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1. Introduction
This thesis discusses the different possibilities to brand and promote a patented
prescription lifestyle drug through different marketing communications practices.
Traditionally it has been believed by the pharmaceutical industry and marketing
academics that the theoretical knowledge about branding in general is not applicable
to the pharmaceutical sector and prescription drug marketing due to the complex
market characteristics of the industry. (Griffiths 2007, 113–114) Studies carried out
more recently are altering the opinion of many, especially in the case of so called
lifestyle drugs. This thesis aims to explain how lifestyle drug brands have started to
break the widespread conservative attitudes and how direct-to-consumer drug
promotion strategies have been utilized hand in hand with the more conventional
approaches to drug marketing. It is very intriguing to see how branding has been
introduced to the pharmaceutical industry as the industry and the offerings have
evolved in time. This thesis aims at describing why branding has an appropriate
means for pharmaceutical products and how the companies are using marketing
communications to contribute in brand building and development of brand equity.

Furthermore, the topic is important to discuss at the moment, since direct-toconsumer (DTC) drug promotion and lifestyle drugs are a relatively new phenomenon
which has generated debates of whether it should be prohibited or permitted.
Moreover, as the dynamics and effects of direct-to-consumer drug marketing have
been reviewed more thoroughly, it has awoken the interest of European legislators.
Currently direct-to-consumer drug promotion (DTC) is prohibited within the European
Union, but it is being under review and might actually be permitted in the near future
(Eagle & Kitchen. 2002, 293). Lifestyle drugs are as a whole a very new
phenomenon. For about a decade ago there was no such thing as lifestyle drugs.
Drugs that fall under this category are for example drugs designed in treating obesity,
genetic male baldness and erectile dysfunction treatments. As lifestyle drugs are
continuously growing in number, it is important to understand what kind of
promotional strategies are required, as they do not follow the traditional
pharmaceutical promotional strategies. The pharmaceutical industry is shifting its
focus and thus promotional strategies should follow.
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The pharmaceutical industry and its strategies are a very adequate research topic
because it requires both business-to-business marketing actions and business-toconsumer actions simultaneously. How the industry uses marketing communications
tools differently to match the objective of generating brand equity in both the B-to-B
and B-to-C market characteristics illustrates how branding processes should be
designed differently according to the targets. The thesis aims in explaining how
branding is built through the use of marketing communications processes. The thesis
also states that the marketing communications tools and channels should be chosen
according to the target and that those tools and channels chosen should always
contribute to brand building and brand equity.

1.2 Research Problems
This thesis focuses on trying to explain how marketing of the relatively new concept
of lifestyle drugs requires a different mindset to promotional actions among
pharmaceutical companies, as the drugs in this category aim to heal diseases which
affect the social definition of health instead of the physical definition of health. An
example of a state affecting the social definition of health is obesity. In contrast, when
cancer is in question it is considered to affect the physical definition of health. It is
clear that the promotional strategies for an obesity pill are quite different to
promotional strategies of cancer treatments. The objective of this thesis is to answer
what the differences are in particular.

The research question of this thesis is: How are lifestyle prescription drugs branded?
This question will be answered by the help of the following sub problems:

1.

How is marketing communications used in order to form brand equity?

2.

What is the role of direct-to-consumer promotion in branding lifestyle drugs?

3.

How can branding theory together with marketing communications literature
explain why and how lifestyle prescription drugs are branded?
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1.3 Conceptual Framework
This thesis focuses on how prescription lifestyle drugs are branded and what the role
of marketing communications is in the branding process, especially from the directto-consumer point of view. It is utterly important to understand the market specifics,
in order to understand how direct-to-consumer lifestyle drug marketing is conducted.
It is also important to demonstrate the conventional practices, since direct-toconsumer drug marketing has not replaced traditional methods, but the focus of
marketing actions have shifted towards a more “consumer oriented focus” in the
sense that marketing actions are being targeted towards the end users instead of just
informing the physicians.

Prescription
Lifestyle Drug Brand

B-to-B Characteristics

Conventional
Drug Promotion

B-to-C Characteristics

Brand Management

Direct-to-consumer
Drug Promotion

Integrated Marketing
Communications

Brand Equity

Physician

Consumer

Figure 1 Conceptual Framework

Figure 1 illustrates the conceptual framework of this thesis. The initial starting point
of any prescription drug is to invent it through immense research and development
processes. If the R&D process succeeds, the manufacturer then protects its finding
by immaterial property rights, usually patenting the formula. As the manufacturer has
4

advanced the foregone stages, the new formula undergoes strict governmental
evaluation to assure the drug is safe to use. If the testing turns out in a positive way,
the invented lifestyle prescription drug is ready to be launched. (DiMasi et al. 2003,
155–156)

The figure also illustrates the pharmaceutical drug having simultaneously businessto-consumer

market

characteristics

and

straightforward

business-to-business

characteristics. B-to-B characteristics are conceptualized as “conventional drug
promotion”, since the conventional ways of promoting drugs have focused on getting
the attention and winning the trust of medical professionals. Business-to-consumer
features are the heart of the entire direct-to-consumer (DTC) drug marketing concept,
as the underlying thought is to grasp the attention and generate desire in those who
actually consume the product, that is to say the people who suffer from a medical
condition and are enticed to have the problem cured (Berger et al 2001, 197–202).

Branding refers to the act of enabling the consumer to become familiar with the brand
and what it stands for. In other words, branding is about giving a product or a service
a label which makes it identifiable to the consumer from other products, and in
addition to give the brand a meaning which makes it different and special from other
branded products. Branding can be said to be all about creating differences, which
consumers are able to identify and experience. (Keller 2003, 7) Branding is at the
heart of Figure 1, since basically branding is the preliminary reason for why direct-toconsumer drug promotion is used. As the pharmaceutical industry became aware of
the possibility to direct its promotional efforts towards the consumer, it adopted
branding practices and started using promotional tools that were able to constitute to
brand equity formation in the cases of lifestyle drugs. Brand equity is defined as the
set of brand assets and liabilities which are linked to a brand name or the brand
symbol, which add or diminish the value of a product or service to the firm or to the
firm’s customers (Aaker 1991, 15).

Integrated marketing communications in Figure 1 refers to the usage of the
promotional mix in different ways but in an integrated manner. As the B-to-B
marketing practices focus on introducing information in a professional context by
sales representatives and by promoting the product for example by handing out free
5

samples to physicians, the DTC drug promotion side uses more of the tools of
consumer marketing. Direct-to-consumer drug promotion has adopted practices such
as branding and mass media advertising, which have traditionally been seen to be
excluded from the tools of pharmaceutical products promotion mix. (Wilkes et al.
2000, 111–113)

1.4 Limitations
As this thesis focuses on direct-to consumer drug promotion of lifestyle drugs, it is
necessary to make some alignments and clarifications on the matter. The thesis
focuses on analyzing the subject from the Finnish market’s point of view. The
legislative environment is introduced, but specific laws and regulations are left out
from further analysis as the main focus is on branding and marketing
communications, not on legislation and regulations. The purpose of this thesis is not
to analyse in detail the specific messages of any marketing communications
campaigns targeted at physicians or consumers. The thesis focuses on the tools,
methods and goals of pharmaceutical promotion targeted simultaneously on medical
professionals and consumers. Other strategic marketing considerations are left out of
analysis as the goal is to demonstrate the use of promotional strategies in the
specific context of pharmaceutical markets. The business-to-business and businessto-consumer market characteristics dichotomies are used for demonstration, as
clarification between the two objectives, promoting to physicians and promoting to
consumers, but the concepts are not introduced in a detailed manner.

Although the theoretical background knowledge about branding is introduced, no
considerations about specific brand names, symbols, associations, images or
messages are introduces. The objective is to introduce the stages and terminology
related to brand building, not to discuss considerations related to operational level
assignments. The considerations are strategic by nature. The point of marketing
communications literature in the thesis is to illustrate how marketing communications
constitutes to

branding

and

brand

equity

deliverance.

Specific

marketing

communications tools in the promotional mix and its subclasses are disregarded, as
this thesis is about communications and branding in a strategic context, and thus

6

considerations about whether to choose for example between event sponsorship or
direct marketing are excluded. Also the practices of pharmaceutical firms inventing
new diseases for “normal” conditions to sell their products which in fact are
unnecessary, is left out of analysis and this is not referred to when this thesis
discusses ‘disease branding’. Also marketing actions targeted at pharmacists are
excluded.

1.5 Previous Studies and Literature
For the theoretical part of this thesis a wide range of different areas of previous
literature has been used, mainly including direct-to-consumer drug marketing
literature, branding and brand building literature and marketing communications
literature. The goal of this thesis is to form a synthesis between branding theory and
marketing communications literature as an attempt to show the integrated nature of
these two fields of marketing literature. Furthermore, an attempt is made to illustrate
how the direct-to-consumer drug promotion concept is a direct application of the two
subjects in question.

Keller (2003, 7–20) states that branding and brand management, the task of creating,
managing and maintaining brands has become crucially important for effective
management of the firms performance. David Aaker (1991, 15–21) introduces the
concept of brand equity in his work “Managing Brand Equity: Capitalizing the Value of
a Brand Name” how brand management actions should always constitute to building
brand equity. Keller (2008) and Keller, Aperia and Georgson (2008, 56–60) introduce
the branding process, in which a brand is built through four subsequent steps during
which the relationship between the brand and the consumer evolves resulting in
formation of brand equity. Branding literature emphasizes the essential role of
marketing communications in brand equity creation (for example Keller et al. 2008,
56–60, Madhavaran et al 2005, 69–80, Egan 2007)

John Egan (2007) introduces marketing communications and its objectives and tools
in his work “Marketing Communications” where marketing communications is seen as
a set of tools that should be manoeuvred in an integrated manner and consequently
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introduces

the

integrated

marketing

communications

process.

Madhavaran,

Badrinarayanan and McDonald (2005, 69–80) state that integrated marketing
communications is an “integral part of the firm’s overall brand equity strategy” and
generate a process model on how brand identity strategy, IMC strategy and brand
equity are interdependent. Also Belch & Belch (2007 543–554) emphasize on the
critical role of managing marketing communications in an integrated manner. Fill
(2005, 392–420) contributes by pointing out the different environment of business-tobusiness branding compared to business-to-consumer branding.

Direct-to-consumer drug marketing literature has mainly been found in scientific
journals, mainly from areas of branding or medicine, such as The New England
Journal of Medicine or the Journal of Product and Brand Management. The major
contributors concerning previous literature in the area of direct-to-consumer drug
marketing for this thesis has been by Berger et al. (2001) and Wilkes et al. (2000)
who discuss the backgrounds of the direct-to-consumer drug promotion phenomenon
in general and highlight the impacts and effects of the phenomenon, thus generating
the understanding of future trends regarding pharmaceutical marketing and
marketing communications of pharmaceuticals in general. For the purpose of this
thesis, more specific literature on direct-to-consumer drug promotion has been used,
such as Agrawal Madhus’ and Thakkar Nimish (1997) research on how patent
expiration affects brand management. Parsons (2007) enlightens disease branding
as a distinctive area of drug promotion. Additional specific information has been
attained from for example Eagle & Kitchen (2002), Stephen Griffiths (2007) and
Rosenthal, Berndt, Donohue, Frank and Epstein (2002).

1.6 Defining Key Concepts
After reviewing several sources of scientific literature for a unanimous definition for
“lifestyle drug” it was concluded that such definition does not exist. However, in this
thesis the definition of a lifestyle drug is the following, as it is most used in literature:
A lifestyle drug is any drug intended or used for a problem that falls on the border line
between the medical and social definitions of health. (Gilbert, 1999)
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Direct-to-consumer drug promotion is defined as any kind of promotional effort by a
pharmaceutical company to present prescription drug information to the general
public in the mass media. (Wilkes et al. 2000, 112)

Promotion refers to the activities that communicate the attributes of a product and are
designed to increase the visibility or sales of a product. (Kotler & Armstrong 2006, 50)
The promotion mix is defined by Kotler (2006, 427) as “the specific mix of advertising,
personal selling, sales promotion, public relations and direct-marketing tools a
company uses to pursue its advertising and marketing objectives”.

A brand is a name, term, sign, symbol, design or a combination of these which are
intended to identify a product or service of one manufacturer or seller and to
differentiate them from the competitors’ offerings. Brand management refers to the
marketing actions designed to build and manage a brand. (Kotler & Armstrong 2006,
243) Brand equity is defined as the set of brand assets and liabilities which are
linked to a brand name or the brand symbol, which add or diminish the value of a
product or service to the firm or to the firm’s customers. (Aaker 1991, 15)

1.7 Methodology
The perspective of data collection is qualitative. A definition of qualitative analysis at
its plainest is the interpretation of the data and its characteristics. Qualitative data
can appear in the form of text as simplest. (Eskola & Suoranta 1998, 13–14) The
criterion for judging qualitative data is not the amount of data, but the quality of the
data. The basis of a qualitative research analysis is to adopt a viewpoint where the
data forms the basis of formulating the theory. Qualitative research builds on the
researcher not having any predetermined assumptions or hypotheses about the
phenomenon in question and that the role of the data is not to prove the hypotheses
but to enable the invention of the hypotheses. (Eskola & Suoranta 1998, 19–20)

The data collection will be carried out by interviewing staff members from major
pharmaceutical companies. Interviewing is an interactive situation, which has been
planned in advance by the interviewer and it is initiated and directed by the
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interviewer. (Eskola & Suoranta 1998, 86)

There are many different types of

interviews, but this study employs a semi-structured interview. A semi-structured
interview is the type of interview where all questions are unified for every interviewed
person, but there are no predetermined answer choices as the respondents are
intended to answer in their own words. (Eskola & Suoranta 1998, 87) The
discussions will be recorded to enable the best possible amount and quality of data
to conduct the analysis from.

2. Branding and Brand equity
2.1 The Brand Defined and the Brand Equity Concept
A brand is name or a symbol which distinguishes and identifies the good or service
and differentiates it from those of competitors.

However many marketers see a

brand to be more than just a name or a symbol or a combination of these. A brand
can be seen to have awareness, reputation, prominence, and other intangible
elements in the marketplace, which have been created by marketing actions. (Keller
2003, 7) A brand is something which is formed in the minds of consumers. Thus,
branding refers to the act of enabling the consumer to become familiar with the brand
and what it stands for. In other words, branding is about giving a product or a service
a label which makes it identifiable to the consumer from other products, and in
addition to give the brand a meaning which makes it different and special from other
branded products. Branding can be said to be all about creating differences, which
consumers are able to identify and experience. (Keller 2003, 7)

As branding consists of creating a label to identify a product or service, and
additionally expressing how it differs from others, a brand is something which exists
in the minds of consumers and what they have learned and experienced about the
brand. This can be referred to as brand equity. (Keller 2003, 9) “Brand equity might
be regarded as the sum of future profits associated with the brand discounted over
time (Egan 2007, 82)”. Branding is fundamentally all about being able to build brand
equity to products or services. (Keller 2008, 37) Brand equity is defined as the set of
brand assets and liabilities which are linked to a brand name or the brand symbol,
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which add or diminish the value of a product or service to the firm or to the firm’s
customers. (Aaker 1991, 15) Put differently, brand equity means all the attributes
related to a brand which has resulted from marketing procedures. (Keller 2008, 37)
The challenge of branding is to ensure that the consumer is receiving the desired
knowledge and experiences about the brand, to ensure that thoughts, opinions,
feelings and images are formed accordingly between the brand and the consumer
(Keller 2003, 9) As this thesis focuses on introducing how promotional activities are
conducted in brand formation, the upcoming section discusses the role of marketing
communication in building brand equity. Brand management includes the strategic
and tactical tasks concerned with the management of ‘non-personal’ communication
between an organization and its audiences. (Pickton & Broderick 2001, 22)

2.2 The Branding Process
The previous section discussed what makes a brand and how branding ultimately
should strive for building brand equity. Building a brand can be seen as a process
which has four consecutive stages followed by each other and ultimately results in
brand equity which is of value both to the firm and its customer. It is an interactive
process, as certain objectives with customers are created at every stage of the
process. (Keller et al. 2008, 56) The objectives can be thought of as forming certain
relationships between the brand and the customer and that the overall relationship
will get closer as the process evolves and at the same time increases brand equity.

2.2.1 Brand Identity
The initial starting stage of the process is to ensure that customers identify the brand
and that they associate the brand with the specific product class or customer need. In
other words the stage focuses on breeding brand awareness, which is defined as the
consumers’ ability to remember and recognize the brand. To be aware of the brand
the consumer has to be able to identify the brand. This phase is first and foremost
concerned with building brand identity and further, building considerable brand
awareness. Brand salience is a concept closely related to the formation of brand
awareness, as it describes how often the brand is evoked in the consumers mind
under various situations. (Keller et al. 2008, 57)
11

Figure 2. The 4 Steps of Branding Process (Keller et al 2008, 57)

2.2.2 Brand Meaning and Brand Image
Creating brand identity, brand awareness and salience is not enough to result in
considerable brand equity. The brand should have a meaning; something it
represents and is considered valuable by the consumer. Creating a distinctive
meaning to the brand involves developing a brand image indicating what the brand
stands for in the consumers mind and which is distinctive to the brand. (Keller 2003,
12) Brand meaning can be divided into functional aspects that relate to performance
and to more abstract considerations which are built in the consumers mind The brand
performance features refer to how well and in what ways the brand meets the
consumers’ functional needs. It refers to the substantial properties of the product
characteristics of the brand, for example how well the brand performs when
evaluated objectively for quality. Brand imagery is the meaning of a brand in a more
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psychological, intangible sense. Brand imagery is more about what consumers think
about the brand than about how it performs in a functional sense. As it is becoming
harder and harder to create brand meaning by the functional performance
characteristics due to changes in the competitive environment, creating brand
meaning deriving from the psychological image creation of a brand is becoming a
priority. (Keller 2003, 12)

Brand image can be thought of including three dimensions, strength, favourability,
and uniqueness. Strength refers to the firmness of the linkage between the brand
and a brand association. Favourability is concerned with how valuable a distinctive
brand association is experienced by the consumer. Uniqueness is about how
distinctive the identification of the brand is to the brand association. For brand equity
to be formed the brand image should include elements from all of the three
dimensions. Keller (2003, 13) states that for brand equity to be created, it is important
that the brand possesses some strong, favourable, and unique brand associations,
and that they should be aligned in precisely that order. “It does not matter how
unique a brand association is unless customers evaluate the association favourably,
and it does not matter how desirable a brand association is unless it is sufficiently
strong that customers actually recall it and link it to the brand (Keller 2003, 13)”.

2.2.3 Brand Response
As the branding process has accomplished awareness and a distinctive image the
process reaches the brand response stage. Brand responses are initially about what
the consumer thinks and feels about the brand. Brand responses can be divided into
judgements and feelings. Brand judgements are formed when the consumer
comprehensively puts together all the different associations that a brand represents,
including both performance and imagery associations and then forms personal
opinions about the brand. Brand feelings deal primarily with emotionally formed
opinions about the brand. Brand feelings are also related with how the brand is
evaluated in social context. Ultimately what is important in terms of brand equity is,
whether the associations are able to generate positive responses. It is insignificant
whether the consumer has formed the positive response by thinking rationally, or
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whether the positive response is generated from emotional considerations. (Keller
2003, 13)

2.2.4 Brand Relationships
The ultimate stage of building a brand and forming brand equity is the formation of an
authentic relationship between the consumer and the brand. Brand relationships are
concerned with the deepness of the bond between the consumer and the brand and
it can be described by the concept of resonance. Brand resonance is refers to the
intensity of the psychological bond that customers are feeling towards the brand and
to what extent this bond translates to actual loyalty. Brand resonance can be divided
into behavioural loyalty, attitudinal attachment, sense of community and active
engagement. (Keller et al 2008, 70)

Behavioural loyalty means the act of purchasing the brand continuously and to the
relative size of consumers’ purchases of this brand is compared the consumers’
purchases in the overall product category. Behavioural loyalty has to occur in the
relationship between the counterparts, but it does not make the relationship deep.
There has to be some amount of personal attachment to the brand, it has to be seen
as something special by the consumer. This strong positive emotion towards the
brand is referred to as attitudinal attachment. The attitudes toward a brand might
even go beyond attitudinal attachment; it could generate feelings of belonging. Sense
of community occurs when the brand evokes social bonds with other people attached
to the brand by the consumer. The ultimate relationship between the brand and
consumer has been reached, when the consumer actively engages to different kinds
of activities associated with the brand. The brand plays an active role in the
consumers’ life and the consumer is willing to invest personal assets towards the
brand. (Keller et al 2008, 70–72)

The thorough description about the branding process and how the different stages in
the process all constitute to brand equity has been presented. As this thesis aims to
explain the relationship between branding and promotional efforts it is vital to
understand the interrelationships and the continuum of brand building, since the
promotional efforts aim at creating, influencing, and changing the previously
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mentioned concepts and additionally aims in building this process to the extent that
the consumer actually bonds with the brand, generating brand equity and value for
the counterparts.

3 The Marketing Communications Mix
The tools of marketing communications have been conceptualized into the
promotional mix, which consists of five different categories which can be manoeuvred
in formulating marketing communications strategies. The promotional mix can be
defined as the possible tools used in marketing communications and consists of
advertising, sales promotion, public relations, personal selling, and direct marketing.
(Egan 2007, 17) Each of the tools serve different purposes. The following sections
define the promotional tools and will introduce them briefly. For the purposes of this
thesis, it is not necessary to analyze each tool and its subclasses in a detailed
manner, or to introduce the myriad of specific actions in each class since this thesis
aims in illustrating the interrelationship between branding and communications in a
broader context in the case of a lifestyle prescription drug.

3.1 Public Relations
Public relations has been defined as “the managerial function which evaluates public
attitudes, identifies the policies and procedures of an organization with the public
interest, and executes a program of action (and communication) to earn public
understanding and acceptance” (Belch & Belch 2007, 543). The definition points out
that public relations is a managerial process, including three steps; the evaluation of
public attitudes, identifying how the firm should react to these attitudes, and
developing specific public relations programs aimed at gaining public acceptance and
understanding. (Belch & Belch 2007, 543) The different functions of public relations
are internal relations, publicity, advertising, (in a different context as to the general
conception of advertising), public affairs, lobbying, and investor relations. (Cutlip et
al. 2006, 9)
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Public relations communication efforts contain many advantages. First of all, they are
seen as more credible information channels compared to advertising, as the
consumers do not tend to realise that the organisation has paid either directly or
indirectly for the distribution of the message. Public relations are also a very cost
effective way of communication. The following factors are very essential to this
thesis, since these factors play a major role in the promotional strategies of lifestyle
drugs. When a new product or breakthrough is introduced, it is treated by the public
as a news item instead of an advertisement and it is likely to grasp the attention of
mass media. Another advantage is that as information is presented about for
example new technological innovations or medical breakthroughs, they generally
tend to raise additional inquiries in consumers about the product in question and
ultimately makes the task of raising awareness about the product much easier thus
making selling of the product easier. Finally, effective public relations help to build a
positive image for the organization or for the product in question. (Belch & Belch
2007, 554)

The major disadvantages of public relations are described in the following. Although
public relations have the ability to break through the muddle of advertising, the
communications process might still fail as the receiver of the information might not
make any affiliations to the initial source. Another problem may arise if marketing and
public relations are managed separately in an inconsistent manner, resulting in the
public receiving incoherent and mixed messages. (Belch & Belch 2007, 554)

Publicity is defined as the act of information used by the media because of its news
value which is provided by an external source. It is a method where the source of the
information does not pay the media for placement of the message, and is thus an
uncontrolled method of communicating the message, as the source has little or no
control of if the information is in fact used, when it is used and how it is used. The
source must be able to understand what kind of information will attract the attention
of the media and moreover the source should have the ability to package the
information in a newsworthy point of view and do so, for the different purposes of
different medium. (Cutlip et al. 2006, 10)
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3.2 Advertising
Advertising is defined as the implementation of any form of paid non personal
communication about an organization, product, service or idea by an identified
sponsor. Advertising consists of a monetary transaction, the involvement of mass
media and the purpose of transmitting the wanted information to large numbers of
people. Advertising is one of the most important promotional tools especially for firms
operating in mass consumer markets targeting a large number of consumers, such
as the pharmaceutical companies. The biggest reason for this is that advertising still
remains as the most cost-effective way of reaching large audiences. (Belch & Belch
2007, 17)

Advertising can constitute significantly to the preliminary objective of branding; the
formation of brand equity. Advertising has the potential of providing consumers
information about the product or the company. Furthermore, it is capable of
influencing the consumers’ perceptions as it can be used to create favourable and
unique images and associations for the brand in question. Brand image serves as a
major evaluation criterion for purchase of many products and services and
advertising still remains as one of the best ways to build a brand. (Belch & Belch
2007 17)

Although advertising is generally associated with mass consumer markets, it can also
be used in other situations. As the pharmaceutical industry specifically uses
advertising in promotional efforts to target simultaneously the mass consumer
markets and the professional sector, it is important to introduce advertising in the
context of targeting professionals. Professional advertising is the act of using
advertising in targeting professionals, such as physicians to persuade them to use a
company’s product in their business operations. Additionally advertising can be
targeted at professionals in order to make them recommend the product or even
impose it on, the eventual end-users of the product (Belch & Belch 2007, 18) As
Egan (2007, 370) points out “In overall communications terms the relative importance
of the various tools in B-to-B are almost the inverse of that of B-to-C. In B-to-B
markets personal selling replaces advertising and sales promotion as the main tool
while others trail in relative significance.” In the business-to-business context trade
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advertising is widely used, which includes largely specialist publications such as
trade journals and newspapers which are targeted at industry buyers (Egan 2007,
370)

B-to-B companies do advertise in mass-media publications in order to influence the
corporate image, generate brand awareness, and develop the brand further. (Egan
2007, 370) The characteristics of business-to-business markets compared to
business-to-consumer markets result in the fact that the content and targeting of the
actual messages in communication are different by nature. Much printed
communication concentrates less on the emotional aspects of a brand, and more on
the features and specifications of the brand. (Egan, 2007, 372)

3.3 Sales Promotion
The definition of sales promotion is broad. It is defined as the use of any incentive by
a company or service provider to motivate potential customers to buy a brand and to
persuade the sales force to aggressively sell it. The incentive is additional to the
initial benefits provided by the brand and transitorily changes the perceived value of
the brand. (Pickton & Broderick 2001, 534) It is hard to distinguish between sales
promotion and advertising, but the initial objective of sales promotion is to offer
consumers an incentive to act. It utilizes the concept of ‘urgency’ as it is “designed to
encourage buyers to act immediately before it is too late” (Egan 2007, 223). Sales
promotion aims to directly influence the consumers’ decision making process, thus
being more capable of influencing behaviour rather than changing long term attitudes
that generate brand equity. In contrast to advertising, sales promotion adds tangible,
measurable value to the offering whereas advertising creates value which is
intangible (immeasurable) by nature. (Egan 2007, 224) sales promotions can be
divided into consumer promotions and trade promotions (Keller et al 2008, 254)

Consumer promotions are designed to change the choices, time of purchase, or the
quantity bought by the consumer. As consumer promotions come in all forms, an
approximate classification can be conducted to franchise-building promotions (for
example samples, demonstrations and educational material) and non-customer

18

franchise-building promotions (for example price-off packs, refund offers). Customer
franchise-building promotions are seen as enhancing the attitudes of consumer
towards the brand, and in other words these are the set of promotions which are
designed to enhance brand equity. Trade promotions are promotions usually offering
discounts or financial incentives to retailers and distributors to display a product.
(Keller et al. 2008, 255)

3.4 Personal Selling
Personal selling is defined as the face-to-face interaction between one or more
potential purchasers for the purpose of making a sale. (Keller 2008, 266)
Salespeople can be persuasive, thus acting as central communicators and further
contributing to a successful sale. (Egan 2007, 318) Personal selling differs from
some of the other promotion mix elements in a fundamental way, as the
communication between the seller and the potential buyer(s) happens in ‘real-time’
and it is an interactive situation in which the parties react to each other’s
informational needs. The fundamental purpose of personal selling is to inform,
persuade or remind an individual or group to act, in a way which is desirable for the
initiator of the situation. Personal selling is thought of being at its best close to the
initial point-of-purchase.

Personal selling is heavily used in the more complex

business-to-business situations of selling, and less in the more straight forward
business-to-consumer situations. (Egan 2007, 319) Personal selling is of most use in
situations where other promotional tools fall short, which is particularly in situations
where instant consumer responses arise and complex explanations need to be
carried out. Also when building relationships are in the interest of both the initiator
and the consumer, personal selling offers a solution. (Egan 2007, 320)

The main advantages of personal selling are in its ability to send detailed messages
and in the marketer’s ability to gather direct feedback from the target in order to close
the sale. (Keller 2008, 266) Also the fact that personal selling can demonstrate the
product and its features in a situation where the customer is involved is an
advantage. It can also contribute to after sales activities in case the customer is
facing problems of some kind. The main disadvantage is that it is very expensive per
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customer contact compared to other promotional mix elements. (Keller 2008, 266)
Using personal selling also carries out the challenge of control. It is hard to control
organizational messages and the organizational image, as the sales people might
express inaccurate information which may harm the corporate image (Egan 2007,
322)

3.5 Direct Marketing
Direct Marketing is the act of targeting individual consumers with the intention of
successfully delivering personalised messages and building a relationship with the
consumer on the basis of their responses to direct marketing communications. Direct
marketing has a personal dimension and it disregards the use of intermediaries in
delivering the message. (Fill 2005, 23) The difference between direct marketing and
advertising is that advertising aims to build the personality and the image of the
brand in question over a longer period of time, direct marketing persuades
consumers to act by giving them a clear incentive to do so. (Egan 2007, 290) Direct
marketing tools have a major role in the integrated marketing communications
programs of both firms operating in B-to-C and B-to-B markets (Belch & Belch 2007,
20)

3.6 Integrated Marketing Communications
Integrated marketing communication has been at the vertex of marketing
communications intercourse in recent years. It can be defined in many ways, but at
its simplest form, integrated marketing communications is referred to as the process
of integrating all elements of the promotion mix across all consumer interfaces in
search of achieving greater brand coherence. (Pickton & Broderick 2001, 74–75) The
integration of marketing communication activities and tools can be seen to consist of
three different dimensions, the promotional mix integration, the promotional mix
integrated with the marketing mix, and creative integration of messages and
concepts. (Pickton & Broderick 2001, 90)

20

The integration of marketing communication activities and tools includes the
synchronization of the promotional mix, thus sending a unified message across
different promotional channels to result in a situation where the totality becomes
greater than the sum of the parts. However, the elements of the promotional mix
should also be in line with overall marketing mix elements and they should have an
established common objective. Creative integration focuses on establishing a clear
theme and message across the different communications channels. However, the
theme and message need not always be integrated but the themes and messages
should always be planned with an understanding of what effects they might carry to
each other. (Pickton & Broderick 2001, 90)

4. Marketing Communications Forming Brand Equity
As branding is all about being able to introduce the brand label and what it stands for,
some amount of brand awareness has to be formed. Brand awareness refers to the
task of linking strong, favourable and unique associations in the mind and memory of
the consumer. Building brand awareness is a knowledge-building process, and
therefore there has to be channels of information about the brand to the consumer to
form brand awareness and utterly brand equity. Sending information about the brand
is the task of marketing communications, which can be defined as the tool by which
firms aim to inform, persuade and remind consumers about the brand in question.
Marketing communications can be thought of being the “voice” of the brand by which
the brand communicates and interacts with consumers to form dialogue and
relationships. (Keller 2003, 16) Marketing communications plays an important and
integral role in the managerial process of developing positive brand associations that
have a meaning and a purpose for consumers. (Fill 2005, 392) Marketing
communications communicate the essence of the personality of the brand which is
necessary to build a brand over time (Fill 2005, 398).

As there are a great number of different kinds of communications channels through
which brand related information can be carried out, the challenge is to choose
communications tools, which have the best ability to contribute to brand equity. The
firm may pick a single or multiple simultaneous channels, but the key is to transmit a
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unified message and manage the relationships between the channels. (Keller 2008,
232, 267) When advertising is used for brand related objectives, the main goals are
to build brand associations through rational and emotional aspects. (Fill 2005, 408)
When the rational approach is used, the underlying idea is to stress product
performance as the central message and some kind of key attribute is identified and
used to position the brand. Typically the rational approach stresses a single or a
couple of superior functional advantages found attractive by consumers.

If the

emotional approach is used in formation of a brand, advertising should illustrate
emotional selling points. The objective is to enable consumers to make positive
brand associations based on both psychological and socially desirable meanings. In
this case, product performance features are not in the spotlight, it is more relevant to
generate positive feelings and associations about the brands more intangible assets.
(Fill 2005, 408)

Although advertising is seen as the primary source of generating brand equity
through marketing communications tools, there still remain other tools which are
competent drivers of brand equity. Sales promotion has traditionally been seen to be
the only communicational tool which does not create brand equity, as it has a price
orientation instead of the more preferred value orientation, but many new forms of
sales promotion techniques have enabled its strategic use in branding. (Fill 2005,
409) Public relations and direct marketing are important methods in building brand
values, especially in the case where consumers experience high involvement. (Fill
2005, 409)

4.2 Brand Equity Strategy Process
Brand equity strategy is referred to as the means and processes to increase
effectiveness of brand performance which include acquiring and developing a highequity brand. High equity is defined as highly favourable associations of the brand in
the minds of consumers. (Madhavaram et al. 2005, 69) As stated earlier, marketing
communications constitute to brand equity, as it contributes to the formation of brand
awareness and to the formation of a favourable brand image, which in turn are the
building blocks for brand knowledge structures in the minds of consumers that
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fundamentally result in brand equity. (Madhavaram et al. 2005, 70) Effective
manoeuvring of integrated marketing communications is an important part of a
successful brand equity strategy. The integrated marketing communication strategy
is defined as the processes affiliated with planning, development, implementation
and evaluation of coordinated and effective brand communications programs over
time with external and internal stakeholders. (Madhavaram et al. 2005, 70) The
critical component of an effective IMC strategy is the existence of a functional brand
identity strategy, which contributes to communications effectiveness, which in turn
contributes to formation of high brand equity. (Madhavaram et al. 2005, 70) The
brand identity strategy consists of developing a brand identity and successfully
communicating the brand identity to all external and internal groups of stakeholders
targeted by marketing communications. (Madhavaram et al. 2005, 70)

Figure 3. Brand Equity Strategy (Madhavaram et al. 2005, 72)

Figure 3 illustrates the interdependency between brand identity strategy, the
integrated marketing communications strategy and ultimately brand equity. The entire
process results in brand equity strategy. The formation process could be understood
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through “contacts” between the strategic processes. A contact is described as any
form of experience with the brand which is informative for a consumer. (Madhavaram
et al. 2005, 72) Figure 3 also represents how the external environment, competitors’
actions and shifts in customer preferences have their influences on the firms brand
equity strategy process as a whole. (Madhavaran et al 2005, 73)

4.3 Brand Identity Strategy and Integrated Marketing
Communications
Figure 3 illustrates the linkage between brand identity strategy and the integrated
marketing communications strategy. The initial link is conceptualized as brand
identity contacts, which are defined as all interactions carrying a message about the
brand between the brand strategist and the “brand stewards”. (Madhavaran et al.
2005, 72) The brand stewards are defined as all external participants who are
responsible for communicating the brand message to consumers (Madhavaran et al
2005, 72) Brand equity contacts in Figure 3. are all the communications tools used to
carry out the initial brand message, in other words brand equity contacts are all
actions carried out by brand stewards towards consumers, with the purpose of
creating highly favourable associations and attitudes. (Madhavaran et al. 2005, 72)

Brand identity strategy consists of considerations about how to communicate the
unique brand identity to all internal and external brand stewards, who are responsible
of communicating the identity further to consumers. The use of different
communications options may result in a situation of conflicting messages being sent
as different communications tools have different points of contacts with different
targeted receivers. Thus the process of communicating the brand identity to
consumers should

be

nurtured in

an

integrated manner,

using

different

communications tools in synergy with each other enabling effective messages being
sent. (Madhavaran et al. 2005, 73)
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5. The Industry Legislative Environment Influencing
Communications Decision Making
5.1 The Direct-to-Consumer Drug Promotion Concept
Direct-to-consumer marketing (DTC) is defined as any promotional activity by a
pharmaceutical company, in where it presents prescription drug information to the
public in mass media. Direct-to-consumer prescription drug promotion involves the
promotion of brand-specific prescription drugs direct to consumers through mass
media by the use of the promotional mix. (Eagle & Kitchen 2002, 296) During the
nine years between 1997 and 2005, spending on direct-to-consumer drug advertising
and free samples has gained its weight in total advertising spending, while
advertising in professional journals has lost its proportionate share. (Donohue et al.
2007, 675)

The issue of direct-to-consumer drug promotion has been very controversial. Those
who are pro-DTC communications argue that it enhances consumers’ awareness
and leads to better informed consumers’ and furthermore in better quality of
healthcare. Those who are against the concept are convinced that it results in the
waste of the physicians valuable time, and motivates the use of expensive and
sometimes unnecessary medical usage, which results in excessive profits for
pharmaceutical firms. (Rosenthal et al. 2002, 498) The reason for this is that directto-consumer drug marketing has wide ranging effects on consumers, but no one
really knows the volume of how much this kind of marketing effects the consumer
and what is positive and which results in “drug over usage”. To illustrate the
confusion around the issue, a survey found that when the respondents had seen an
advertisement on TV about a specific drug, one third of the respondents had asked
for additional information from their doctors about the drug advertised, and one fourth
had gone to see the doctor and asked the doctor to write them directly a prescription
for the drug. Undoubtedly direct-to-consumer drug marketing increases the volume of
prescription drugs sold. (Wilkes et al. 2000)

The biggest problem associated with advertising is that generally consumers think
that the drug advertisements have been approved by the federal government before
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given the right to be published. The result is that consumers also believe in what the
ads are stating which may result in many unpleasant actions. Firstly, it affects the
patient/physician relationship. It may result in situations where the patient pressures
the physician to switch his prescription from well established treatments, to newer
drugs, whose effects are not as well known. (Wilkes et al. 2000) DTC advertising
may also lead to a public belief that there is a pill for every problem, rejecting the fact
that for many minor illnesses the treatment might be lifestyle change. For example in
Viagra’s (erectile dysfunction drug) case, many times the reason for erectile
dysfunction is the way how people choose to live and act. For example, obesity and
smoking are factors that can lead to erectile dysfunction and the point is, that
although people could alter the way the act, it is much easier to go visit the doctor
and take the problem away in this way. (Wilkes et al. 2000)

Although DTC advertising may have negative outcomes to society, it can also be
seen to have positive effects, such as consumers’ greater awareness of their health.
DTC advertising may influence consumers’ health screening, such as becoming
aware of health issues that they have not discussed with their physician before. This
may in fact serve society, as many problems can be detected before they reach a
stage where they become very expensive, or untreatable. (Berger et al. 2001)

5.1.2 Disease Branding
Pharmaceutical companies have approached the issue of how to brand their
prescription drug in a way, in which they actually brand the disease which the drug is
aimed at treating. This kind of branding differs from the traditional view of the
consumer identifying a product or company, it relies on the consumer identifying
symptoms of the introduced “disease brand”. (Parsons 2007, 270) The reason for the
pharmaceutical companies acting in this way is that the pharmaceutical companies
sell the consumers the image of a medical condition, which will identify the condition
and its symptoms and associate it with the medical condition, and as the consumer
identifies the medical condition he then associates the condition with the drug or cure
mentioned, which eventually results in the consumer seeking for the drug mentioned
to treat the condition from a physician. (Parsons 2007, 270) Parsons (2007, 271)
argues that the reason for disease branding strategies turning out so effective is
“Developing communications strategies that are designed to allow the vulnerable
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consumers necessarily play on fear and hope, clearly emotionally charged issues. It
is the notion of fear or death or disability and hope for recovery that are the basis for
this disease mongering and the reason such approaches have been so successful.”
Disease branding is also a way to circumvent legislation, which prohibits drug
advertising, but there is not legislation which prevents reporting about a disease.
(Parsons, 2007, 272)

5.2 The Industry Legislative Environment in Finland
Marketing actions of prescription drugs in Finland is supervised by regulators and by
government officials. The industry also uses self regulation to prevent unethical and
misleading pharmaceutical marketing. The instructions for marketing actions are
designed especially to provide professionals and consumers with adequate and
precise information about the pharmaceuticals and their use. The Finnish protocol is
based on legislation including pharmaceutical-, marketing, - advertising-, and
consumer rights legislation. The protocol also uses instructions from the European
Federation of Pharmaceutical Industries and Associations and the International
Federation of Pharmaceuticals Manufacturers Association in designing the country
specific rules and instructions. (Lääketeollisuus ry. 2004, 3) Pharmaceutical
marketing is defined in this context as any actions, such as communicational and
sales promotional activities, designed to enhance prescribing, buying or the use of a
prescription drug. (Lääketeollisuus ry. 2004, 4) The nature of the information
introduced in marketing activities should contain information about the effects of the
drug to guide to correct use of the drug. It is also prohibited to hide the commercial
nature of the pharmaceutical and the message receiver should easily distinguish the
information as marketing. Pharmaceutical marketing should awake trust and
appreciation. (Lääketeollisuus ry. 2004, 5)

5.2.1 Legislation and Instructions Concerning Marketing to Consumers
It is prohibited to market any prescription drugs to consumers, except for information
which is consistent with the package description. It is however permitted to inform
consumers about diseases and their characteristics and specify them about how to
prevent, detect and treat the disease or medical state. In this context it is permitted to
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refer to a specific drug brand as a cure for the medical condition, as long as all the
alternative

and

(Lääketeollisuus

competing

brands

ry.

5)

2004,

The

treating

the

legislation

condition

also

states

are

mentioned.

precisely

what

advertisements should contain, and what kind of messages and images are strictly
prohibited in communications. Pharmaceutical companies are allowed to conduct any
kind of sponsoring actions only with its corporate name or logo, specific
pharmaceutical brands are prohibited. (Lääketeollisuus ry. 2004, 6)

5.2.2 Legislation and Instructions Concerning Marketing to Professionals
The information provided to professionals should positively influence the appropriate
use and prescription of the drugs to enhance the patients well being. The information
should be targeted to those professionals who have the right to write a prescription
on the drug in question. Other healthcare professionals should be provided with
information only to the extent that it enhances the right and safe use of the
pharmaceutical. (Lääketeollisuus ry. 2004, 6) The information should be precise and
factual and evenhandedly inform about the positive and negative effects of the
prescription drug. If the marketing material contains research findings, the research
in question should have been published in an academic medical journal.
(Lääketeollisuus ry. 2004, 7)

The use of sales (pharmaceutical) representatives requires that the pharmaceutical
company takes care that the person working as representative will have acquired the
degree of “registered pharmaceutical representative” within one year after starting at
the position. The representative has to follow all instructions and legislations and has
to ensure that all adequate information about the drug and its properties are
predicated. (Lääketeollisuus ry. 2004, 7) The use of gifts and other promotional
material should be of little financial value and relate to the receiving professionals
work. Offering financial incentives to professionals is prohibited. The use of drug
samples is permitted only to people with the right to write a prescription about the
drug in question. (Lääketeollisuus ry. 2004, 8) This section introduces the very limited
possibilities to communicate and promote a prescription drug in Finland. This area of
marketing is strictly regulated, offering mainly opportunities for the marketer to
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communicate factual information for professionals, and the goal is to influence the
right and adequate use and prescription of the pharmaceutical.

6.0 Branding a Prescription Lifestyle Drug in Finland
The empirical part of this thesis focuses on introducing how prescription lifestyle
drugs are being branded in Finland and what kinds of communications channels are
available for branding and how they are utilized in the Finnish strict regulatory
environment. Interviewing professionals from the pharmaceutical industry gives
insight on how theoretical knowledge about brand building and brand management is
operated by the use of marketing communications and how legislative restrictions are
taken into consideration when formulating strategies for successfully building and
managing pharmaceutical brands. The goal is to illustrate how the pharmaceutical
industries practices in Finland are conducted and to compare theory and the actions
taken by the pharmaceutical companies. The empirical part also adresses the issue
of how marketing communications practices are expected to change in the future in
the Finnish circumstances. This section initiates by introducing how data collection
was performed and why these respondents were chosen to contribute to this thesis.

6.1 Data Collection
The data collection in the empirical part of this thesis is carried out by interviewing
people from the Finnish pharmaceutical industry. The interviews are so called semistructured interviews in where the answers for the questions asked are open, thus
enabling comprehensive answers. This structure also makes it possible to gather
information which is not specifically asked which results in more comprehensive
understanding of the subject, as the respondents comment on the issues in their own
words and adding details and aspects which could not possibly have been thought of
when conducting research or formulating the questions.

The respondents are persons with excessive work experience in the pharmaceutical
industry in Finland. The respondents represent different pharmaceutical companies
for the purpose of collecting information and operation modes from different sources
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in the industry, as different companies stress different aspects in their branding
procedures. Respondent 2 works for Company X, as a Brand Manager for various
drug brands of the company. It was appropriate to address her on the matter as she
is responsible for the operative management and the implementation of brand
strategies of various prescription drug brands. Respondent 1 works for the
pharmaceutical company Janssen Cilag and his position is Product Category
Director. He has also been working in the pharmaceutical industry for a long period of
time and his work consists of supervising and being accountable for the performance
of different prescription drug brands of the company. Both respondents can be
considered viable sources of information in the matter due to their line of work and
previous working experience.

The respondents were very willing to take part in the interviews, but due to
confidentiality reasons the names of the respondents are not disclosed. The
questions were formulated beforehand and the respondents received the questions
prior to the interview to make sure that all the questions could be answered
thoroughly and to enable information search for areas in which the respondents felt
they did not have enough knowledge about. The question form is illustrated in
Appendix 1.

The language of the interview was Finnish, so Appendix 1 is a

translated document from the original questionnaire. Table 1 summarises the
information of the respondents and the interviews.

Company and Position

Company X Oy

Date of Interview

Duration of Interview

Place

27.11.2009

75 min.

Espoo

23.11.2009

95 min.

Espoo

Brand Manager

Janssen Cilag Oy
Product Category Director

Table 1. Information about the respondents and interviews
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6.2 Introducing the Case Companies
Both case companies are major players in the pharmaceutical industry with large
R&D departments inventing new prescription drugs and thus these companies are
suitable for the purposes of this thesis. The companies are Janssen Cilag and
Company X (confidentiality reasons). The Swiss pharmaceutical company X is one
the biggest pharmaceutical companies in the world. Company X strives for bringing
innovative pharmaceuticals to markets. It operates in 140 different countries and
employs more than 100 000 people. In 2008, its revenues were 26.9 billion euros,
which of 17 billion euros resulted from the sales of prescription drugs. Company X
Finland employs approximately 180 people and in 2008, its revenues were about 123
million euros, from which 86.3 million euros resulted from sales of prescription drugs.
X Corporations line of business includes prescription drugs, generic prescription
drugs, over-the-counter drugs, animal pharmaceuticals and healthcare products.
(Company X, 2009)

Janssen Cilag is an international pharmaceutical firm which concentrates its
resources on research and development procedures in order to invent new
pharmaceuticals. It is a part of the worldwide Johnson & Johnson Corporation, which
is one of the world’s largest and most comprehensive corporations in the field of
pharmaceuticals and healthcare. The revenues of the corporation were 63.7 billion in
2008, and the company employs over 118 000 people worldwide. Janssen Cilag
operates in several disease areas and some fall into the category of lifestyle
prescription drugs. Janssen Cilag Finland employs approximately 70 people and its
revenues were 45.2 million euros in 2005. Janssen Cilag Finland focuses mainly of
prescription drugs in its operations in Finland (Janssen Cilag, 2009)

6.3 Branding Prescription Drugs in Finland
Both respondents stated that their company uses marketing communications in an
attempt to build brand equity and ultimately to increase sales of their products. Both
respondents concurred with the conceptual framework of this thesis (presented in
section 1.3 ), that drug marketing is fundamentally about understanding how to
simultaneously manage the business-to-consumer and business-to-business market
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characteristics in communications in order to reach objectives. Both respondents
added that pharmacists are also an important target of marketing communications in
branding, but as pharmacists have been left out of analysis in this thesis, this
information will not be presented in the empirical part of this thesis.

Branding and marketing communications actions are very extensive relative to other
costs associated with a prescription drug. Respondent 1 claimed that generally
inventing a new pharmaceutical costs one billion dollars to invent by research and
development, and that approximately the same amount of money is being spent on
worldwide

marketing

and

marketing

communications

actions

of

the

new

pharmaceutical. The respondents told that marketing expenses were considerably
large in Finland too compared to the entire cost structure of the firms.

6.3.1 Branding Decision Making
According to the respondents, not all prescription drugs are branded to consumers
and physicians. The pharmaceutical companies tend to brand prescription drugs to
consumers, which fit in the definition of lifestyle drugs, of drugs “intended or used for
a problem that falls on the border line between the medical and social definitions of
health”, as stated in section 1.6. Additionally some prescription drugs, which treat
very familiar and common diseases, are being branded, such as asthma medication.
Respondent 1 stated that “As a rule of thumb the expected revenues resulting of a
particular drug pretty much determines to what extent the drug is communicated
towards consumers, and on the other hand those drugs that usually result in high
revenues are the ones treating common ‘minor’ illnesses which are in line with the
lifestyle drug concept.”

Branding is seen by the respondents as a way of increasing sales. The reason for
conducting branding actions, is primarily to make the prescription drug known to the
public, and thus the focus of branding is to create brand awareness. Ofcourse the
companies are expecting brand loyalty from those physicians prescribing the drug to
his patients to do this constantly, and also from consumers who need to use the
particular drug brand to continue its use without switching to competing brands. The
drug companies assume that the only reason which is acceptable for consumers to
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switch to a competing drug brand is side-effects, and the companies actions are
designed baring these principles in mind.

The respondents agreed with the idea of integrated marketing communications
strategies contributing to brand equity, as section 4.2 describes, but the respondents
also

commented

on

brand

identity

strategy,

that

integrated

marketing

communications strategy can not be derived in the industry from the brand identity
strategy in an straightforward manner, since the legislative environment makes
communicating the identity of the brand very complicated. Branding actions are
directed with the mindset of increased awareness of physicians and consumers
resulting in increased sales.

6.4 Direct-to-Consumer Drug Marketing Communications
The questions concerning how the pharmaceutical companies conduct their branding
marketing communications towards consumers were particularly interesting, since
the

legislative

environment

bring

about

great

constraints

to

marketing

communications implementation in Finland. Direct-to-consumer drug marketing was
defined in section 1.6 of this thesis as any kind of information by a pharmaceutical
company presented in the mass media and targeted towards the end users of
prescription drugs.

6.4.1 Promotion Mix Tools Used in DTC
Respondent 1 from the pharmaceutical company Janssen Cilag said that the primary
channel for targeting consumers are Internet pages about a certain disease, which
have been paid to appear as one of the first results in Google search results when
the disease is typed and searched for. These Internet pages contain the corporate
logo and the pages contain information about the disease. The central message in
these pages is “if you are experiencing these symptoms, please visit the doctor and
tell him from which Internet pages you found the information about your symptoms.”
The Internet pages can not refer to a brand label, as section 5.2.1 states, as it is
prohibited by pharmaceutical marketing regulations. However, the pharmaceutical
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companies have introduced a pretty clever way of circumventing some of the
legislation by using Internet pages.

The company Janssen Cilag also uses mass media advertising. When Janssen Cilag
uses mass media advertising, the goal is also then to inform about the disease the
pharmaceutical is intended to heal and the advertisements contain a request to visit a
website about the disease in question, and additionally to contact a physician for
more information. So, basically the mass media advertisements are indirectly
advertising the Internet pages and try to influence the consumer to contact the
physician if the symptoms of the disease informed about are recognized by the
consumer. Respondent 2 stated that usually the mass media advertisements and the
Internet pages have a similar visual layout style and similar basic information, and
they can be considered to be integrated marketing communications by nature.

Event marketing is used by both pharmaceutical companies both to inform
consumers and physicians about a specific prescription drug brand, and the
company arranges separate events for the different targeted groups. When events
are held for consumers, the idea is that the event is about a very known and
widespread disease, which can be said to be included into the definition of lifestyle
drugs. The company has paid for specialists to lecture about the disease and its
treatments and because the marketing regulations are not restraining the specialist
(physician), he can vocalise the company’s prescription drug brand as a treatment if
he chooses to do so. However, respondent 1 stated that this is not the preliminary
objective of these events, but the objective is to make the visitors familiar with the
company and then visit the Internet pages. Usually the company also hires
physicians to the events, to answer questions visitors might have.

Public relations are also employed by pharmaceutical companies to inform and build
prescription drug brands. However, respondent 2 told that public relations and
publicity is the field which will be invested in heavily in the near future to make
marketing communications more effective. The objectives of PR for the companies
are to make the mass media to tell about the specific brand name in their news
reports etc., as drug marketing regulations do not concern the mass mediums right to
freedom of speech. In a sense PR and publicity can be said to be a very clever way
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of “outsourcing” branding and marketing communications in the pharmaceutical
industry context, since it circumvents laws and regulations, and it is fairly cheap and
effective as discussed in section 3.1.

6.4.2 Integrated Marketing Communications in DTC
As the theoretical part of this thesis points out in section 3.6, integrated marketing
communications is referred to as the process of integrating all elements of the
promotion mix across all consumer interfaces in search of achieving greater brand
coherence. The respondents were unanimous on the question if marketing
communications towards consumers were being dealt with in an integrated manner.
Respondent 1 also told that integrated marketing communications was actively used
to the extent that communications to physicians and consumers were integrated to
strengthen the messages. By this respondent 1 referred to the use of same images
and even the same messages in communicating with the two different targets.
Respondent 1 also stated that the legislation makes it hard to conduct DTC actions in
an integrated manner, but the firm has a mindset for integrated marketing
communications and is making a great effort of implementing IMC.

6.5 Marketing Communications Targeted at Physicians
Chapter 3 discussed the different elements of the promotional mix, including public
relations, advertising, personal selling, sales promotion and direct marketing. This
section discusses how the pharmaceutical companies in Finland use these marketing
communications tools to target the business-to-business characteristic sector of
physicians. Both respondents were unanimous in the issue of the legislative
circumstances in Finland resulting in marketing communications targeted at
physicians being held more important than consumers in prescription drug branding.

Both respondents told that the primary channel for communicating with physicians
was the use of sales representatives. The objectives of sales representatives was to
inform, persuade and ultimately influence the physician to start prescribing the
company’s drug brand aimed at treating a certain illness. It is pretty obvious what the
function of sales representatives is, when the organizational department is referred to
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as the Sales Department. Sales representatives also used free samples as a tool for
winning the prescriptions of physicians to the company’s drug brand. Respondent 1
told the function of free drug samples is to serve as a reminder for the physician, as
the respondent put it “it certainly is easier to for the physician to open his closet and
check what the drug is for a patients specific disease, and find our product from the
closet, than to open The Book of Drugs and start searching for drug treatments.”

The use of Internet pages about diseases that the company’s drug brand treat is also
being utilized as an important communications channel for physicians.

Janssen

Cilag’s Product Category Director told the company uses two sets of Internet pages;
the other ones are aimed at informing consumers, and the other are aimed at
informing about diseases on a professional level to physicians. Also Company X
utilises this method. The Internet pages and the sales representatives are intended to
express the same information and the company tries to manage the two channels in
an integrated manner.

The companies also arrange events for physicians. These events differ from the
events designed for consumers in that it is permitted to give out information about a
specific prescription drug brand as long as more than 50 % of the attendants are
physicians. This is the forum where the respondents felt the use of marketing
communications about a drug brand was most straightforward an effective, as the
legislative considerations were not prominent and the costs of reaching a single
physician was far less than when used sales representatives for the same purpose.
Also information leaflets are handed out in the events.

The pharmaceutical companies use advertising in medical journals and direct
marketing in their marketing communications towards physicians. Direct marketing
includes mainly information leaflets sent to physicians’ home addresses. However,
the respondents stated clearly that the use of these communications channels are
diminishing, as they have been proven ineffective compared to other utilized
channels, such as Internet based communications. Respondent 1 stated he had read
a study about advertising in medical journals being the most expensive form of
marketing communications relative to its impacts, and this study had included all
industries and all forms of marketing communications available.
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Differences in DTC and Physician-Targeted Promotional
Practices
DTC Drug Promotion

Drug Promotion to Physicians

Promotional Tools Used:

Promotional Tools used:

-Internet

-Sales Representatives

-Mass Media Advertising

-Samples

-Event Marketing

-Internet

-Public Relations

-Event Marketing
-Advertising

The central message is to
inform about the disease that
the drug is designed to treat
Legislation and Regulations:
Stricktly Prohibited to Conduct
Any Kind of Brand LabelRelated Marketing
Communications

-Direct Marketing
The central message is to
stress on the factual
physiological benefits of the
drug in professional context
Legislation and Regulations:
Less Regulated, the Sources
of Information Need to Be
Introduced

Table 2. Summary of DTC and Physician-Targeted Promotional Practices

Table 2 summarizes the key characteristics and differences of the promotional
activities targeted at consumers and physicians. The next section discusses the
future outlooks of the promotional practices and especially how the tools used in
promotion are expected to change in the near future.

6.6 Future Outlooks of Drug Marketing Communications in Finland
The outlooks in the field of pharmaceutical marketing communications as a whole
were expected to remain relatively stable by the respondents. Both respondents
pointed out that the question whether direct-to-consumer drug marketing would be
permitted has been an ongoing debate for as long as they can remember, and the
respondent did not believe in the European Union permitting direct-to-consumer drug
marketing in the near future in the EU area. Quite surprisingly, the respondents did
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not feel that the legislations and regulations of Finnish pharmaceutical marketing
should be loosened in terms of consumer-targeted actions, as the respondents felt
this would easily result in unethical conduct. Especially Respondent 1 felt that the
industry conducts its marketing communications actions already on the thin red line
between appropriate conduct and prohibited actions. Both respondents stressed the
role of industry self-regulation and the role of ethical conduct in the companies’
actions.

When asked about what regulations should be changed to make marketing
communications in the field of prescription drug branding more effective without
resulting in unethical conduct, respondent 1 answered that in his opinion the most
unnecessary regulations are those forcing the companies to present a great deal of
product specific data, which should contain the same information as the product
caption whenever the brand label of a pharmaceutical is presented.

The role of digital marketing, or Internet-based marketing was seen as gaining its
importance in the near future and that it would probably be the most important
channel of branding and marketing communications in the future especially in directto-consumer communicational actions. Respondent 1 claimed that the role of printed
advertisements in medical journals and publications would diminish drastically, since
it is a very expensive form of communications relative to its impacts, as the journals
and other publications are stuffed with advertisements. Although the role of this
traditional communications channel to professionals was seen as facing “creative
destruction” the role of sales representatives was seen to remain as the key channel
for communicating to professionals alongside with the increased importance of
Internet-based communication in the future.

Respondent 1 also stressed the importance of attaining information from drug stores
about physicians prescribing behavior to make marketing communications more
effective on a strategic level. This practice is not prohibited by regulations, but the
problem has been so far, that the pharmacists have felt that sharing this kind of
information with pharmaceutical companies would be unethical. When asked about
the role of PR in marketing communications in an attempt to make marketing
communications more effective, both respondents explained that PR and publicity will
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be managed more effectively in the near future, and that PR and Internet-based
marketing are the building blocks for branding to consumers in the future.

7. Summary and Conclusions
This thesis has discussed the subject of how lifestyle prescription drugs are branded
by the use of simultaneous marketing communications actions targeted at businessto-consumer markets by direct-to-consumer drug promotion and business-tobusiness markets by the more conventional drug promotion activities. The research
questions were answered by introducing theoretical literature about how brands are
built, what the tools of marketing communications are in terms of brand equity
formation, and how marketing communications constitutes to brand equity. As the
marketing environment of the pharmaceutical industry is very strictly regulated and
the legislation affects marketing communications planning, also the main legislative
issues were introduced.

The theoretical part of the thesis initiated with introducing key concepts of the thesis
by explaining what branding actually is and how the brands “power” is measured by
the brand equity concept. The thesis further explained how the brand building
process evolved through different stages resulting in high brand equity, which was
described as the critical element for both branding and marketing communications
operations. As marketing communications was stated to be crucial in brand equity
formation, the thesis further presented the different classes of the promotional mix, to
describe the different operative possibilities of marketing communications in building
brand equity. The theoretical part contained a process model which aimed at
describing how marketing communications strategy and brand equity strategy are
linked together and thus should be managed accordingly. The theoretical part
concludes by explaining briefly the legislative context which affects strategy
formulation and sets boundaries for operative actions for marketing communications
in the pharmaceutical industry.

The empirical part of this thesis focused on explaining how different pharmaceutical
companies carry out branding activities of prescription drugs and how they plan and
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use marketing communications in the strictly regulated Finnish circumstances. The
thesis introduced both business-to-business marketing communications actions of
the companies and direct-to-consumer marketing communications actions to explain
how brand equity is delivered despite the challenges of the legislative environment.
The interviews also included data collection about future outlooks of the industry and
personal opinions of the respondents about what should be altered in pharmaceutical
marketing regulations to enable more efficient marketing communications and brand
equity formation. The empirical data was collected by interviewing people responsible
for product and brand management of prescription drugs in their companies. It was
deemed important to accumulate information from different companies, to get
multiple viewpoints on the subject.

The empirical data revealed that the role Internet-based marketing communication
and the more strategic use of public relations were seen as the most important
channels of brand related communication towards consumers. Public relations was
seen as the tool which can and has to be maneuvered more effectively, since it
enables to present prescription drug brand names, and brand specific information to
the consumers. These practices are very different from the traditional views of
pharmaceutical marketing. When targeting physicians, the companies still believed
that the best ways of targeting professionals was by the use of sales representatives.
However the role of Internet based communication to physicians has been growing
its importance during the past few years and it is expected to grow to be even more
important in the future. The strategic usage about physicians prescribing behavior
attained from pharmacies was seen as the “next big new thing” in pharmaceutical
marketing in Finland especially when the targets of marketing communications are
physicians.

Previous research on marketing communications of pharmaceuticals has stressed
the overall content of the direct-to-consumer drug marketing concept. There were
very few attempts made to illustrate the multiple communications channels used, and
why these have been chosen for use of pharmaceutical marketing communications.
Previous research stresses on the importance of targeting consumers in lifestyle drug
marketing communications and not just physicians, and this thesis concluded that
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also pharmaceutical companies in Finland have understood the relevance of
targeting the end-users of their products, and are attempting to brand certain
prescription drugs by the use of DTC actions as well as communicating to physicians.
No previous study about how pharmaceutical companies conduct their branding and
marketing communications in the Finnish legislative environment was found, and this
thesis has made a modest attempt to explain the procedures and actions in the
subject more understandable.
As this thesis was being conducted, many topics for further research emerged. One
important topic for further research is the different branding practices of so called
over-the-counter drugs, as this would serve as an important comparison for
prescription lifestyle drugs in terms of the different legislative environment and the
question whether strategy formulation and marketing communications objectives
differ significantly between the two concepts. Also the question whether
pharmaceutical companies should strive to change their lifestyle prescription drugs to
over-the-counter status is a topic for further research.
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APPENDIX
APPENDIX 1
Questions for Interview

1. What kinds of drugs are marketed directly to consumers?
-

What are the criteria for marketing directly to consumers?

2. How do you define the so called Lifestyle drugs?
-

Literature defines Lifestyle drugs as drugs intended or used for a
problem that falls on the border line between the medical and social
definitions of health, for example erectile dysfunction drugs.

3. How do you conduct marketing actions towards consumers in Finland,
where legislation prohibits direct-to-consumer drug marketing?
4. Why have pharmaceutical companies started branding some drugs?
5. Does the marketing communication of generic drugs differ from patented
drugs marketing communication? How?
6. What kinds of goals do you formulate for marketing communications?
-

Is the focus on brand building and communicating the brand?

7. How do you make sure that the message stays unanimous when different
communications channels are utilized?
-

Is Integrated Marketing Communications applied?

8. What are the main channels for direct-to-consumer drug marketing?
9. How do you market to professionals (physicians) and what are the main
communications channels?
10. How does the message of marketing communications differ when targeting
consumers to targeting professionals when the goal of marketing
communications is branding?
11. Which do you focus more on in your marketing communications in Finland;
the physicians or the consumers?
-

If asked in a straight forward manner which one is more important
and why is that?
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12. Do you see any opportunities in focusing on consumer targeted marketing
communications more in the future?
13. What is the role of PR in marketing communications and what kinds of PR
methods are implemented?
-

Especially in the case of direct-to-consumer marketing?
This question is asked especially due to the legislative environment in
Finland concerning direct-to-consumer drug marketing

14. How does the Finnish legislation and regulation effect planning marketing
communications?
15. Could you describe how your marketing communications actions would
alter, if the legislative context would be as open minded as the U.S. or New
Zealand environment?
16. Could you describe how the Finnish and U.S. drug marketing legislation
differs from each other?
-

For example a specific drug brand: Marketing in the U.S. vs. Finland

17. What marketing communications tools would you like to be permitted in
Finland to make marketing communications more effective?
18. Have you any information about the European Union permitting in the near
future direct-to-consumer prescription drug marketing?
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