BACK
TO THE

BOOKS

The comeback continues. Professional journal
advertising climbed in first-half 2011, driven by
new and mature products. Marc Iskowitz on the
biggest advertisers and most advertised brands

edical journals are regaining their spine. Coming on the heels
0of 2010’s rebound was a healthy gain in professional advertis-
ing during the first six months of this year. The improvement
in spite of the prevailing pharma marketing malaise.
The total healthcare market (including pharmacy, nurse practi-
$346.4 million year-on-
year. Medical/surgical J 0 U RNAL AD REVIEW
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pharmaceutical spending
maceuticals increased outlays by a huge 83.7% to $134.9 million.
Observers interpret the first-half performance as a sign of adver-
as recently as 2009. (Jan.-June spending in medical/surgical books
tanked by 31% that year.)
year growth, representing $6.7 million more in the market. Internal
medicine, rheumatology and cardiology rounded out the top-per-
Of the 37 markets tracked by Kantar Media, 25 were up; among
the doctor books, pediatrics had the biggest drag on ad dollars (down

signals that at least some of the prior year’s momentum carried over,
tioners/physicians assistants, managed care, etc.) rose by 6.6% to
spending was up 10.2%
grew by 13.2% to $210.0 million. The top 100 most advertised phar-
tisers’ renewed confidence in the medium, which had seemed shaky
Multi-specialty titles led the pack this year with 11.3% year-on-
forming doctor markets in terms of dollar growth over 2010.
27.8% due to big declines among some brands in that segment).
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Publishers

At the individual publication level, there were winners and losers
among the market leaders in terms of revenue and page-count
changes. For instance, the number one title, 7The New England Journal
of Medicine,shed 116 ad pages in the first half of the year (down 7%),
while number two, the Journal of the American Medical Association,
crept up about 19 pages.

Meanwhile, Monthly Prescribing Reference padded its ad pages by
28.3%, American Family Physician was down by 6.4% and Medical
Economics went on a tear, bulking up by 49.6%.

What drove the overall jump among clinical journals? “Many
marketers have turned to print advertising in these uncertain times
as a safe harbor,” says Richard Roash, president-elect of the Associa-
tion of Medical Media and VP of Slack Incorporated.

Indeed, the medium has always been highly targeted, with journals
that serve one specialty or subset of a specialty. That can make print
a wise bet these days, even as fair-balance requirements have made
the medium less economically viable than non-journal media.

“Cost-per-page for the [prescribing information] gets pretty stiff,

Journal ad revenue, first half 2007-2011
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and it seems as if every one of the new products from our clients
has a black box on it,” says Steve Selinger, VP of media at Compas,
the buying arm for CMI and the largest bulk broker of professional
media. Advertisers “have come back and said, ‘As long as we can

% change

Rank Rank $ ad spending in thousands
2011 2010 Company 2011 2010 2009
1 2 Forest $24,061 $20,877 $13,170
2 4 Eli Lilly $17,410 $8,065 $5,995
3 5 Johnson & Johnson $10,688 $7,706 $6,803
4 1 Pfizer $10,317 $21,375 S$14,291
5 3 Novartis $9,863  $9,273  $4,988
6 12 Takeda $5,759 $2,906 $4,708
7 6 Merck $5,745 $6,392  $4,491
8 7 Sanofi $5,702  $5,993 $3,257
9 Roche $5,609 $5,814 $4,749
10 31 Abbott $5,210 S$1,463 $6,727
11 9 Novo Nordisk $5,146 $5,483  $5,448
12 34 Purdue $4,807 $1,303 $994
13 11 Bayer $4,042 $3,252 $2,943
14 13 Amgen $3,749 $2,760 $1,835
15 24 Boehringer Ingelheim $3,327 $1,848 S714
16 25 AstraZeneca $3,324 $1,705 $2,744
17 40 Daiichi Sankyo and Lilly $3,155 $978 $694
18 29 Bristol-Myers Squibb $2,989 $1,537 $2,473
19 16 Otsuka America $2,944 $2,473 $56
20 15 Alcon Labs $2,793 $2,643  $2,042
21 17 Allergan $2,709 $2,183 $1,428
22 124 Sunovion $2,622 $105 S0
23 10 GlaxoSmithKline $2,478  $4,132 $2,159
24 19 Endo Pharmaceuticals $2,374 $2,068 $2,134
25 75 Daiichi Pharma $1,993 $314 $153

Copyright 2011 Kantar Media. All rights reserved. Report and report data may not be reproduced or distributed outside of License company without the written permission of Kantar
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MOST ADVERTISED BRAND

The most advertised brand in the
first part of 2011 was an established
product—Lilly's Cymbalta. Otherwise,
the top 10 was mostly all Forest:
Teflaro, Lexapro and Savella took the
next three spots, and Forest brands
Bystolic and Viibryd made eight and
nine. Two pain drugs—J&J's Nucynta
and Purdue’s Butrans—burst onto
the scene at numbers five and six, fol-
lowed by top-10 incumbent Humalog.
Another newcomer, Takeda's Dexilant,
rounded out the list.

993

manage that cost, journals are quite viable.
Also, when some big classes are up—i.e., multi-specialty, IM and
cardiology —it pumps up the whole marketplace. Collectively, those
three journal groups put $12 million into the market during the first
six months of the year. Clinical news publications grew by 15%.

Publishers with these sorts of titles in their portfolios reaped the
returns, including Elsevier (up 16.5% in ad pages), Lippincott Wil-
liams & Wilkins (up 5.4% ) and Wiley-Blackwell (up 23.1%).

Forest, not surprisingly, is the top professional advertiser in the
first half of 2011, with $24.1 million in spend, representing a 15.3%
increase over the same period the previous year. That’s despite a
very strong challenge from Eli Lilly, which ramped up its outlays
115.9%. New faces in the Top 10 include Takeda, thanks to a 98%
gain, and Abbott, which hiked ad spend 256.1%.

Pfizer, meanwhile, slashed its print allocation by more than half
(51.7%) to $10.3 million, as the drugmaker spread out its media
budget.

Products
The top 25 products accounted for 21% of all ad spend in the
market, with $134.9 million. It follows that Forest —which owns
three of the top five most-advertised brands (Teflaro, Lexapro and
Savella), plus numbers eight (Bystolic) and nine (Viibryd)—is the
top advertiser.

Among products advertised so far this year, about half were
launched within the past year or two. Notably, five of the top 10 had

Rank Rank $ ad spending in thousands % change

2011 2010 Product Company 2011 2010 2009 2011 vs 2010 2010 vs 2009
1 34 Cymbalta Eli Lilly $7,428 $1,059 $991 601.5% 6.9%
2 — Teflaro injection Forest $4,943 S0 S0 NA NA

3 2 Lexapro Forest $4,656 $6,549 $5,505 -28.9% 19.0%
4 1 Savella Forest $4,588 $8,329 $1,008 -44.9% 726.0
5 104 Nucynta Johnson & Johnson $4,328 $422 S0 925.0% NA

6 — Butrans Purdue $3,555 S0 S0 NA NA

7 166 Humalog Insulin Eli Lilly $3,374 $244 $1,151 1285.5% -78.9%
8 3 Bystolic Forest $3,166 $3,504 $4,075 -9.6% -14.0%
9 = Viibryd Forest $3,103 S0 S0 NA NA

10 37 Dexilant Takeda $2,912 $1,015 S0 186.9% NA

11 — Pradaxa Boehringer Ingelheim $2,910 S0 S0 NA NA

12 40 Effient Daaichi Sankyo and Lilly $2,719 $978 $694 177.9% 41.0%
13 — Dulera Merck $2,712 SO SO NA NA

14 — Latuda Sunovion $2,524 S0 S0 NA NA

15 — Lantus injection Sanofi $2,499 S0 $566 NA -100.0%
16 11 Samsca Otsuka $2,161 $2,292 S0 -5.7% NA

17 9 Namenda Forest $2,000 $2,495 $2,582 -19.8% -3.4%
18 25 Victoza Novo Nordisk $1,972 $1,489 S0 32.4% NA

19 7 Pristiq Pfizer $1,910 $2,941 $3,481 -35.1% -15.5%
20 14 Levemir injection Novo Nordisk $1,847 $2,065 $2,387 -10.5% -13.5%
21 — Forteo Eli Lilly $1,825 S0 S0 NA NA
22 — Edarbi Takeda $1,615 S0 S0 NA NA

23 — Daliresp Forest $1,605 SO SO NA NA

24 656 Vimovo AstraZeneca $1,586 $21 S0 7,634.3% NA

25 67 Erbitux injection ImClone/BMS $1,512 $619 $689 144.2% -10.2%

Copyright 2011 Kantar Media. All rights reserved. Report and report data may not be reproduced or distributed outside of License company without the written permission of Kantar Media. See Market Opportunity Reporter®Terms of Use for detailed
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TOP 10 ONLINE BRANDS, JAN-JUNE 2011

Brands ranked by frequency of ad occurrences

Rank

2011 Brand/Manufacturer % of all occurances
1 Prolia (Amgen) 8.2%
2 Alimta (Eli Lilly) 7.8%
3 Evoxac (Daiichi Sankyo) 7.7%
4 Xgeva (Amgen) 7.6%
5 Humalog (Eli Lilly) 7.4%
6 Effient (Eli Lilly) 4.7%
7 Biopharmaceutical Research* 3.3%
8 Aricept (Eisai/Pfizer) 3.2%
9 Naropin (APP Pharma) 2.9%
10 Lantus (Sanofi) 2.5%

Copyright 2011 Kantar Media, Evaliant.
*Amalgamation of ads appearing on pharmamanufacturing.com

no advertising in the first half of 2009, and three did not advertise
the first six months of 2010. Thus, this group added $18.8 million in
new ad spend.

Fifteen products dropped out of the top 25, including six from
Pfizer and its subsidiaries, such as Lipitor (last year’s number eight)
and Chantix (number 10 on the 2010 list).

Online
According to Kantar Media’s Evaliant online advertising intelligence
tool, eight of the top 10 print advertisers also show up in the top 75

Many companies have a
presence in both print and
online, but at the brand level,
few show up among the top 100
print brands. One exception
was Amgen’s Prolia. The most
advertised brand online (based
on occurrences and sites used),
Prolia was number 49 in print.

BE A FORCE AGAINST FRACTURE

companies online, with most falling in the top 25. Two companies
were in the top 10 both in print and online: Eli Lilly and Pfizer.

That’s smart, says Dave Emery, VP/general manager, professional
health, Kantar Media. Since some physicians can only be reached
online and some via print,“To get the penetration a brand manager
would seek, you’ve got to use multiple platforms or you will miss a
segment of your audience.”

Overall, Evaliant captured 153 brands on 69 of the professional
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TOP 10 ONLINE BRANDS, JAN-JUNE 2011

Brands ranked by quantity of sites used

Rank

2011 Brand/Manufacturer # of sites used
1 Prolia (Amgen) 17
2 Humalog (Eli Lilly) 17
3 Symbicort (AstraZeneca) 15
4 Vimovo (AstraZeneca) 14
5 Lantus (Sanofi) 13
6 Lipitor (Pfizer) 13
7 Onglyza (BMS) 12
8 Aricept (Eisai/Pfizer) 11
9 Pfizer* 11
10 Evoxac (Daiichi Sankyo) 11

Copyright 2011 Kantar Media, Evaliant.
*Various disease management offerings and support

healthcare websites, which included the major portal sites (e.g.,
Medscape, MDLinx, ModernMedicine) and journal sites with the
highest traffic and ad volume.

Neither Forest (the biggest print advertiser by ad spend) nor
Allergan (number 21) has an online presence on the major web
sites tracked by Evaliant. Of course, they may be engaging in
other types of online promotion, such as e-detailing, e-sampling
or microsites.

Or, says Keith Yocum, director of online advertising for 7he New
England Journal of Medicine, it could be that these advertisers have
yet to gain a comfort level with online-campaign measurement.
“When they decide to use digital channels, I'm sure it will be at the
point they can track performance with the same confidence they
have with the more traditional analog products.”

At the individual brand level, several of the top online brands
(based on occurrences) did not show up in the top 100 print brands
(based on insertions), and vice versa. Only Humalog insulin was in
the top 10 in both media (#5 online, #7 print). Many of the most
widely-advertised brands (those using the most sites) were, not
surprisingly, also among the top in occurrences.

While there are lots of choices for marketers who want to use
digital media to reach professionals, those sites that aggregate sig-
nificant numbers of physicians are running low on ad inventory, says
Yocum, who foresees “only more growth in this arena.”

The future

The nascent print recovery appears to have lost little steam heading
into 2011. Will it continue? While ad spend was a little sluggish in the
first quarter of 2011, it accelerated through the end of the second,
says Emery, although, “We don’t have a good enough read yet on
what’s going to happen in the next few months.”

Based on insertion orders he’s seen, Compas’ Selinger predicts a
“stable” second half and 2012 for print, although individual markets
may continue to fluctuate. “I must confess, for this year I predicted
flat to a little up. This is up more than I expected. But I'm making
the same prediction for next year and hope I'm wrong by the same
amount!” l



