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Pharma companies adjust to
better-informed consumers

was counting on Whoopl Celdberg's papularity in an

o gel consumers more comfartable discussing

By Alexarndra Bruel
Colgate-Palmolive recently
cnhanced its “Healthy Mouth,
Healthy Body™ program with a
campaign that aims (o educure
WOomen H.IJU'IJ:' T'hl:' ﬂﬁ!miatlli?!
berween heant and gum discase,
In sddition, Ketchum lrunched
a research tool for CPG and
over-the-counter health products
that communicates wellness
benefits, due to consumers
tnking more responsibility for
their health. Ar the rime, the
firm told PRHE (praeeliscom,
Devember) consumers spend
ncarly 20 of their monthly dis-
posable income on brands with
health and wellness attribures.

Growing relationship
The pharma and conssmer life
style industries have enjoyed a
compartonship since at least the
blogosphere’s inception. How-
over, better-educated and health-
CONSCINNS Consumers, & well as
heutheare professionals’ lenging
to leverage the regulation-
riddled social Web, have driven
tockey's mone sophisticated comver-
gence of pharma and consumer
Iifestyle brands and promotions.
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leaknge

Diana Littman E’:li[.::, MDD
at Marina Maher Comamuni-
cations, & lifestyle agency wirth
clients including Cover Girl,
Poise, Kotex, and the eecently
won Merck women's healeh
business, says, “People ure taking
meme respanstbility for their own
healtheare and & mare Lifcayle-
criented approach that helps
them mamage their disease.”

She explans that to effectively
reach consumers, particularly
wornen, about a consumer health
product, the team develops mes-
saging that evokes ':‘:Jc:.min.g" 0
distinguish the brand from others
in the confising "OTC ade.”

“Women do o lot of informa
tion gathering befooe they make
healtheare deasions,” adds Puige.
“They are more educated before
walking into the doctor’s office.”

The firm facilinated a union be-
tween client Novo Nordisk and
racecar deiver Chardie Kimball 1o
educate patients about managing
diahﬂt\. Ina 5'|rr_|.i.|.3: qa“'pi_uig“
for Poise liners, Whoopi Gold-
berg was featured inan offor o
get Consumers miore comfortable

talking about bladder leakagre,

Acoording to seoent firsdings by
Edeclman, 2 majority of general
consimens ar: point-checking the
infarmation they get online with
their physician, and vice versa.
This 1% a trend Susan Isenberg,
EVP and GM in the firms healih
practice, supports,

She and other marketens atiri-
baute this to consumers thinking
ht'}hrki their biodies arid more ho-
listically shour their mental, piri-
tual, and financial well being.

“We've always talked about the
industry and looked ar patients,”
adiels Isenberg, “Now, we're look-
ing at people. We see this on the
consumer marketing side, too.”

Asaresuly, she says Edelman is
“looking ar more prevention and
health and wellness types of mes-
sages, as well 13 1unr|r_'r'u'|g with
different types of organtzations,”
oftentimes promotng the cfions
via Internet platforms,

Non-traditional tactics
Baogen Tdec, a biotech company
that manufactures and markets
products to help patients with
multiple sclerosis (MS), noticed
the trend at the inchastry level, Ir
decided paticne lifestyle man
sgement needed to go beyond
traditional dwesse therapy.

The company launched it
semi-unbranded My MS Yoga
in early 2010, in line with its
MS ActiveSource program,
which promotes wellness for
MS patients beyond drug teat-

Zecking a non-tradHional path,
e toamed with Baron
Bagtivie to lasunch My MS Voga



