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1

Xarelto (Johnson & Johnson)

5.3%

1

Invokana (Johnson & Johnson)

30

2

Invokana (Johnson & Johnson)

2.8%

2

Belviq (Eisai)

25

3

Cymbalta (Eli Lilly)

2.7%

3

Xarelto (Johnson & Johnson)

25

4

Brilinta (AstraZeneca)

2.6%

4

Brilinta (AstraZeneca)

24

5

Tradjenta (BI/Lilly)

2.6%

5

Provenge (Dendreon)

22

6

Latuda (Sunovion)

2.6%

6

Lunesta (Sunovion)

21

7

Dymista (Meda)

2.4%

7

Tradjenta (BI/Lilly)

19

8

Halaven (Eisai)

2.4%

8

Jentadueto (BI/Lilly)

19

9

Jentadueto (BI/Lilly)

2.3%

9

Bydureon (BMS/AZ)

18

10

Proair HFA (Teva)

2.2%

10

Levemir FlexPen (Novo Nordisk)

17
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Companies and products

At least for print publications, it’s harder to mine good news from
the Kantar data on company spending. In the first six months of
2011, pharmaceutical marketers spent $212.1 million advertising
in print books. In the first six months of 2013, they spent $154.7
million, which represents an unspinnable 27% drop over the span
of a mere two years. Obviously there are complicating factors, in
the form of the aforementioned patent expirations, but the reality
is this: companies are spending a whole lot less in journals.
Of the top 10 advertisers, four boosted spending over the year-ago
period. Johnson & Johnson, which upped its print outlays by 67.2%
in first-half 2013, took the top spot from Forest Laboratories, which
dropped its outlays by 63.1%. Three firms in the ad-spend top 20
jumped their spending by a large amount: Celgene (222.6% increase
over 2012), Sunovion (77.3%) and Boehringer Ingelheim (60.6%).
As for individual brands, the presence of seven products that
didn’t advertise in 2012 among the top 25 advertised brands belies
the notion of a hopelessly clogged FDA pipeline. Such products,
in fact, claimed three of the top four spots on the Most Advertised
Brands list: Forest’s Linzess IBD capsules (second place, with spend-

seen on the most sites
J&J type 2 diabetes pill Invokana was
the most widely advertised product
on the sites monitored by Kantar’s
Evaliant tool. It was advertised on
30 of the sites, five more than Eisai/
Arena’s obesity drug Belviq and J&J
blood thinner Xarelto. Xarelto ranked
first on the Evaliant list of online
brands as ranked by frequency of ad
occurrences, outpacing second-place
brand Invokana by a few percentage
points (5.3% for Xarelto vs. 2.8% for
Invokana).

ing of $5.4 million during the first six months of the year), Forest’s
Tudorza Pressair inhalation powder for COPD (third, $4.6 million)
and J&J’s Invokana diabetes pill (fourth, $4.5 million).

Online

It’s no surprise that eight of the top 10 print advertisers rank among
the top 25 companies online, as measured by Kantar’s Evaliant
online advertising tool. Just as J&J led all other companies in print
insertions, so too did it place first in online occurrences. By contrast,
print-happy Forest (fourth-ranked in journals) lacked a comparable
online presence, ranking 55th in online occurrences.
According to Fran Magdziak, Kantar VP client services, healthcare
research, looking at individual brands reveals a different state of
affairs. While J&J’s Invokana and blood thinner Xarelto ranked
among the top-10 advertised brands in print and online, the thirdranked online brand in terms of online occurrences—Eli Lilly’s
Cymbalta—eschewed print during the first six months of the year.
Trying to glean any real meaning from this, though, might prove
a fool’s errand. Pharma brands have multiple objectives, and many
shift mid-campaign. Today, a journal might be the best channel.
Tomorrow, it might make no sense. “I think our industry has become
very sophisticated when it comes to the channel mix,” Hunt says.
“When it was print and nothing but print, the goal was usually just
awareness. But now that the goal for some companies and products
has shifted towards interaction, the mix can be very different.”

What’s next?

Publishers and pundits don’t expect much in the way of cataclysmic
changes for the rest of 2013 and beyond. A few months ago, pharmaceutical brand directors surveyed by MM&M agreed that change will
come in drips and drabs, rather than in enormous market-shaking
spasms. And if the people controlling the dollars expect a slow evolution, it behooves analysts and publishers to take them at their word.
“I’ll say the same thing now that I did a year ago and probably the
year before that and before that: You can’t look at any one channel
in isolation,” Hunt says. “The days of everyone overreacting to a
print-only report are gone.” n
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