
side effects even before visiting a physi-
cian.”  

Med Ad News spoke 
with Allergan’s Randy 
Adams about a recent 
Rx EDGE campaign he 
implemented to support 
Restasis, a prescription 
medication for treating 
severe dry eye.  He said:  
“The first benefit is 
we’re able to capture 
motivated consumers 
right at the time that they 
are actively thinking 
about their disease.  For 
example, when they’re 
in the store purchasing 
an artificial tear or an 
eye drop, they’re think-
ing about their condition, 
and we can use this 
vehicle to help continue to build aware-
ness of Restasis.” Pharmaceutical Execu-
tive in its May issue published a piece 
bylined by Gary Norman, titled “Hit ‘Em 
Where It Helps.”  The article reported that  
although in-store marketing represents 
less than 1 percent of total DTC market-
ing expenditures, the trend is changing.  
“Savvy pharma marketers have begun to 
realize that the medium’s informative 

The benefits of using in-store promotional 
campaigns to build awareness of 
pharmaceutical brands have caught the 
attention of publications such as Med Ad 
News and Pharmaceutical Executive.  In 
recent months, each has devoted cover-
age to show how brand teams are 
employing in-store campaigns to extend 
the reach of their broadcast and print 
advertising campaigns.

“This has become a good story for the 
media because brand managers who 
employ in-store promotions are seeing a 
better return on investment compared to 
television advertising and other vehicles,” 
said Gary Norman, executive vice presi-
dent and general manager for Rx EDGE.  

In its February issue, Med Ad News 
published a feature article “Better Mix for 
the Money” and reported “pharmaceutical 
marketers are seeking out additional 
methods of promoting brands and disease 
states with an emphasis on education.”  
The publication noted that in-store 
information dispensers developed by 
Rx EDGE are proving to be an effective 
method of reaching consumers. “Placed in 
store aisles to target consumers in 
pharmacies, in-store shelf promotions 
encourage consumers to talk with
pharmacists about a drug’s benefits and 

content helps maximize return on DTC 
investments,” wrote Norman.  “In fact, 
independent research shows that in-store 

promotions yield an 

average prescription lift of nearly 10 
percent across a wide range of therapeu-
tic categories.”

Rx EDGE also has been featured in 
recent articles appearing in Advertising 
Age and PharmaLive.

It sounds silly to ask, but how can you 
treat a disease if you don’t know you have 
it?  Many of us have unknown chronic 
conditions and could benefit from proper 
diagnosis and maybe a prescription 
instead of continual, ineffective self 
treatment with over-the-counter products. 
But what does it take to persuade 
consumers that a persistent, seemingly 
minor condition might be something that 
can be treated more successfully? 
    

Building disease awareness can help 
increase recognition of pharmaceutical
brands by encouraging consumers to
learn about certain conditions and deter-
mine the best treatment options with their 
physicians.  Branding experts say some 
pharmaceutical products have benefited 
greatly by identifying a customer need 
and positioning themselves to meet it.   
 

In-Store DTC Marketing Generates Media Attention
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M any pharma brand manager s once believed that direct-to-con-
sumer advertising would pay huge returns by motivating consumers
to seek treatment after learning about specific medications. It turned

out that TV ads were great for building brand awareness but ill-fitted for 

gories, generating a return of $6.40 for
every dollar invested. In comparison, the
average return on total DTC advertising
expenditures is $2.20 for every dollar
spent, according to IMS Health.

How It Works
Education in the aisles isn’t new in retail
marketing. Companies selling products
in grocery stores have used shelf space

Hit ’Em Where 
It Helps
In-Store Promotions Capture Brand Interest 

another crucial part of the DTC mis-
sion—offering consumers detailed infor-
mation about product benefits, risks, and
side effects. Now pharma brand man-
agers are looking for ways to enhance the
payback from their DTC marketing
investments by filling that information
gap. What they’ve discovered is that they
needn’t look further than the corner
pharmacy for a promotional venue that
can offer helpful and credible informa-
tion about prescription drugs, at the time
and place that consumers are most open.

In-store promotional programs have
the unique capability of reaching a large
targeted audience, yet they currently
make up less than one percent of total
DTC marketing expenditures. But that
trend is changing as savvy pharma mar-
keters have begun to realize that the
medium’s ability to deliver more bal-
anced and informative content helps
maximize return on DTC investments.
In fact, independent research shows that
in-store promotions yield an average
prescription lift of nearly 10 percent
across a wide range of therapeutic cate-

Gary Norman is
executive vice presi-
dent and business
director for Rx EDGE.
He can be reached at
gary.norman@
rx-edge.com

Dispensers
catch

customers’
attention in

the pharmacy
aisle, and offer

a way to get
out detailed 

product
information. 
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Educated Patients Seek Medical Advice

UPDATE

nique methods of consumer-
targeted promotion are quickly 
gaining popularity. New methods 
of promoting brands and disease 
state awareness are aimed at 

complementing direct-to-consumer pro-
grams while educating consumers and 
patients. Some of the unique ways to pro-
mote to consumers and patients include 
at-shelf information dispensers and cus-
tomized consumer-oriented health publi-
cations. Strategies such as these help ex-
pand a company's marketing mix and can 
help soften the market in advance of a DTC 
campaign, experts say.
 Following a pullback from 
broad-based, direct-to-consumer 
advertising, pharmaceutical marketers are 
seeking out additional methods of promoting 
brands and disease states with an emphasis 
on education. Adding at-shelf information 
dispensers and customized consumer-
oriented health publications to a company's 
overall advertising mix can increase brand 
awareness and maximize return on 
investment. Allergan Inc., Merck & Co., 
Sanofi-Aventis, and Eli Lilly and Co. are 
using at-shelf information dis-pensers, 
developed by Rx EDGE, in pharmacies and 
on store shelves. In addition, several of the 
top pharmaceutical companies are adding 
customized consumer-oriented health 
publications, like those created by MediZine 
Inc., to their promotional mix to better 
inform and educate the health-conscious 
consumer and patients.
 Placed in store aisles to target 

in pharmacies, in-store shelf promotions 
encourage consumers to talk with pharma-
cists about a drug's benefits and side effects 
even before speaking to or visiting a 
physician. Rx EDGE, the marketing division      
of LeveragePoint Media (leveragepoint-
media.com), is the only company that han-
dles in-store promotion in the pharmaceu-
tical industry.
 Since the company was founded 
in 2001, Rx EDGE has specifically 
positioned itself to focus on prescription 
pharmaceutical brands with an emphasis on 
driving people back into the pharmacy. The 
company's research confirms that there is a 
greater overall return on investment when 
using this type of promotion along with DTC 
campaigns.
 According to Rx EDGE, in-store 
promotions are one of the most under-used 
ad-vertising and marketing vehicles for pre-
scription drugs, but the retail channel is an 
attractive, cost-effective outlet for reaching 
consumers who want to learn about various 
conditions and treatment options. Rx EDGE 
noticed a tremendous increase in the number 
of in-store promotional executions by 
several pharmaceutical clients in 2005. 
Judging from assignments booked for 2006, 
and as a result of a shift from DTC promotion 
to more educational approaches, Rx EDGE 
managers believe that business will double 
once again in 2006.
 "We think part of that is because 
of the research that we've been able to 
provide across a variety of categories," says 
Gary J. Norman, VP and business director, 
Rx EDGE (rx-edge.com). "The other part of 
it is what's happening in the DTC industry in 
terms of the backlash of TV advertising. We 
believe that marketers are trying to look for a 
more targeted way to deliver educational 
information to the consumer."
 The average return on 
investment for in-store shelf promotions 
during the past few years has been $6.40 for 
every dollar spent. A study conducted by Rx 
EDGE on specific
therapeutic categories showed that in-store

return of $6.88 per dollar spent; the allergy 
category promotions had an ROl of $7.03; 
the women's health category produced an 
ROl of $9; and the attention-deficit 
hyperactivity disorder category had a return 
of $9.78. The arthritis category ROI was 
$3.91, the overactive bladder category 
produced a return of $3.95, the 
gastroesophageal reflux disease category 
yielded $5.12 per dollar spent, the fungal 
category ROI was $5.70, and the erectile-
dysfunction category was $6.33.
 According to Rx EDGE's 
match-panel research studies that measure 
brands' prescription sales, in-store 
promotions averaged about a 9.8% increase 
in actual pre-scription sales through the 
register.
 Mr. Norman believes that one of 
the reasons more brands are coming to Rx 
EDGE is because the company does a 
considerable amount of match-panel 
research testing behind every promotion. 
Clients are provided a research package as 
part of the program. These research packages 
measure actual prescription sales through the 
register. Research proves that this 
educational information drives people to 
their physician, which drives them back into 
the pharmacy with a prescription, and Rx 
EDGE has been able to measure that increase 
in sales.
 Rx EDGE has helped launch 
new brands in the cholesterol arena and in 
the erectile-dysfunction arena, and the 
company has a variety of brands that are 
using in-store promotion as an ongoing part 
of their advertising mix. Companies that 
have used at-shelf information dispensers 
include: Allergan for Restasis, Medicis 
Pharmaceutical Corp. (medicis.com) for the 
scalp dermatitis and antifungal drug Loprox; 
Sanofi-Aventis (sanofi-aventis.com) for the 
insomnia medicine Ambien and the allergy 
medicine Allegra-D; Merck/Schering-
Plough Corp. for the cholesterol reducer 
Vytorin; Lilly (lilly.com) for the attention 
deficit hyperactivity disorder medicine 
Strattera; and

Better mix for the moneyBetter mix for the money

U

Pharmaceutical marketers
are turning to newer and
more educational methods
of promotion to increase
brand or disease awareness
and return on investment.

BY GINA-LOUISE MONARI
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Consumers also were encouraged to log 
in to a website to receive a free informa-
tion kit with product information and tips 
on how to communicate more effectively 
with a dermatologist about psoriasis and 
potential treatments.

Another disease awareness campaign by 
Rx EDGE involved the eye care market.  
Eye drops are one of the most commonly 
used over-the counter medications and, 
for most users, they provide effective 
relief for dry, red eyes and other 
problems.  Yet some regular eye-drop 
users might not know they have a chronic, 
somewhat obscure condition known as 
severe dry-eye syndrome, caused by the 
body’s inability to produce tears.

The marketing team for a recently 
introduced Rx product faced the 
challenge of educating consumers with 
severe dry eye to stop self treating with 
OTC eye drops to relieve their symptoms.  
They had to be convinced that persistent 
red-eye isn’t normal and an insufficient 
supply of tears hampers the eye’s ability 
to lubricate and nourish itself.

Television and print 
a d v e r t i s i n g 
campaigns were 
created to inform 
the public about 
severe dry eye and 
introduce the new 
Rx product.  The 
marketing team had 
the advantage of
being  able to stress 
e d u c a t i o n a l 
messages since 
they were selling 
the only FDA-

Reaching consumers in the pharmacy 
with disease-specific information is 
proving to be a reliable educational tactic.  
The key is for marketers to provide mate-
rial that enables consumers to identify 
themselves as patients and determine if a 
certain medication could be right for 
them.  For example, when shopping in the 
aisle containing moisturizing lotions, a 
pharmacy customer with itchy red skin 
might be motivated to learn about psoria-
sis, especially if the constant use of 
lotions and other OTC dry skin remedies 
hasn’t provided relief.  Though treatments 
are available, it is common to think the 
disease is just a dry-skin problem and self 
treat with lotions or OTC hydrocortisone 
products.  

In a recent  Rx EDGE campaign to help 
raise disease awareness, the brand team 
for one psoriasis medication pursued a 
strategy to inform and educate targeted 
consumers about the condition. Rx EDGE 
and  the brand team decided that informa-
tion about psoriasis should be located in 
aisles where OTC hydrocortisone-based 
products are sold.  It was believed 
individuals with moderate to severe forms 
of psoriasis would 
be receptive to 
learning more about 
the disease and 
possible treatments 
they could discuss 
with their doctors.

Pamphlets in the
Rx EDGE display 
stressed that treat-
ment has helped 
thousands with 
moderate to severe 
psoriasis get relief.   

approved treatment for severe dry eye.

Rx EDGE developed an in-store promo-
tional program to capitalize on the media 
campaign and help draw consumer atten-
tion in the drug store.  An information 
dispenser, located in the eye-care 
products aisle, had pull-out
educational information about the 
disease and messages advising consum-
ers to talk with their pharmacist or doctor 
about the new treatment.  The brand’s

television ads piqued the interest of 
consumers to learn more about the 
disease and Rx EDGE offered the oppor-
tunity to get detailed information in the 
pharmacy.  

As these examples prove, disease 
awareness campaigns to support 
pharma brands succeed when patients, 
armed with detailed information, become 
more self-confident about their discuss-
ing their condition with their physicians.  
Motivating consumers to seek medical 
advice is the first step toward successful 
treatment.
 

(continued from cover)

for more information, visit us at rx-edge.com
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