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US giant zer spends far more on direct-
to-consumer advertising than any other 
pharma rm, according to new data from 
Kantar Media. 

The company spent $1.4 billion on 
advertising in the US last year, an increase 
of $261 million from 2013. This was more 
than the next three biggest pharma ad 
spenders – AbbVie, Lilly and AstraZeneca 
– combined, and bucked the trend of most 
other major advertisers in the US, who cut 
back on advertising over the year.

“When you’re in a leadership position, 
what advertising does is it defends your 
brands,” Laura Ries, president of brand 
strategy rm Ries  Ries, told Bloomberg.

“ zer’s raising that bar so that other 
players are less likely to be heard.”

Data from information rm Nielsen 
also shows that seven of the top 10 most-
advertised drugs are produced by zer, in 
a list dominated by treatments for chronic 
conditions. This includes the company’s 
blockbusters Viagra (sildena l citrate) for 
erectile dysfunction (ED), anticoagulant 
Eliquis (apixaban), and Xeljanz (tofacitinib) 
for arthritis – which together brought in 
$10.  billion in sales for the rm last year.

Its best-selling product, pain-relief 
medicine Lyrica (pregabalin), is the second 
most-advertised drug overall, with an ad 
spend of approximately $200 million. 

It is just beaten by Lilly’s own ED 
treatment Cialis (tadala l), which had an 
ad spend of $210 million in 2014.

The only other companies in the top 10 

are Japanese rm Dainippon Sumitomo 
with its antipsychotic Latuda (lurasidone 
HCl), and AbbVie with its blockbuster 
arthritis treatment Humira (adalimumab). 
These products had advertising budgets 
of approximately $1 0 million and $120 
million respectively.

The total advertising spend by pharma 
companies in America grew by 21% in 2014 
to reach $4. 4 billion. Direct-to-consumer 
advertising of pharmaceutical products is 
only allowed in the US and New Zealand, 
and is banned across Europe, Australia and 
other areas.

J&J sues GSK for false advertising
The importance pharma places on 

direct-to-consumer promotion in the 
US was highlighted further recently by 
GlaxoSmithKline’s agreement to pay a 
settlement to rival rm Johnson  Johnson, 
after it accused the UK company of using 
false advertising.

The ad in question claims that GSK’s 
nasal allergy spray Flonase ( uticasone 
nasal) outperforms an unnamed ‘No. 1 
allergy’ pill, controlling six symptoms 
where its competitor only controls one.

J J sought to block the ad, saying that 
these claims are not supported by clinical 
data, and that its own allergy medicine sales 
could be harmed as a result. The companies 
say the settlement’s terms are con dential, 
but ‘mutually acceptable and amicable’.

Sales and Marketing news

Pfizer is pharma’s biggest advertiser

Sano  has revealed that it will not discount 
its new insulin Toujeo more than its current 
blockbuster Lantus, despite lacking other 
selling points for the drug.

Lantus (insulin glargine injection 100U/
mL) is the top-selling insulin in the world 
and Sano ’s best-selling product, bringing 
in sales of $6.72 billion last year, but it lost 
its patents in February.

The French rm is hoping that Toujeo 
(insulin glargine injection, 300 U/mL) will 
be able to replace it, and will want to try 
and convert patients from Lantus to its 
successor as quickly as possible.

But although data has suggested that 
Toujeo leads to fewer drops in blood sugar 
(hypoglycaemias) at night than Lantus, 
Sano  is unable to market it using this 
claim in the US as the FDA did not include 
it in the drug’s label – and the company has 
now also ruled out using a discount as an 
alternative selling point.

“There is no reason to give higher 
rebates,” ierre Chancel, head of Sano ’s 
diabetes business, told Bloomberg. 

“Toujeo is an improvement on something 
that is already great. We don’t necessarily 
need to compare it to Lantus.”

But the rm will soon be facing 

competition from Eli Lilly and Boehringer 
Ingelheim – who saw their Lantus biosimilar 
approved in the EU last year – and diabetes 
specialist Novo Nordisk, whose Tresbia 
(insulin degludec), a potential competitor 
to Toujeo, was recently resubmitted for 
FDA approval.

Sano  is also looking to its inhalable 
insulin Afrezza (insulin human) as 
another potential new blockbuster, after 
acquiring the rights to the drug from 
manufacturer MannKind in a $92   
million deal.

However, the treatment costs more than 
twice the price of Apidra (insulin glulisine), 
the company’s equivalent injectable 
insulin, and industry analysts Thomson 
Reuters Cortellis predict Afrezza will 
generate only around $182 million a year  
by 2019.

The rm says that it will initially market 
Toujeo to newly-diagnosed diabetics, who 
only represent around 3% of the market in 
the US. 

The drug is expected to be available in 
the country in the second quarter of 201 .

Johnson & Johnson’s pharma division 
achieved worldwide sales of $7.7 billion 
in the rst quarter of 201  – but this was 
not enough to overcome the damaging 
effect of a strong dollar on the rm’s 

nancial forecast.
Its 1 gures show an increase of  

3% on the last quarter. But the strong 
dollar, along with an 11% decline in 
international sales, means that there 
was still a large negative impact from 
currency.

J J says its ‘robust operational sales 
results’ are driven by its new products 
– in particular Imbruvica (ibrutinib), 
a treatment for certain blood cancers 
that was recently approved in the US 
for a rare cancer called Waldenström’s 
macroglobulinemia; Zytiga (abiraterone 
acetate) for metastatic prostate cancer; 
and Olysio (simeprevir), the company’s 
new hepatitis C treatment. 

Olysio has had lower than expected 
sales in the US, where the company 
has been outmuscled by ‘competitive 
entrants’, the report notes – namely 
Gilead’s Sovaldi (sofosbuvir).

The rm also highlighted biologic 
drugs including Stelara (ustekinumab), 
Simponi (golimumab) and domestic 
sales of Remicade (in iximab) as strong 

nancial performers. 
But Remicade, a former blockbuster 

for J J, is already under threat from 
cheaper copycat versions available 
in India, and Napp and Hospira have 
also launched biosimilar versions  
in Europe.

In the US, Korean biosimilar specialist 
rm Celltrion is poised to gain FDA 

approval for an alternative version of 
Remicade when J J’s patent expires 
there in September 2018.

Overall sales in the rst quarter of 
the year were $17.4 billion, a decrease 
of 4.1% compared to the rst quarter of 
2014 – prompting the company to lower 
its full year pro t forecast by 7 per cent.

In that year its worldwide pharma 
sales rose 1 % to $32.3 billion.

“The company delivered strong 
underlying growth in the rst quarter 
driven by new products and the strength 
of the core business,” says Alex Gorsky, 
chairman and chief executive of cer.

“Of note is the continued robust 
growth of the pharmaceutical business 
and the solid performance of our  
consumer brands. I am proud of our  
global teams who focus every day 
on delivering innovative solutions to 
address evolving healthcare needs.”
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