


Parents learn of HPV vaccine via DTC

A MAJORITY of parents and
healthcare providers of young
women are aware of human pap-
illomavirus (HPV), and most of
them learned of the HPV vac-
cine through drug advertising,
a study from the University of
North Carolina found.

Additionally, African-Ameri-
cans—whom are twice as likely
to die from HPV —were less
exposed to HPV advertising,and
less aware of the disease than
whites, according to Noel Brew-
er, an author on the study.

“It’s a mixed bag,” said Brew-
er. “The public has benefited
from advertising—without ads,
few would get the vaccine. But
we want to make sure [con-
sumers] are getting balanced
information.”

Brewer acknowledged that
the Centers for Disease Control
has provided health information
related to HPV and the HPV
vaccine, but says pharmaceutical

The “One Less” campaign informed viewers about the HPV vaccine

marketing has a greater reach.
“It’s an issue of scale. Pharma
is making $360 each time the
vaccine is administered,” said
Brewer. “Increasingly, drug
advertising will carry the day.”
Of the 83% of parents and
healthcare providers who had
heard of HPV, 82% were aware
of the vaccine. However, 87 % of
whites surveyed had heard of the

vaccine, compared with 68 % of
African-Americans. The study,
published in Cancer Epidemiol-
ogy Biomarkers & Prevention,
surveyed 889 caregivers of ado-
lescent girls ages 10 to 18 years
in North Carolina.

Approved by the FDA in
June 2006, Merck’s Gardasil is
the only HPV vaccine currently
on the market. —BC

AdvaMed issues new guidelines for device ads

THE ADVANCED Medi-
cal Technology Association
(AdvaMed) rolled out guid-
ing principles for DTC device
advertising.

The device manufacturers’
trade group said the guide-
lines were meant to encourage
patient-physician discussion and
promote consumer-friendly lan-
guage and distraction-free pre-
sentation of risk information.

In a nod to recent controversy
around celebrity endorsers and
actors playing doctors in ads,
the guidelines include a “truth
in endorsement” provision
requiring that: endorsements
reflect the honest opinion or
experience of the endorser; only
actual users of the product be
represented as such; statements
made by the endorser are able

to be substantiated as if made
by the manufacturer; and that
endorsements and testimonials
be representative of a typical
patient experience.
AdvaMed’s rules say that
when actors portray healthcare
professionals in ads, that should
be disclosed. The group said new
ads for restricted devices should
be submitted to FDA at the time
of broadcast release and that ads
should be revised or withdrawn
if new information indicating a
serious safety risk comes to light.
AdvaMed chairman Michael
Mussallem said the group had
“set a high bar for the respon-
sible use of DTC advertising by
medical device companies.”
“With this move, the medical
technology industry is again
demonstrating its proactive com-

Mussallem: Rules set a high bar
for DTC use by device makers

mitment to best patient prac-
tices,” he said. “We believe that
DTC advertising can be a power-
ful tool to educate patients about
new technologies and treatment
options when conducted appro-
priately.” —MA
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—Update

UCB and Sanofi-
Aventis have launched
an allergy awareness
campaign dubbed Nasal
Allergies: Tips from the
Xperts. The campaign,
featuring a dermatologist
and a co-editor of the At-
las of Allergic Diseases,
will offer guidance to
sufferers on www.Xyzal.
com, where visitors can
sign up for the brand'’s
My Xperts CRM program
to receive customized
newsletters and alerts.

Nick Jonas and
Bayer Diabetes Care

2,

announced
that Change
for the
Children
will provide
% $25,000
in scholarships to send
underprivileged children
with diabetes to camp.
The funds were made
possible by a grant from
Bayer. As part of the
partnership, “dog tags”
can be purchased at
nickssimplewins.com as
a symbol of support for
people with diabetes.

A study by Cutting
Edge Information, Driv-
ing Successful Pharma
Brands: Case Studies of
Real Product Launches,
said companies promot-
ing blockbuster products
routinely spend over
$100 million on commer-
cialization from Phase 3
through the first year that
the product is publicly
available. The study said
Lilly will need an aggres-
sive campaign for Pra-
sugrel to compete with
BMS/Sanofi-Aventis’s
Plavix in Europe, where
the delayed-in-the-US Lilly
drug won approval.




