a few sources of data to give you a high-
level perspective on what experts believe the 
future trends in marketing mix will be. One of these 
sources is the Pharma Marketing News 2006 
Trend Study, which was hosted online in January, 
2006 (see “Pharma Trends to Watch in 2006”).   

Highlights from this survey include: 

– 

– 

– 

– 

58% of respondents saw cuts in overall DTC 
spending in 2006 

56% saw a decrease in TV advertising (vs.  
26% that saw increase) 

71 % saw an increase in disease awareness 
or non-branded advertising 

65% saw an increase in DTC regulation 
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A DTC moratorium may have no immediate effect 
on marketing of drugs already on the market, but 
depending on how it may ultimately be 
implemented, a moratorium could open the door 
for more discussion on the outright ban of all DTC 
advertising. 

Is DTC Spending Up or Down? 
Although the majority of survey respondents 
predicted cuts in DTC spending, only 13% felt this 
was “highly likely.” In fact, recent data released by 
TNS Media Intelligence show that total DTC 
spending is up about 6.6% this year compared to 
last year (see Pharma Marketing Blog post “Print last year (see Pharma Marketing Blog post “Print 
DTC, PhRMA Guidelines, and Balance” and the 
article “Pharma Online Spending” in the issue for 
more DTC spending data from TNS). 

Spurred on by PhRMA DTC guidelines, there’s 
undoubtedly been more spending on disease-
awareness and other unbranded ads. Some 
estimates indicate spending in this category is up 
by 50% in 2006 compared to 2005. The Internet 
may be used more to provide this education (see 
the article “e-Inertia Plagues the Pharma Industry,” 
in this issue for examples). 

The importance of competition from new brands 
cannot be over emphasized. If you eliminate the 
$122,801,000 that Sepracor spent on Lunesta 
DTC in the January to April, 2006 period and the 
additional $46,206,000 that Sanofi-Aventis spent 
on Ambien DTC to catch up, overall DTC spending 
would have decreased by 6% instead of increased! 
Therefore, what we have seen in early 2006 may 
not be a long-term trend and the survey results 
may still be accurate. 

Communicating risk in print and broadcast ads will 
be a battleground in the next few years. Some 
experts contend that there is a shift from TV to 
print due to PhRMA Guidelines on communicating 
risk. The thinking is that it is easier to improve 
accuracy and balance in print ads than in TV ads. 
Most readers responding to a survey on Pharma 
Marketing Blog do not think that is the reason for 
the shift. 

Has TV Spending Peaked? 
TV advertising, predicted survey respondents, may 
decline across the board, but that is very 
dependent on new drugs entering the market and 
the category. Spending on TV ads for sleep aids 
and obesity drugs, for example, is likely to increase 
this year over last year. That was not enough, 
however, to prevent a 2.5% decline in TV spending 
in 2006 compared to 2005. 

Government regulation is always an issue when 
elections loom and elections are always looming! 
FDA is besieged and trending toward more 
caution. All this needs to be considered when 
balancing risk vs. impact of channels in your mix 

Future Mix: Consumers Current & Future Issues: Consumers Each year, Optas, a relationship marketing 
company owned by Dendrite International, surveys 
DTC marketers. The Optas DTC Industry Check 
Up probes the concerns of industry participants, 
identifies areas of opportunity, and specifies trends 
in spending and marketing mix. The 2006 survey 
on the state of DTC marketing was conducted 
online in December 2005. The sample size of 118 
respondents was comprised of a representative 
mix from a cross-section of manufacturers, 
agencies, and other vendors. The results of the 
survey as regards marketing mix forecasts are 
shown in Figure 2 (next page).  

I listed the following as the most important 
consumer marketing issues that pharmaceutical 
marketers would be faced with in the next several 
years:  

1. DTC moratorium 
2. Less TV, more print ads? 
3. More education, less promotion? 
4. PhRMA DTC Guidelines 
5. Communicating risk: new rules? 

The most significant issue facing DTC is a 
government mandated moratorium on DTC 
immediately following product launch. Senators 
Frisk and Grassley—among others—and the AMA, 
among other influential critics, have weighed in on 
this issue. To that list now add the Institute of 
Medicine (IOM), which called for a 2-year 
moratorium on DTC for new drugs in its report 
"The Future of Drug Safety: Promoting and 
Protecting the Health of the Public" (see “IOM 
Report Calls for DTC Moratorium”). 

DTC marketing mix trends revealed by the Optas 
survey are obvious: 

1) Broadcast (TV and radio) channels are out 
of favor 

2) Internet (Web sites, email) and “point of sale”  
(Doctor office Programs, Pharmacy 
programs) channels are in favor 

Continued on next page…
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Figure 2: Optas DTC Industry Check Up 2006. Respondents were asked “where WILL you spend 
less/more” (as opposed to where SHOULD marketers spend less/more).  

Current & Future Issues: Physicians 
As I see it, the following are the most important 
physician marketing issues that pharmaceutical 
marketers will face in the next several years:  

1. Sales Reps: Criticism of tactics, force 
cutbacks, decreased effectiveness 

2. Technology: ePromotion vs. eLearning 
3. CME: No longer part of the marketing mix 

Sales rep tactics are in the limelight: 
– 

– 

– 

– 

– 

states are passing laws limiting the influence 
of sales reps (eg, New Hampshire) 
movies will be critical (Michael Moore’s 
“Sicko” and Jamie Reidy’s “Hard Sell”) 
detailing by reps is becoming less and less 
effective 
physicians are pushing back and often 
denying access to reps 
costs are increasing and budgetary 
pressures to reduce costs are following 

All this makes the sales rep “channel” more “risky,” 
which may lead to a decrease in rep activity in the 
next five years, although detailing by reps will 

surely remain a big part of the mix. It makes sense, 
however, to think of alternatives that can take up 
some of the slack or offset the risk. 

Technology will have a big effect on physician 
detailing and education activities in the next five 
years. The primary influencer will be the use of the 
Internet to deliver details, either with or without 
sales rep interaction. However, the trend will be 
away from the electronic detail aid to more learning 
resources for the physician, such as Key Opinion 
Leader educational programs. Mobile technology 
(eg, podcasts via iPods), especially, will be an 
effective way of reaching the busy physician. 

Speaking of learning, the CME landscape is also 
changing. It’s a higher risk activity as grants for 
CME are coming under scrutiny by legislators, 
OIG, and physician groups. The shift of CME from 
marketing budgets to medical affairs budgets 
means that CME has less of a role to play in 
determining the marketing mix. 2005 marked the 
second consecutive year of decreased growth in 
commercial support of CME by the pharmaceutical 
industry, according to the 2005 annual report of the 
Accreditation Council for Continuing Medical 
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Education (ACCME), which collects funding data 
from accredited CME providers. (see “Pharma 
Support for CME Slows”). 

“Some pharmaceutical companies have 
already made changes in how they provide 
unrestricted educational grants to third party 
organizations. These policy shifts will (and are) 
transform how industry engages in CME 
activities and disease awareness campaigns.” 
– 2006 PMN Trend Survey 

Future Mix: Physicians 
One source of information about what the future 
physician marketing mix will be is the 2002 Cap 
Gemini/Insead Survey, the results of which are 
summarized in Figure 3, below. 

The trends from this survey can be summarized as 
follows: 

Less future importance:  

 
 
 

Sales reps 
Conferences 
Print Media 

Greater future importance:  

 Websites 
 Call centers 
 eDetailing 

Technology’s Influence 
The overarching takeaway from practically every 
survey and study I have seen regarding the future 
pharmaceutical marketing mix is the increased role 
of technology. Technology is having an increasing 
impact on all kinds of communications—including 
marketing communications—with consumers and 
physicians. This evolution will continue to move 
toward smaller, more portable, and more 

interconnected “plug and play” devices. 

Technology can bring substantial savings in 
marketing expenses. One indisputable fact: ROI for 
traditional consumer and physician marketing is 
getting worse, whereas ROI for technology-
enabled marketing is getting better! 

Yet, despite the increased impact and cost savings 
associated with technology, conventional wisdom 
tells us that the pharmaceutical industry lags in the 
use of technology for marketing. There are good 
reasons for this, of which I am sure you are well 
aware. It’s a matter of balancing benefit against 
risk, managing the risk, and getting the 
implementation right! 

Continued on next page…
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“Traditional communication tools all deal really with 
"interruptive" communications, which are financially 
costly and increasingly less effective...but I suspect 
that they are probably less effective due to the 
customer changing their behavior because of the 
Internet and mobile phones—which has altered how 
customers interact, giving them more control and 
choice and "engagement".  

“We have a combination of the customer having more 
control, and the communication channels are 
exploding and fragmenting. It is not that interruptive 
marketing does not work, it's more that with an over 
proliferation of interruptive communications 
combined with a fragmenting media environment, 
only the very best interruptive marketing can work 
when combined with good strategy and execution.” 

 -- Dr. Andrée Bates, Managing Director, Campbell 
Belman
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Marketing in the Post-Vioxx Era “Regardless of whether you agree with the … 

argument that [DTC] contributes to higher prices, 
right now it is resonating with the American public. 
For that reason coupled with the antilobbyist 
sentiment in Washington due to Abrahamoff and 
delay, I believe that legislation severely regulating or 
prohibiting DTC could pass right now as well as 
collective bargaining legislation for individual states 
to negotiate for drugs or legislation regulating how 
pharmas set their wholesale pricing structure. There 
are several restrictive legislative options which 
would substantially change pharma that can pass in 
this atmosphere and resonate with the public. 
Pharma will continue to be the new tobacco until 
they begin utilizing their strengths to connect directly 
with the public. There also must be more 
transparency.” – PMN 2006 Trend Survey 

In the future, pharma marketers must pay more 
attention to “risk” when evaluating their marketing 
channels. More highly visible channels like TV 
have not only a high impact on potential patients, 
but also on potential industry critics and especially 
lawmakers.  

The risk of increased critical scrutiny of techniques 
and pushback from consumers and physicians is 
higher for drugs with serious side effects. In the 
past, DTC ads—and especially TV ads—for such 
drugs were deployed sparingly by the industry. 
Recently, however, there has been an attitude shift 
where even some high risk and difficult-to-
administer biotech cancer drugs are being 
advertised on TV (see “Biotech DTC: Business Not 
As Usual”). 

Risk vs. Impact 
An Impact/Risk chart like the one shown for 
consumer marketing channels in Figure 4, is a 
useful exercise to help you think about balancing 
the benefits and risks when  allocating resources to  

“[One big unknown is] whether or not industry 
leaders have ‘heard’ (i.e. internalized) legitimate 
criticism and will make marketing course 
corrections…” – PMN 2006 Trend Survey 

Continued on next page…
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Figure 4: Consumer Marketing Channel Impact/Risk Analysis. This chart is a synthesis representing the 
consensus of a dozen or so experts who responded to the Marketing Mix Survey.  
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various marketing channels. Your marketing team 
should construct its own Impact vs. Risk chart, 
which I am sure will look different than this one. No 
matter, the exercise itself will help you determine 
where to spend your money without excess 
exposure to risk. 

Over time, some channels will shift locations. The 
arrows in the chart represent my opinion as to the 
direction and magnitude of this shift for several 
channels. Risk may increase because more 
emphasis is being placed on a channel without a 
concomitant increase in care how the channel is 
being used (ie, bad implementation). The more that 
podcasts and Consumer-Generated Content 
(CGC) channels are used, the more likely that a 
“bad apple” situation will arise causing a pushback. 
The increasing use of e-mail, on the other hand, 
may not incur much more risk because marketers 
have lots of experience with e-mail already. 

TV advertising is more appropriate for some 
therapeutic categories than others and may be 
used for non-branded vs. branded ads depending 
on the category as well. In other words, your 

analysis of impact vs. risk may differ for 
each drug in your portfolio. 

A similar Risk vs. Impact chart can be 
constructed for physician marketing 
channels (see Figure 5). Especially 
note the synergy between sales reps 
and eDetailing. While reps will never be 
replaced, it is obvious that they will 
reach fewer and fewer physicians. In 
the “fight” to gain voice, risk will 
increase as newer envelope-pushing 
tactics are employed. Hence the 
downward shift to lower impact and 
higher risk territory. eDetailing, on the 
other hand, will take up some of the 
slack and risk will decrease because 
pharma companies already have good 
experience in delivering eDetails and 
implementation can be flawless. 
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Podcasts Podcasts 
Podcasts for physicians involve less 
risk than podcasts for consumers. 
Podcasts are more suitable for a 
physician audience, where reaching a 
small, targeted segment can have a 
huge impact—eg, product-supporting, 
educational programs such as satellite 
symposia and KOL presentations 
downloaded to physicians’ iPods during 
medical meetings. Reaching a small, 

targeted segment of the consumer audience with 
podcasts, however, has a much lower impact 
potential. As the Impact vs. Risk chart for 
consumers shows, the impact of podcasts, while 
low today, will become increasingly greater in the 
future. It all depends on your timeframe. 
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Figure 5: Physician Marketing Channel Impact/Risk Analysis. 

Conclusion Conclusion 
The use of technology in future marketing 
channels will provide more convenience, 
personalization and control (as in being able to 
access and control what you want to get) and 
engagement. All this will increase the impact that 
these channels have on the target audience. With 
those benefits also come greater risk associated 
with technology—the risk of privacy invasion, Big 
Brother fears, unfavorable PR, and new 
government regulations.  
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Is the benefit worth the risk? Only your own 
analysis based on your unique product situation 
and your company’s degree of risk tolerance can 
answer that question. 
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Interview 

Pharma Online Spending 
An Interview with eMarketer Senior Analyst Lisa Phillips 
By John Mack 

eMarketer, a company that analyses trends related 
to e-business, projects pharmaceutical companies  
will increase their Internet spending by about 25% 
this year, to $780 million, as marketers shift from 
consumer mass marketing to more targeted 
opportunities on the Internet. By 2008, online 
spending will rise to $1.3 billion, according to 
eMarketer’s new report, “Pharmaceuticals Online: 
Direct-to-Patient Becomes a Reality.” 

Recent data released by TNS Media Intelligence, 
however, indicate that pharma eMarketing is in a 
slump. While total DTC spending is up about 6.6% 
this year compared to last year (according to TNS 
Media Intelligence), online spending by pharma 
marketers dropped almost 3% (see Figure 1, 
below). TNS data does not include search 
advertising. 

To better understand these numbers and other 
information presented in the eMarketer report, I 

interviewed Lisa Phillips, eMarketer Senior Analyst 
and author of the report. 

John Mack: On the first page of your report, you 
predict a 25% increase in pharmaceutical online 
spending this year. Since there is some divergence 
in data from different sources, can you explain 
what you base your estimate on? In particular, are 
you talking about display advertising only in your 
estimates? 

Lisa Phillips: My estimate includes everything the 
IAB (Interactive Advertising Bureau) covers: 
search, e-mail, display ads, lead generation/ 
referrals, and classifieds. Search is a huge part of 
finding the right people online. Most of the other 
sources of data—TNS Media Intelligence, 
Advertising Age, for example—do not include paid 
search advertising, which, according to IAB may be 
as much as 41% of a company’s Internet 
advertising budget.  

Continued on next page…

Figure 1: TNS Estimates of Pharmaceutical Online Advertising Comparing Jan-April 
Periods in 2005 and 2006.  
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Based on data from IAB specific to the 
pharmaceutical industry back to 2003, I projected 
the numbers out, keeping the projection rather 
conservative and estimating that Internet spending 
by pharma at around 5% of its total advertising pie. 

Measured Media Spending Measured Media Spending 
John: In your report, you talk about “measured” vs. 
“unmeasured” online media spending. Can you 
explain what these terms mean? 
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Lisa: “Measured media” include network TV, cable 
TV, Sunday supplements, newspapers, free-
standing inserts, radio, and Internet (excluding 
paid search). “Unmeasured media” include sales 
promotions, trade shows, special events, some 
B2B publications, that sort of thing. Advertising 
Age looks at the 100 leading national advertisers 
to come up this data (see Table 1, next page). The 
13 pharmaceutical companies mentioned are 
included in this 100. 
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Figure 3: Online Spending by Top Pharma Companies 
Rising. “Although Internet advertising took a dip in 2005, 
spending was up in the first quarter of 2006.According to 
TNS data alone, online display spending by the top 12 
pharmaceutical companies rose 11.2%, to $39.6 million, 
compared to the same period in 2005 when $35.6 million 
was spent online. Still, TNS does not measure search 
advertising.” 

Measured vs. Unmeasured Online Media 
Spending - Report Excerpt 

 
“[The]13 major pharmaceutical companies spent 
$170.1 million in measured online advertising in 
2005, or 2.6% of their measured media spending, 
according to Advertising Age/TNS data. Taking 
‘unmeasured’ media into account, that share falls 
to just 1.23% of the total advertising budget 
estimated by Advertising Age. Online advertising 
by these companies dropped 15.1% in 2005, a 
much steeper decline than the slight drop in 
overall ad spending that year. Still, TNS does not 
include search advertising in its online 
measurement, which is a tactic of major 
importance to pharmaceutical companies, and 
could easily account for an additional 40% of 
prescription drug online advertising.” 

Figure 2: The red bars represent pharmaceutical and other health 
care industry online ad spending. The data for 2003 and 2004 are 
from IAB, eMarketer projections are for years 2005, 2006, 2007, 
and 2008. 

Continued on next page…
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Behavioral Targeting 
John: Your report talks about other industries 
using behavioral marketing techniques on the 
Internet (see Figure on right). A Pharma Marketing 
Blog survey indicates that, depending on the 
product and situation, most people believe that the 
pharmaceutical industry should try this technique, 
at least if done properly. What do you think? 
pharmaceutical industry should try this technique, 
at least if done properly. What do you think? 

Lisa: Although behavioral targeting online is used 
by other industries – most notably the automotive 
industry – I am not sure how successful behavioral 
targeting would be for the pharmaceutical industry 
where the issues are much more personal. That’s 
not to say that the pharma industry wouldn’t or 
shouldn’t try it. It’s one thing to do this for a diet 
drug, but entirely different for a cancer drug.  
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not to say that the pharma industry wouldn’t or 
shouldn’t try it. It’s one thing to do this for a diet 
drug, but entirely different for a cancer drug.  

Pharma Marketing News Pharma Marketing News 
  

  
  Behavioral Targeting - Report Excerpt 

“This year, the US auto industry began testing behavioral targeting, to find and follow online consumers who 
had visited certain auto Web sites and then went elsewhere on the Web, only to be served more auto ads once 
they reached other sites. Pharmaceutical companies have expressed interest in the technique, although marketers 
are wary of government regulators and the public’s perception of an invasion of privacy. And well they should 
be cautious. One of the reasons consumers go online for health related information is that they are uncomfortable 
talking about their conditions, according to the Yahoo!/Hall & Partners survey. While most marketers (73%) 
were either using or planning to use behavioral marketing techniques this year, according to a Forrester survey in 
December, 27% of the 253 respondents said they had no plans to try it.” (See Figure, above.) 

Table 1: Top 13 Pharmaceutical Company Media Spenders 2005. Dollars are in millions. For these 13 
companies, the percent of spending on measured Internet advertising was 1.2% of their total advertising 
(measured and unmeasured) budget. Source: Advertising Age.  
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