
EXECUTIVE SUMMARY

 Currently, the antidepressant market is a $16.9 
billion dollar industry. Since antidepressants were first 
introduced in the 1960s, they have progressively in-
creased in sales and usage. Due to patents expiring 
within the next few years, this industry will grow even 
more with the production of generic medications. 
 Abilify is the only medication of its kind. It is the 
only one available to be paired with and aid another 
antidepressant in treatment. Due to this unique ben-
efit, Abilify must advertise wisely to effectively capture 
market share and increase sales. 
 Our primary marketing objective is to increase 
sales by 5% from $2.8 billion to $2.94 billion within the 
next two years. This is in concordance with attracting 
new users, as well as maintaining our current audience. 
We want to increase awareness among our current au-
dience so that when our patent expires in 2015, our tar-
get will be brand loyal to us. We also want to increase 
awareness among other antidepressant users who may 
be looking to aid their current medications in deliver-
ing better results. Through this objective we will also 
utilize our advertising objective which is to increase 
awareness of Abilify among both doctors and patients 
who do or may suffer from depression, while also in-
creasing trust in the brand.
 The target market that we established via ex-
tensive trials in Simmons consists of women ages 45-
54 who make between $75,000-99,999 per household 
yearly. Given this target market we will promote Abil-
ify’s effectiveness as a supplemental medication for 
depression by targeting those who suffer from depres-
sion within this audience. We will also promote Abilify’s 
effectiveness to doctors, with more focus on scientific 
evidence to increase prescriptions written for it.
 The ads that we are choosing to run within mag-
azines, network television, newspaper, and internet are 
expected to deliver a minimum level of 60% reach, with 
an average frequency of 3 over a six-week period dur-
ing a continuous schedule. Given these objectives, we 
have created a media campaign.
 Buy purchasing 4-color full page ads within 
Redbook, Prevention, Soap Opera Digest, and Country 
Living; Abilify will be able to accurately reach our target 
market. Our target audience currently resides within 
the first quintile of magazine readership, meaning that 
our target resides amongst the highest average maga-
zine readers.
 For network television, we will run :30 second 

spot ads on soap opera television shows. The shows 
that we chose for this objective are: The Young and the 
Restless, One Life to Live, and As the World Turns. Those 
who have taken prescription medication for depression 
had an index of 326 for As the World Turns as compared 
to The Young and the Restless and One Life to Live who 
had indexes of 217 and 232. Our target resides way 
above the average index of 100 within these vehicles 
therefore, this is an accurate way to reach our target au-
dience.
 Simmons data shows five websites (WebMD.
com, eBay.com, Amazon.com, CareerBuilder.com and 
Monster.com) that were frequently used by our target. 
 The highest vertical percentage within these 
websites used by our target was Amazon.com, with a 
vertical percentage of 19.4%. The second highest was a 
very close percentage of 18.8% with the website eBay.
com. These percentages mean that a total of 38.2% of 
this target use just these two websites alone. This is a 
fairly high percentage, thus, it would be a great vehicle 
to increase our reach within our target.
 The final vehicle considered was newspaper. 
According to Simmons, people who have taken anti-
depressants in the past 12 months had a user index of 
120. Thus, members of the target market are 20% more 
likely to read newspapers than the average American. 
The vehicles we have chosen to effectively increase our 
reach are USA Today and New York Times.
 It has been decided that we will run a continu-
ous advertising schedule. We intend for our schedule 
to also allocate more advertising time within the fourth 
quarter to reel in more customers within the months 
of October, November, and December. Because these 
months are known to result in an increase of reports of 
those suffering from depression, we feel as though we 
will be able to increase our reach to a minimum of 65% 
and increase our frequency to 4.
 A promotional component of the campaign 
is proposed to further enhance the advertising cam-
paign. Abilify will be represented at health fairs at the 
end of 2012 and the first quarter of 2013. A coupon 
will be promoted in ads from the second quarter and 
fourth quarter.
The objectives set forth within this document will be 
met by the proposed media plan. Our situation analysis 
goes into further detail of the industry, the competitors 
within, as well as Abilify’s past and current standings 
within the market.
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SITUATION ANALYSIS

INDUSTRY OVERVIEW

History
 Depression affects approximately 16% of Ameri-
cans in their lifetime (25). Antidepressants are a psychiat-
ric medication used to alleviate mood disorders such as 
major depression as well as anxiety disorders. Those with 
depression can suffer from loss of interest, lack of sleep, 
changes in appetite, and feelings of worthlessness and 
guilt. Before antidepressants came into the mix, former 
treatments included: electroshock therapy, stimulants 
such as anti-anxiety medications, and various forms of 
therapy (10).
 Anti-depressants first got their start in 1957 dur-
ing a research trial into tubercular drugs. The first antide-
pressant, Iproniazid was a monoamine oxidase inhibitor, 
or MOAI (33).  The side effects to MAOI’s were initially dan-
gerous which led to the discovery that depression can be 
caused by a chemical imbalance. This led to the produc-
tion of Selective Serotonin Reputake Inhibitors, or SSRI’s 
in 1987. The first trial of SSRI’s was a drug known as Prozac. 
There are several classes of antidepressants that can be 
administered in accordance with each person’s individual 
ailments as well as the severity of their depression (34). 
The major types of antidepressants include: Selective se-
rotonin reuptake inhibitors (SSRIs), Serotonin and norepi-
nephrine reuptake inhibitors (SNRIs), Tricyclic antidepres-
sants (TCAs), and Monoamine oxidase inhibitors (MAOIs) 
(10). 
 Though the treatments have been in circulation 
for a while now, depression has become more widely ac-
cepted within the medical community as a serious illness. 
The rise in antidepressant users have since climbed the 
charts. From 1996-2005. Antidepressant usage doubled in 
size from 5.84% of Americans using them to 10.12% (6).
 A recent study was created in order to find out 
the most widely used antidepressants. Participants were 
asked to rank antidepressants based on efficacy, or how 
likely the patients were to experience the desired effects 
of the drug, and acceptability-- the likelihood that the 
participation would continue to using the drug. Given the 
results, the top five antidepressants according to efficacy 
are: Remeron, Lexepro, Effexor, Zoloft, and Celexa. The top 
five due to acceptability are: Zoloft, Lexepro, Wellbutrin, 
Celexa, and Prozac (13). 

Industry Sales
 The pharmaceutical industry as a whole gener-
ates $156.3 billion yearly with antidepressants account-
ing for 3.3% of the industry’s profits (20). Antidepressants 
are a $16.9 billion dollar industry with SSRI’s remaining 
dominant accounting for 57.6% of the market share. Due 
to patent expiries and limited product launches due to 
the increase of generic brands coming into play, sales are 
expected to decrease by -21.5% in 2011 (11).
 In 2008, antidepressant sales ranked 5th in the US 
in top therapeutic classes. In that year, antidepressants 
made 9.6 Billion. In 2009, antidepressants moved up that 
list to fourth when they made 9.9 Billion dollars.

TABLE 1: ANTI-DEPRESSANT SALES IN US DOLLARS
Year 2009 2008 2007 2006 2005

US$ 9.9 9.5 9.2 10.4 10.0
*Source, IMS Health

 Although sales are expected to decrease, the us-
ers of antidepressants continue to grow in size. Advertis-
ing has been growing expeditiously since the late 1990s. 
Antidepressants are one of the heaviest advertised drug 
classes, and mass media influences customers thoughts 
about health issues (25). This could be a result of psy-
chiatric disorders becoming more accepted throughout 
the medical field along with treatment becoming more 
advanced. Not only are antidepressants becoming more 
common within the United States, but countries such as 
Scotland, Czech Republic, Australia, and New Zealand 
have seen increases in the use of these mediations as well. 
(4).  Prescriptions of this medication have jumped by 47% 
in the past decade (11).  This rise could have resulted be-
cause doctors have started prescribing antidepressants to 
help treat stress related symptoms. Another hypothetical 
cause for the spike in the number of prescriptions could 
be because depression is becoming more accepted as a 
serious illness by  both medical experts and the people 
who suffer from it. In fact, depression is now the most 
common serious brain disease in the U.S. today (22). 
 Over the past five years major antidepressant 
competitors went from spending $212,494,000 on ad-
vertising in 2007 to $4,216,147,000 in 2011. (3). Major 
competitors in the industry and top advertisers include: 
Seroquel, Cymbalta, Pristiq, and Abilify. All of these com-
petitors advertise highly within network TV as well as in 
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magazines. Abilify has lead the 
industry in highest advertis-
ing expenditures in 2008, 2009, 
and 2011 within the past five 
years. From 2007 to 2011 adver-

tising expenditures flipped from major spending within 
the fourth quarter (2007-2009) to the first quarter (2010-
2011). 

Direct-To-Consumer Advertising
 Within the industry pharmaceutical companies 
have begun using direct-to-consumer advertising.  Aided 
by the wealth of information on the internet, consum-
ers of prescription drugs are becoming more actively in-
volved within the process of purchasing medicinal drugs. 
FDA regulations have also lessened requirements for the 
presentation of risks, therefore, producers are more be-
coming more likely to sell products online. Direct-to-con-
sumer advertisements are appearing on outdoor media, 
magazines, and on television. According to the Congres-
sional Budget Office, branded pharmaceutical manufac-
turer television ads account for 62% of direct-to-consum-
er spending; print ads accounted for 34%. (20). 
 Advertisements for prescription drugs that are 
aimed at consumers may prompt consumers to seek 
medical treatment they might have delayed. These adver-
tisements may also cause consumers to request a specific 
type of prescription that may have a higher or lower price. 
As for physicians, they may be more apt to order the latest 
treatments to better treat their patients. Physicians may 
also be lead to prescribe more brand-name medications 
that are more expensive than generics.
 Consumer skepticism is prevalent in the US. Con-
sumers are also skeptical of DTC advertising (25). Diehl 
reported that skeptical customers had low levels of in-
volvement with pharmaceuticals, satisfaction with the 
information from pharmaceuticals ads, and likelihood of 
finding the ads to be a key source of health information 
(25).
 After research, Karp complains that TV’s represen-
tation of antidepressants seem to leave the impression 
that they are infallible (32). Additionally, Smardon found 
that antidepressant consumers were very aware of brand 
name drugs. They were knowledgeable of the differ-
ent classes of antidepressants, as well as having a highly 
developed vocabulary. They were able to describe the 
mechanisms of brand name drugs (32). 
 Some people who suffer serious or chronic men-
tal illness saw advertising as belittling their struggle 
rather than reducing the social stigma. One interviewee 
would not admit to having depression because of how it 
would look to others (32) .
 

Legal / Regulatory Environment
 The industry is subject to tight regulations by the 
Food and Drug Administration, or the FDA. Additional 
budgets are required for the production of antidepres-
sants due to high compliance requirements (20). Due to 
side effects that antidepressant medication can result in, 
the FDA has investigated the use of these medications. In 
2004 the FDA released a public warning stating the use 
of antidepressants increases the risk of suicidal thoughts. 
In 2006, the FDA extended the warning to include young 
adults up to age 25 (35).  In a study conducted between 
1988 to 2006 4% of 2,200 children admitted to experienc-
ing suicidal behavior while they were taking SSRI medica-
tions. Due to this research the FDA responded by adopt-
ing a “black box” label warning highlighting the risk of 
suicidal thoughts. A “black box” label is the more serious 
type of warning in prescription drug labeling (35).
 DTC advertising has to provide their customers 
all of the health concerns that might affect the customer 
to follow the letter of the law. However, some DTC adver-
tising can be misleading to the general public about key 
health issues, regardless of the amount of information 
that is placed in the ad. It is reported that only 10% of 
Americans have a high level of health literacy, and more 
than a third of them have a low level (25).  Also, DTC ads 
require that the customer have a high reading level be-
yond what the general public is capable of. Therefore, it is 
reasonable to believe that it can be hard for a consumer 
to comprehend DTC antidepressant ads (25).

Societal / Cultural Considerations
 Among those who are prescribed antidepressants 
the most common users are among Caucasians. 4.3% of 
whites and 2.6% of African Americans used antidepres-
sants in 1986. This number jumped in 1996 with 14.3% of 
whites using the medication while only 5.0% of African 
Americans being prescribed the drug (23). Caucasians 
have the highest drug expenditures and utilization, while 
African Americans have the lowest drug expenditures 
and Hispanics have the lowest drug utilization (29). The 
cause for lower usage of antidepressants among minori-
ties could be caused by lack of health insurance as well as 
decreases in education. These factors have less influence 
in reducing racial and ethnic disparities in antidepressant 
utilization. In order for there to be an increase within the 
usage among these ethnic groups, companies must take 
into the account these cultural factors.

SITUATION ANALYSIS
4



CLIENT PROFILE

Client History
 In 2004, Abilify 
was introduced as a new 
drug for bipolar disorder. 
In 2007, Abilify was then 
reintroduced as an adjunct 
for major depressive disor-
der. Abilify was developed in Otsuka, Japan and markets 
jointly with Bristol-Myers Squibb in the United States.
 Abilify Aripiprazole, is used to treat the symptoms 
of schizophrenia in adults and teenagers. It can be used 
alone or with other medications to treat episodes of ma-
nia or mixed episodes in adults, teenagers, and children 
ages ten and older with bipolar disorder. Abilify can also 
be used with an antidepressant to treat depression when 
symptoms cannot be controlled by the antidepressant 
alone. Aripiprazole can be used to treat autistic children. 
(28).  Abilify is meant to be taken in addition to your cur-
rent antidepressant, not instead of it.  By adding Abilify it 
is clinically proven to relieve depression symptoms. 

Sales
 In 2007, Abilify sent 2.3 billion dollars. Much like 
the US prescription market, Abilify’s annual sending grew 
every year. Their largest spending increase was between 
2008 and 2009, where Abilify raised their spending by a 
billion dollars. Their highest spending was in 2011 at 5.2 
billion dollars (19).  
 Abilify has consistently maintained a significant 
share of market spending throughout the industry. A rea-
son for their increased advertising expenditures could 
have resulted because the fact that they are not your av-
erage antidepressant medication. Abilify is made to be 
paired with another antidepressant drug if the medica-
tion a consumer is currently using is not good enough.

TABLE 2: ABILIFY SALES IN US$ (billions)
Year 2011 2010 2009 2008 2007

Abilify $ 5.2 4.6 4.0 3.0 2.3
*Source: IMS Health, 2010

 American doctors wrote more than 164 million 

prescriptions for antidepressants in 2008, making it the 
third most-prescribed of any class of drugs. Bristol-Myers 
Squibb is tapping into that vast market with an aggressive 
advertising campaigns for Abilify. When watching Abilify 
ads customers would think that they are just another an-
tidepressant company, however they would be mistaken. 
It’s a member of a class of drugs known as atypical anti-
psychotics. These drugs have much more serious side ef-
fects, however they are less likely to have the unpopular 
side effects like weight gain, and elevated sugar levels. 
In two studies sponsored by the manufacturer, 25% of 
patients who added Abilify to their antidepressant drug 
experienced akathisia, or inner restlessness, compared 
to the 4% who were taking the antidepressant and a pla-
cebo. Abilify cost 45 times as much per month as many 
other antidepressants. If you want to sell upwards of $2 
billion a year of a drug, this is the kind of market that any 
company would want (2).

Product Positioning 
 Bristol-Myers Squibb is a BioPharma leader fo-
cused on helping address the unmet medical needs of 
patients. Abilify is one of Bristol-Myers Squibb many prod-
ucts that they market. Abilify is marketed in the US, Japan, 
and major Eurpean countries (2). Abilify has been one 
of the leaders in antidessant medication in the past four 
years. They have used mainly used media sources that will 
reach a large audience at once, such as network TV, cable 
TV and magazine advertising (3).

Creative Strategy
 Abilify uses illustrated advertisements to reach 
their target. This might be to make the antidepressant 
seem less threatening to what is normally a female au-
dience. Many of the ads feature a road. This signifies a 
road to a better way of life without feeling depressed. 
Even their logo has a road leading from the A. This shows 
how the journey is a key to their company ideology. Also 
in many of Abilify’s commercials, the ads feature a white 
woman and a black blob, the white woman being Abilify’s 
target, and the black blob symbolizing depression. How-
ever, Abilify has come under some scrutiny for featuring 
the same white woman in every ad (24).
 One of their ads is targeted at Adult women with 
bipolar disorder who experience “racing thoughts” and 
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bursts of energy. The ad’s key 
point is that it will help”improve 
your lifestyle” (1).

New Developments 
Bristol-Myers Squibb’s deal to market Abilify is due to ex-
pire in 2012. The patent expiries of above-average gross 
and operating margin on products, such as Abilify, will 
likely cause operating profit margin to decline in upcom-
ing years. This will cause the antidepressant industry to 
focus more on research and development in order to cre-
ate new medications to better treat their consumers (20).

COMPETITOR PROFILE: CYMBALTA

History
 Cymbalta is a selective serotonin and norepineph-
rine reuptake inhibitor (SSNRI) indicated for the treatment 
of major depressive disorder, neuropathic pain associated 
with diabetic peripheral neuropathy, generalized anxiety 
disorder, fibromyalgia and chronic musculoskeletal pain 
(14). In 2004, The U.S. Food and Drug Administration ap-
proved Cymbalta, judging it a safe and effective treatment 
for major depressive disorder and again in 2007 for the 
treatment of generalized anxiety disorder (GAD), a condi-
tion that affects more than 6.5 million American adults in 
a given year. Cymbalta is produced and marketed by the 
Eli Lilly Company (17).

Sales
 
 In the past five years, the U.S. has spent a total of 
57.5 billion on antidepressant prescription medication. 
Since 2007, the U.S. has spent a total of 14 billion on Cym-
balta alone. Cymbalta’s sales have seen gradual increase 
starting at 1.9 billion in 2007 rising to 3.7 billion in 2011 
(19).

TABLE 3: CYMBALTA SALES IN US$ BILLIONS
Year 2011 2010 2009 2008 2007

US$ (B) 3.7 3.2 2.8 2.4 1.9
*IMS Health, 2011

Product Positioning
 Eli Lilly markets Cymbalta in the US and Europe, 
while Shionogi markets the drug in Japan with Eli Lilly Ja-
pan K.K. By consistently emphasizing Cymbalta’s efficien-
cy in the treatment of physical symptoms in depression 
during clinical trials, Eli Lilly has also focused on an area 
that has yet to be seriously targeted by other antidepres-
sant manufacturers: the treatment of physical pain that 
consists with depression. Despite entering a crowded an-
tidepressant market, Cymbalta’s mechanism of action dif-
ferentiates it from other antidepressants that are selective 
serotonin reuptake inhibitors (SSRIs). SSRIs have become 
a controversial class following widespread media cover-
age of potential side effects such as the risk of suicide and 
withdrawal symptoms (which has raised many questions 
about the drugs) (36).
 Cymbalta has an advantage in its marketing po-
tential. Along with being approved to treat depression 
disorders, Cymbalta also became the only FDA approved 
treatment for Diabetic Peripheral Neuropathic Pain 
(DPNP), which significantly enhanced its market poten-
tial with its competitors. The clinical utility of the drug, 
coupled with the company’s extensive neurological mar-
keting expertise, has made Cymbalta a “blockbuster” drug 
and a great success with Eli Lilly (15).

Creative Strategy
 One creative way that Cymbalta has been adver-
tised is not only through television and traditional print 
advertising. In 2009, Cymbalta used CVS Pharmacy to 
advertise. CVS Caremark is a prescription benefit plan as-
sociated with CVS Pharmacy. A package of material was 
received from CVS Caremark that looked like a letter from 
a pharmacy that is deeply concerned that patients receive 
the best treatments. The letter (advertisement) started:
“Dear Doctor:
CVS Caremark administers the prescription benefit plan 
for one or more of your patients. We are committed to 
providing health care professionals with information 
about drug therapy. As part of this commitment, we are 
providing you with this issue of RXViewpoints®, which 
focuses on the management of fibromyalgia with Cym-
balta® (duloxetine HCI). Cymbalta is a therapeutic option 
on the CVS Caremark preferred drug lists. Patients may 
have a lower copayment for medications on these drug 
lists. Some prescription benefit plans may limit quantities 
or require prior authorization…”
The letter came in a 9 x 12 inch envelope proclaiming on 
it “Confidential—May Include Protected Health Informa-
tion.” Also included was a newsletter that appeared to be 
written by Eli Lilly stating the benefits of Cymbalta for uses 
such as fibromyalgia. Eli Lilly was selling the pharmacy to 
a drug company. However, drug companies were not very 
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pleased with this “scam” saying that it was touching at 
first to read the letter that seemed very concerned with 
patients, but reading the fine print resulted in disappoint-
ment and frustration. Some were even frustrated enough 
to create blogs about how disappointed they were, say-
ing that this was a foolish business decision (20).

New Developments
 As of now, Eli Lilly has not found any new develop-
ments with Cymbalta, however, Eli Lilly is quoted saying 
that it is the company’s goal to continue to research and 
reach out for new drugs and treatments and will continue 
to find new developments with the use of their research 
and development teams (21).

COMPETITOR PROFILE: PRISTIQ

History
 Pristiq is a serotonin norepinephrine reuptake 
inhibitor (SNRI) approved for the treatment for adult 
patients with major depressive disorder. In 2007, Wyeth 
(now a part of Pfizer) announced that it received an ap-
provable letter from the FDA for Pristiq, which at the time 
was under review as a treatment for moderate-to-severe 
vasomotor symptoms (hot flashes and night sweats) as-
sociated with menopause. In the letter, the FDA said that 
before the application could be approved, it was neces-
sary for to provide additional data regarding potential 
for serious cardiovascular and hepatic effects associated 
with the use in this indication. But in January 2007, the 
Company received an approvable letter for Pristiq for the 
treatment of Major Depressive Disorder (MDD), which did 
not require submission of additional clinical studies prior 
to approval for this indication. So in February 2008, Wyeth 
announced that the FDA approved Pristiq to treat adult 
patients with MDD (27).

Product Positioning 
 Pristiq launched into the jam-packed category of 
antidepressant marketing in May 2008 after the approval 
of treatment for MDD. The brand faced a variety of brand-
ed competitors. Wyeth saw the high rate of patient churn 
in the category as evidence of unmet needs. After exten-
sive research, it was found that around 70% of women 
make up depression patients, and middle-aged women 
are particularly prone to the condition. The need to tar-
get women was inevitable. What was most important was 
to advertise the advancement in therapy. Pristiq is posi-
tioned to be a drug that gets people where they need 
to be in getting their symptoms under control, so Pristiq 
pushes the “medical need” very hard. Especially in it’s cur-
rent campaigns with advertisements focusing on the idea 
of winding yourself up to get out of bed and again wind-
ing yourself up to get through the day (23).

Creative Strategy
 Most everyone that remembers a advertisement 
about Pristiq remembers it by its wind-up doll character. 
Wyeth has advertised Pristiq with spots that aim to cap-
ture a depression sufferers’ struggle to get through the 
day. These ads are television and print ads that feature dif-
ferent wind-up dolls that are reflective of the insight that 
patients suffering with depression often feel. The patients 
feel that they are on “auto-pilot” as they cope with feel-
ings of sadness, trouble concentrating and listlessness. 
The television ads feature a middle-ages woman toying 
with a doll (likeness of herself ) and describing her daily 
battle with depression.  It then goes on to state the ben-
efits and side effects of the drug. The use of the wind-up 
doll was used to give Pristiq a memorable visual that can 
be developed across different media over time (18).

New Developments
 Pfizer Inc. has withdrew an application seeking 
U.S. regulatory approval to market its antidepressant Pris-
tiq as a treatment for certain menopause-related symp-
toms in women after trying to be approved in 2007. The 
maker withdrew its FDA application earlier in February 
2012. There are no new developments for Pristiq, but Pfiz-
er is hoping to seek FDA approval for another drug ob-
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tained in the Wyeth deal, to treat 
menopausal symptoms (26).

COMPETITOR PROFILE: SEROQUEL

History
 FDA approved Seroquel Quetiapine in 2007 to be 
used to treat the symptoms of schizophrenia. With further 
research the drug was approved be used alone or with 
other medications to treat or prevent episodes of mania 
and depression. Seroquel is also used as part of a treat-
ment program to treat bipolar disorder and schizophrenia 
in children. It is classified an atypical antipsychotics.  Se-
roquel has some serious side effects such as heart failure, 
sudden death, or pneumonia in older adults with demen-
tia-related conditions.  Therefore, patients should stop us-
ing Seroquel if they experience: stiff muscles, high fever, 
sweating, confusion, fast or uneven heartbeats, tremors; 
feeling like you might pass out; jerky muscle movements 
you cannot control, trouble swallowing, problems with 
speech; tremors, or restless muscle movements in eyes, 
tongue, jaw, neck, arms, or legs; mask-like appearance 
of the face, trouble swallowing, problems with speech; 
blurred vision, eye pain, or seeing halos around lights; 
increased thirst and urination, excessive hunger, fruity 
breath odor, weakness, nausea and vomiting; or  fever, 
chills, body aches, flu symptoms, white patches or sores 
inside your mouth or on your lips.
 Less serious side effects may include: dizziness, 
drowsiness; dry mouth, sore throat; stomach pain, nau-
sea, constipation; missed menstrual periods; or increased 
appetite, weight gain (26).

Sales
 Seroquel was not a key player in the antidepres-
sant world until 2009. In 2009, Seroquel Bipolar disorder’s 

total media spending was $19,833,300 with an SOV of 
4.9%. During this period, they advertised through spot 
television and magazine advertising.  In 2010, Seroquel 
Antidepressants’ total media spending was $19,831,300, 
and Seroquel Bipolar disorder’s total media spending was 
$56,544,000 with a total SOV of 15.1%. They covered all 
media types except syndication and radio. In 2011, Sero-
quel Antidepressant overtook Seroquel Bipolar. Seroquel 
Antidepressant’s total SOV was 18.2%. In 2011, Seroquel 
Antidepressant dominated spot TV advertising with an 
SOV of 89.7% (3).

TABLE 4: SEROQUEL SALES IN US$ BILLIONS
Year 2011 2010 2009 2008 2007

US$ (B) 4.6 4.4 4.2 3.8 3.4
*Source: IMS Health, 2011

Product Positioning 
 Seroquel is mainly marketed by AstraZeneca in 
the United States. Many other countries have either let 
their patents expire, including Canada, or the drug will not 
pass in their country.  Seroquel mainly uses media sources 
that are under-utilized by other antidepressants compa-
nies because they spend less on their media campaigns. 
Therefore, they focus on sources like spot TV, newspaper, 
and magazine ads. This way, audiences that see their ads 
are not bombarded with other antidepressant ads (3).

Creative Strategy
 Seroquel targets both men and women. In the 
ads there is a camouflage effect that goes throughout all 
of their ads. The key figures within the ads blend into the 
background much like how people with depression feel 
that they just blend into their surroundings. The Sero-
quel campaign’s theme is “Bipolar depression doesn’t just 
affect you. It can consume you” (12).  By fading into the 
background, viewers can feel their representation of the 
low point in bipolar depression. Seroquel wants to show 
patients that they can re-engage in life with by using Se-
roquel to help relieve some of their symptoms (9).
 One Seroquel ad shows a woman who blends into 
a couch. Much like other Seroquel ads, it contains remains 
with the same theme of bipolar depression consumes 
you throughout the ad.  One thing that separates this ad 
from a lot of the other antidepressant ad is that it doesn’t 
switch to bright scenes of people laughing and a sunny 
day in the end. It stays pretty gray, though one woman 
does find the strength to get up off the couch. In this as-
pect, Seroquel’s ads show more of what truly happens 
when a patient takes an antidepressant. It isn’t a party like 
many antidepressants show it to be (31).

SITUATION ANALYSIS
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New Developments
 The U.S. patent, which was set to expire in 2011, 
received a pediatric exclusivity extension which pushed 
its expiration to March 26, 2012. On March 30th AstraZen-
eca won a judgment in a U.S. court protecting its patent 
on the extended release version of Seroquel. The court 
upheld the formulation patent for Seroquel XR, which ex-
pires in 2017. Seroquel is the company’s second-largest-
selling brand, accounting for 17% of sales last year (8).
 AstraZeneca announced on March 22 that the 
High Court in the UK rendered its opinion on the formula-
tion patent protecting SEROQUEL XR currently pending 
in the UK court. The court found the formulation patent 
protecting SEROQUEL XR to be invalid (7).

EXPENDITURE ANALYSIS

Annual Analysis
 Of the four anti-depressants analyzed, the makers 
of Abilify spent the most on advertising in the years 2007-
2011. They spent a total of $439,861,800 on advertising in 
various media. They are followed by Cymbalta, who spent 
$396,678,500 in the five year period. The third biggest 
spender was Pristiq, spending $337,284,000 during that 
time and Seroquel XR, which spent $96,562,500.
 Abilify spent its largest sum in 2009, its second 
year advertising. That year, it spent $160,603,200. Since 
then, they have consistently spent the most money each 
year as compared to the other three competitors analyzed 
herein. In 2011, Abilify spent $124,761,100 on advertising 
in all media. The closest competitor was Cymbalta, spend-
ing $118,288,800. Both Pristiq and Seroquel spent under 
$100 million dollars.
 Abilify was also the biggest spender in network 
television. They spent $42,534,800 in the year 2011, mak-
ing up 33.9% of the money spent on network television 
advertising that year. In previous years, they spent consid-
erable amounts of money within this medium, with the 
maximum being spent in 2009, their second year adver-
tising. Abilify spent $74,674,200 in this medium, making 
up 40.3% of anti-depressant-related advertising within 
network television. They also spent $55,750,500 in 2010, 
which was 39.7% of the share of voice for network televi-
sion that year. Cymbalta topped them that year, spending 

$82,089,200 on network television advertising alone. That 
amount gave them 50.1% of the share of voice for that 
year.
 Abilify also spent a large amount advertising on 
cable television since it began advertising. Their numbers 
have grown in this medium since 2008, when they began 
advertising. Their total for this medium increased from 
$5,439,400 to $3,084,000. However, their share of voice 
has not grown consistently because other advertisers also 
began spending increasing amounts in the medium. In 
2008, their share of voice was 38.9%. However, their share 
of voice in 2009 was down to 10.9%. It rose again to 14.6% 
in 2010, tying them for the largest share of voice that year 
with Seroquel for Bi-Polar disorder, but Seroquel stopped 
advertising after that year. In 2011, Abilify reclaimed the 
largest share of voice in cable television, with 24.1% of the 
spending.
 Syndication is not a major medium for anti-de-
pressant advertising, with only 13.8% of the total media 
mix throughout the past five years. Abilify allocated 5.5% 
of its total media planning funds in 2011 for syndication, 
spending $6,904,800. Cymbalta spent 32% of its funds 
on syndication that year, totalling $37,823,000. That is a 
major media mix number spent in a medium that only re-
ceived 13.8% of the media mix for all advertisers in 2011.
 Magazines are a major player in anti-depressant 
advertising media plans. They received 35.8% of the 
media spending for all advertisers in 2011. Abilify spent 
$43,274,000 last year in magazine advertising, making up 
34.7% of its media mix and 28.7% of magazine’s share of 
voice. Abilify has the largest share of voice in this medium. 
Their closest competitor is Pristiq, with 26.9% of the share 
of voice. Magazines are definitely a major medium for this 
industry.

TABLE 5: ANNUAL SPENDING ANALYSIS
BRAND TOTAL NETWORK TV MAGAZINE

Abilify $439,861,800 $ 178,430,500 $ 140,534,700

Cymbalta $ 396,678,500 $176,436,700 $ 66,623,200

Pristiq $ 337,284,000 $ 144,752,700 $ 98,255,400

Seroquel XR $ 96,562,500 $16,465,500 $ 32,057,100
*Source: AdSpender by Kantar Media

SITUATION ANALYSIS
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Quarterly Analysis
 In 2011, Abilify spent 
relatively evenly throughout 
the four quarters. In the first 

quarter, they spent $29,612,400, yielding 23.7% of their 
total spending throughout the year. That percentage 
rose to 25.6% in the second quarter, when Abilify spent 
$32,001,000. Its spending took a dip again in the third 
quarter when they spent $26,583,000, totaling 21.3% of 
their 2011 spending. Abilify’s most expensive quarter was 
the fourth quarter, in which they spent $36,564,600. That 
total was 29.3% of their spending in 2011. This balanced 
distribution throughout the four quarters demonstrates 
that there is no specific time of year in which Abilify has 
a larger market than another. Though there are minor 
changes, the spending is relatively even.
 Cymbalta had a less even distribution of spend-
ing in 2011, but a relatively balanced one nonetheless. Its 
quarterly spending was 28.0%, 18.3%, 29.5%, and 24.2%, 
respectively. Its smallest quarter was the second quarter, 
which was the second biggest quarter for Abilify. This 
quarter was also Pristiq’s second largest quarter, at 30.0% 
of their 2011 spending.
 Both Cymbalta and Pristiq had major variation 
in their quarterly spending in magazine advertisements. 
Cymbalta’s spending varied from 20.6% of the media mix 
in the first quarter to 35.9% of the media mix in the sec-
ond quarter. The third quarter was 24.7% and the fourth 
quarter was 33.3% of the media mix. 20.5% of Pristiq’s me-
dia mix was in magazine advertising in the first quarter, 
growing to 25.2% in the second, followed by 62.9% in the 
third, and rising all the way to 75.3% in the fourth quar-
ter. That increase in allocations for magazine advertising 
is huge and is quite different than other Abilify’s tenden-
cies. Seroquel also reallocated a majority of its funds to 
magazines in the fourth quarter, going from 42.2% in 
the first quarter, up to 48.3% in the second quarter, back 
down to 32.5% in the third, and spiking to 91.1% in the 
fourth quarter. Abilify did not follow this jump. It allocated 
33.9% of its funds to advertising in the first quarter. In the 
second quarter, they spent 37.1% of their money in maga-
zine. In the third quarter, they dropped to 33.3%, followed 
by 34.2% in the fourth quarter. Abilify had very different 
distribution than the other advertisers, given that they 
had a spike in the fourth quarter, and Abilify’s magazine 
spending spiked in the second quarter. Abilify and Cym-
balta gave more to magazines in the second quarter than 
they did in other quarters.
 Abilify had very balanced spending throughout 
the four quarters in network television advertisers. The 
range went from 32.9% in the first quarter to 35.3% in 
the third quarter, followed by 33.5% in the fourth quarter. 
Cymbalta had much bigger variations in their spending, 
going from 23.7% and 24.4% of the media mix in the sec-
ond and fourth quarters, respectively, to 43.0% in the first 

quarter. This is a major difference in allocations.
 Pristiq spent 44.6% and 44.1% of their media 
funds in the first and second quarter, respectively, then 
dropped to 18.3% in the third quarter, before dropping 
out of network television advertising completely in the 
fourth quarter. Seroquel did the opposite. They did not 
advertise in the first quarter, and then spent 9.5% of their 
media mix in the second. They then spiked to 47.4% of 
the media funds in the third quarter, followed by 7.6% 
of the media mix in the fourth. Both Pristiq and Seroquel 
had quarterly trends in their cable television advertising 
similar to those in their network television media mixes. 
The numbers are smaller, though. The average for Pristiq’s 
media mix spending in network television was 29.9%, 
whereas its cable television spending was 9.1% through-
out the year. Seroquel used 21.5% of its media mix in net-
work television, but only 4.4% in cable television.
 Cymbalta had much less money spent on cable 
television than they did on network television, ranging 
from 6.2% in the fourth quarter to 9.2% in the third quar-
ter. Though they were small, the percentages were rather 
level and had no major spikes in any quarter.
 Abilify’s cable television quarterly media mix per-
centages were distributed the same as their network tele-
vision percentages. However, they were on average small-
er than network television, with an average of 24.1% of 
the media mix in cable television, as compared to 34.1% 
in network television.
 Overall, Abilify had the most evenly distributed 
quarterly spending of the competitors within the differ-
ent media. They did have much more allocated to network 
television and magazines, but they did not have quarterly 
spikes, which the other three competitors did.
 Abilify spends the most money each year on ad-
vertising, and it does not have any seasons in which it ad-
vertises much more than another. It spent most money in 
the media that the industry spends the most money in, 
which are network television, magazines, and cable tele-
vision. It also had the largest shares of voice in all three 
media in the year 2011, spending more than its competi-
tors.

TABLE 6: TOTAL QUARTERLY SPENDING IN 2011
BRAND Q1 Q2 Q3 Q4

Abilify $29,612,400 $32,001,000 $26,583,000 $36,564,600

Cymbalta $33,139,400 $21,667,600 $34,865,300 $28,616,500

Pristiq $31,337,600 $29,554,900 $13,796,000 $23,979,300

Seroquel XR $26,456,400 $18,112,800 $30,948,000 $ 1,214,000
*Source: AdSpender by Kantar Media

SITUATION ANALYSIS
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AUDIENCE ANALYSIS
Using the Simmons Audit Bureau, the target market 
around whom Abilify should be centered is:

Demographics
GENDER: Women
AGE:  45-54
INCOME: $75,000-99,999 per household

 Our target audience consists of females because 
out of those who suffer from depression, 69.6% of those 
were women. Out of those who are currently taking pre-
scription medication for depression, 70.5% were women. 
We chose this particular age range because out of those 
suffering from depression, ages 45-54 had the highest 
percentage within a ten year age range resulting in 21.3%. 
Those who are currently taking prescription for depres-
sion also resulted in the highest percentage within a ten 
year age range resulting in 21.6%. 

Geographics
The target resides in the United States.

 While depression exists all over the country, Sim-
mons points to one region that represents above average 
use of prescription medicine used to treat depression. 
This region is the Midwest. Texas was the state that had 
the highest usage of prescriptions. Simmons reports show 
that the target in the Midwest is 71% more likely than av-
erage to use prescription drugs to treat depression. This 
target in Texas is, respectively, 11% more likely than aver-
age to use prescription drugs to treat depression. 

Psychographics
 Our target audience includes those who suffer 
from depression or those are currently taking prescription 
medication for depression. When concentrating on the 
shopping behaviors of these members, out of those who 
suffer from depression, their brand loyalty lies within the 
fifth quintile on the Simmons Audit Bureau analysis. Out 
of those who are currently taking prescription medication 
for depression, their brand loyalty also lies within the fifth 
quintile. They were very unlikely.
 Concerning these analyses, our target audience is 
not brand loyal. Because of this, we could experience a 
threat with competing brands. Because our target is not 

brand loyal, they could easily switch to a generic brand 
with no remorse, and they may constantly switch brands 
throughout their usage of antidepressants. Fortunately, 
Abilify is new enough to the medicine market that there 
is not yet a generic form of the pill. This erradicates any 
concerns regarding the consumers’ likelihood of switch-
ing from Abilify to the generic until approximately 2015.
 Concerning the active management of health 
within our target market, those suffering from depression 
also reside within the fifth quintile of those who live an 
actively healthy life. This means that our target market 
is least likely to improve their health if something went 
awry. This could also present a threat to our possible sales, 
because those with depression may not want or feel the 
need to seek help for it.
 Finally, it was concluded that those suffering from 
depression tend to participate in risky behavior. This be-
havior includes: suicide, drug usage, and alcohol abuse. 
Because of this, our target market may not turn to an anti-
depressant when they are feeling upset; they may turn to 
an illegal substance. 
 Due to the behaviors of our target market, it is 
important that we increase our consumer’s brand loyalty 
now for when our patent expires in 2015, increase the 
management of a healthy life, and deter our target mar-
ket from participating in risky behavior.
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 In order to reach its 
fullest marketing potential, 
the following objectives will 
give marketers and advertis-
ers a detailed plan for how to 

achieve its overall goal of increasing sales and aware-
ness:
 

MARKETING
 
•	 Increase sales by 5% from $2.8 billion to $2.94 bil-

lion in the next two years.
 

ADVERTISING
 
•	 Increase awareness of Abilify among both doc-

tors and patients who do or may suffer from de-
pression, while also increasing trust in the brand.

 

TARGET AUDIENCE
 
•	 Concentrate message delivery on Caucasian 

females that use prescription drugs to treat de-
pression, ages 45-54, with a household income of 
$75,000-99,999.

•	 Also concentrate message delivery on those who 
work in the mental health field. 

 

CREATIVE REQUIREMENT
 
•	 Promote Abilify’s effectiveness as a supplemen-

tal medication for depression by targeting those 
who suffer from depression. Also promote Abili-
fy’s effectiveness to doctors, with more focus on 
scientific evidence to increase prescriptions writ-
ten for it.

 

REACH AND FREQUENCY
 
•	 Achieve a minimum level of 60% reach, with an 

average frequency of 3 over a six-week period.
 

TIMING
 
•	 Because depression is not a seasonal disease, our 

advertisements will be on a continuous cycle. 
We will advertise slightly more within the fourth 
quarter (October, November, and December) as 
compared to other quarters.

GEOGRAPHY

•	 Deliver advertisements throughout the nation to 
achieve widespread recognition of the brand.

BUDGET

•	 Achieve all of the previously stated goals as ef-
ficiently as possible, following a budget of $110 
million for media in the year 2013.

OBJECTIVES
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 After reviewing several runs from Simmons 
Media Research Bureau, it is apparent that certain 
states such as California, Florida, and Texas have 
very high brand usage. These vertical percentages 
comparatively surpass the other states. Focusing 
advertisement efforts in these areas will greatly in-
fluence the success of both of the aforementioned 
Advertising Objectives.



RECOMMENDED MEDIA

Television
 Abilify is familiar with the medium of televi-
sion. Out of $124,761,100 spent in 2011 for advertis-
ing, $42,534,800 was allocated to network television, 
$30,084,000 was allocated to cable TV, $6,904,800 was 
allocated to syndication, and $571,200 was allocated to 
spot TV. Its past success in 2009 and 2010 is a testament 
to its effectiveness as well. 
 Within its target market, the use of all day TV us-
age has a high index number of 133 in quintile 1. This in-
dicates that members of the target market are 33% more 
likely than the average American to be in the heaviest 
user group of all-day TV. Network television adds to this 
number, because network TV can reach a large crowd. 
Additionally, within our target market, the use of cable 
television usage has a high index number of 140 in quin-
tile 1, indicating that members of the target market are 
40% more likely than the average American to be in the 
heaviest user group of cable TV.
 Compared to other media, TV also has a higher 
index number than magazines and newspaper. Of all the 
possible existing media that Abilify can utilize, TV is the 
best choice for many reasons. The clearest reason is many 
people with depression like to be alone, and the medium 
needs to be one that can display the message clearly. TV 
fits this audience. With a product like antidepressants, the 
most effective schedule is throughout the year, because 
depression lasts all year. This is another reason why televi-
sion is a good medium for Abilify to use: they can spread 
their ads throughout the year continuously on television, 
which is what the antidepressant market needs.
  Television tells the risks of the anti-depressant, 
which is very important 
for average American 
into the heaviest user 
group. In the antide-
pressant market, an ad 
has to convey the risks 
of the medication.
 The television 
shows that we will ad-
vertise on will be One 
Life to Live, The Young 
and the Restless, and As 

the World turns. We chose 
to advertise on soap op-
eras because our target 
audience ranked within 
the higher quintiles of 
usage within this medi-
um. The ratings for these 
shows are as follows:

TABLE 7: NIELSEN RATINGS
YOUNG & RESTLESS ONE LIFE TO LIVE AS THE WORLD TURNS

3.4 1.9 0.9
*Source: TV by the Numbers, 2010

 Those who have taken prescription medication 
for depression had an index of 326 for As the World Turns 
as compared to The Young and the Restless and One Life 

to Live which had in-
dexes of 217 and 232.
 The portion of the 
media budget that we 
allocate to television 
will be: $2,523,300 per 
month within the first 
two quarters. In the 
third quarter we will 
spend $2,859,700 per 
month. In the fourth 

quarter, we will spend $3,364,400 per month.
 Based on media flight plan’s cost per rating point 
and the above Nielsen ratings, the following costs were 
assumed for these three shows:

TABLE 8: COST PER SPOT
YOUNG & RESTLESS ONE LIFE TO LIVE AS THE WORLD TURNS

$57,194.80 $31,961.80 $15,139.80
*Source: Media Flight Plan, TV by the Numbers

 If one ad is bought per show, per day, each month, 
then the total per month is approximately $2,085,880. 
The budget allocates for spending over $2.5 million per 
month on national daytime television. This means that 
more than one ad can be bought on a show, preferably 
The Young & the Restless, given its higher rating.
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Newspaper
 In the past four years, 
Ability has not used newspaper 
advertising. Only one of Abilify’s 

key competitors, Seroquel, advertises in national newspa-
pers. Cymbalta, another key competitor, is the only other 
company to advertise in newspapers at all.
 Newspaper is a good medium for advertising in 
the antidepressant market. It is a medium in which adver-
tisers have room to express the full length and depth of 
their message. This is good for the antidepressant market, 
because in antidepressant advertisements, companies 
need to have space to explain how the drug works. Fur-
thermore, in the antidepressant market, the advertise-
ment has to promote the product while also listing the 
risks associated with it. With newspaper advertising, cus-
tomers can cut out the advertisement and take it to their 
doctors if they have any questions about the drug.
 According to Simmons, people who have taken 
antidepressants in the past 12 months had an index of 
120 in quintile 2. This demonstrates that members of the 
target market are 20% more likely to read newspapers 
than the average American in the second heaviest user 
group.
 USA Today and New York Times are the two news-
papers that were read most by the target market. Adver-
tising a quarter page in these newspapers provides ample 
room to provide information without overspending in this 
single medium. Listed in the table below are the ratings, 
costs, and other information relevant to the selection of 
the vehicles. This will change in the fourth quarter, when 
we will run a half-page ad in USA Today, Monday through 
Thursday.
 This is Abilify’s first venture into newspaper ad-
vertising, so sticking to the basics of a quarter page ad-
vertisement in two national newspapers is a good test of 
the market to see if newspapers are a good venture.
 The total media budget that we are allocating to 
newspapers will be: $2,499,800 per month within the first 
and third quarters. In the second quarter, we will spend 
$3,333,100 per month. In the fourth quarter, we will spend 
$4,166,400 per month.
 Running one quarter-page ad in each newspaper, 
Monday through Thursday in USA Today yields a month-
ly total of $1,246,400 for the months with four weeks. 
In the New York Times, running an ad Monday through 
Friday totals $331,200 per four-week month. This totals 
$1,577,600. This is within the budget for the first, second, 
and third quarters. For months that have a fifth week, in 
the first three quarters, an extra $415,100 will be neces-
sary. These months include April, July, and September. 
This is still within the budgets.
In the fourth quarter, we will increase the ad in USA To-
day to a half-page four-color ad. This will total $2,072,000 
per four-week month in the fourth quarter. Adding 

the $331,200 for the New York Times month, this totals 
$2,403,200, well within the budget. In December, the only 
five-week month of the quarter, an extra $600,800 will be 
necessary. This is still within the budget.

TABLE 9: NEWSPAPER COSTS PER AD
USA TODAY 1/4pg USA TODAY 1/2pg NY TIMES 1/4pg

$77,900 $125,900 $20,700
*Source: SRDS

Magazine
 Magazine advertisements offer a lot of advantag-
es for advertising a prescribed drug. Because all medica-
tions are known to have possible side effects, magazines 
allow enough space to include some of these side effects 
and risks within the advertisements, as well to add sup-
plemental material and information about the drug. 
 In 2011, out of Abilify’s media budget of 
$124,761,100; $43,274,000 was spent on magazine adver-
tisements which allowed their share of voice within this 
medium to be almost 35%. Out of Abilify’s budget, almost 
29% of it was allocated towards magazines. 
 Concerning those within our target who suffer 
from depression, they resided within the first quintile of 
magazine usage. This means that our target resided with-
in the highest amount of magazine users with an index of 
121. The highest quintile for those currently taking pre-
scription medication for depression was one, as well, with 
a higher index of 129. These calculations make it obvious 
that Abilify’s choice to advertise within magazines in the 
past has proven to target our audience, which is why will 
continue to advertise within this form of media.
 The four magazines selected for Abilify to adver-
tise were Soap Opera Digest, Redbook, Country Living, 
and Prevention Magazine. These four had the highest in-
dices for our target audience which made them the most 
logical buy for Abilify. The table on the following page 
lists the information regarding each of these magazines, 
including the rating among the target market, the cost 
per advertisement, the number of advertisements run in 
a year, the CPM, and the total cost of the ad campaign in 
each magazine.
 Abilify bought two full page advertisements in 
each edition of each magazine. This allows for a color ad-
vertisement as the actual advertisement, followed by a 
page of information regarding the medicine. This allows 
for full disclosure of issues concerning the medicine and 
those taking it.
 The total media budget allocation for magazine 
is $1,057,800 per month for the first two quarters. In the 
third quarter there will be an increase to $1,146,000 per 
month. The fourth quarter will have yet another increase 
in which we will spend $1,322,300 per month. If we run 
two full page ads (one as an advertisement and one as 
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the supplemental information page) in each edition of 
Redbook, Country Living, Prevention, and the weekly 
magazine Soap Opera Digest, we will spend $1,027,250. 
This accounts for four weeks of Soap Opera Digest. In the 
months that have five weeks, the total spending will be 
$1,058,040. This is an issue in the month of April, but be-
cause we are below the magazine budget in the months 
surrounding it, the allocation balances out. In the fourth 
quarter, because we have such an excess of $295,050, we 
will buy an extra two-page spread in each Soap Opera Di-
gest. We will also buy one full-page ad in Redbook.

TABLE 10: MAGAZINE COSTS PER AD
REDBOOK SOAP OPERA DIG. PREVENTION COUNTRY LIVING

$169,900 $15,395 $150,200 $147,549
*Source: SRDS

OTHER RECOMMENDED MEDIA

Internet
 The internet is the world’s fastest growing mode 
of communication, providing advertisers with a great op-
portunity to increase brand awareness. Since it is such an 
active medium, advertisers can appeal to a user’s need for 
interaction. The internet is also a great way to provide an 
audience with supplementary information that is other-
wise unavailable. For example, when advertising prescrip-
tion drugs, it is necessary to provide additional informa-
tion to the viewers/readers. When using internet, there is 
not only plenty of space to do so, but the audience also 
has the option to quickly seek out additional information 
by going to the drug’s website, or other pages to help an-
swer their questions and guide them to make a purchas-
ing decision. Since they are already on the internet, they 
can quickly and easily seek the information they want in 
a sudden manner, rather than waiting until, say, they got 
home where they have an internet connection or calling 
a number. The information is easily accessible. 
 The internet also provides several means of ad-
vertising. For example, the most basic is the pay-per-click 
search results advertisements, listing the brand at the 
top of the list of search results. There are also banner ads, 
which are graphics placed somewhere on a webpage. 
Clicking leads to the advertisers’ webpage and allows for 
further dissemination of information. These ads are eye-

catching and allow for motion advertising and even inter-
active advertising, giving the consumer more interest in 
interacting with the advertisement.
 Simmons data shows five websites that were fre-
quently used by our target. These websites were: WebMD.
com, eBay.com, Amazon.com, CareerBuilder.com and 
Monster.com. The SRDS data shows that the hits that each 
website had per day. These are as follows: WebMD.com: 
344,161,502; eBay.com: 8,763,760,671; Amazon.com: 
4,038,464,066; CareerBuilder.com: 251,890,780; Monster.
com: 213,963,190. The highest vertical percentage within 
these websites used by our target was Amazon.com, with 
a vertical percentage of 19.4%. The second highest was 
a very close percentage of 18.8% with the website eBay.
com. These percentages mean that a total of 38.2% of this 
target use just these two websites alone. This is a fairly 
high percentage, thus, it would be wise to consider the 
internet as an advertising medium.
(simmons data. i will send it)
 The amount of our media budget that we allocate 
to internet will be: $709,500 per month within the first 
and fourth quarter. In the second and third quarters we 
will spend $473,000 per month.
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DISCOURAGED MEDIA

Outdoor
 Usually outdoor advertis-

ing is benificial as a supplemental form of advertising. It is 
usually visually appealing with colorful layouts and occa-
sionally catchy three-dimensionality. Outdoor advertising 
is capable of being a good reminder medium. However, 
Abilify and its competitors did not allocate funds for out-
door advertising in 2011. 
 Despite the mentioned advantages of outdoor 
advertising, there are far more disadvantages of using 
outdoor advertising that must be considered. Outdoor 
can be cost efficient for local advertising, but its overall 
cost can be quite high. Outdoor ads are also discouraged 
because they do not allow extended copy. Motorists only 
have about 6-8 seconds to read the ad. There are normally 
about 7 words on billboards. In the antidepressant mar-
ket, there has to be extended copy to show the risks that 
go with each anti-depressant, and fine print cannot be 
written on a billboard.
 According to Simmons, people who had depres-
sion in the last 12 months had an outdoor advertisement 
index of 91 in the first quintile, indicating that members of 
the target market are 9% less likely to use outdoor adver-
tising the average American.

Radio
 While advertising in radio maintains few advan-
tages such as low production costs, affordability, and a 
segmented audience; Abilify has never allocated its bud-
get on national spot radio. Because of this, radio would 
not be a wise choice for us to start advertising in.
 Out of our target audience, containing people 
with depression, the highest quintile for drive time radio 
users was the fourth with an index of 110. This means that 
our target was 10% percent more likely not to listen to 
drive time radio, as quintile 4 is the second lowest users 
of that particular media. For those who are currently tak-
ing a prescription for depression, the highest quintile for 
drive time radio was quintile three with an index of 120. 
Though this target is 20% more likely than the average to 
listen to drive time radio within the third quintile of users, 
this is still not high enough for us to consider allocating 
our media budget towards a new medium.
 As for all day radio, the results were similar. The 
highest quintile for those with depression was the third 
with an index of 107. The highest quintile for those cur-
rently taking prescriptions for depression was the fourth 
with an index of 110. Neither of these results were high 
enough to support a decision to start advertising in radio.
 Radio is not a useful medium for Abilify’s advertising 
plan. It is not used enough by those who have depression.
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PROMOTION
 In order to best promote Abilify and show its true 
purpose as a mental health medicine, Abilify should send 
representatives to health fairs to promote what it does 
that is unique. Because it is a supplement to traditional SS-
RIs, it could benefit the company to have a knowledgable 
person on-hand to explain this to doctors, who are crucial 
because they are the ones providing prescriptions. Abilify 
is in a new category of medicines, and explaining this new 
category, supplements to traditional anti-depressants, is 
crucial to increasing prescriptions written and thus sales. 
This would be most effective if it happened near the end 
of 2012 or at the start of the 2013 campaign. Giving doc-
tors knowledge of the product before the public begins 
to ask them about it is essential so that they can be fully 
prepared when consumers do ask.
 Another promotion that would benefit the com-
pany is offering a coupon for the product. Because brand-
name prescriptions can be very costly and thus are daunt-
ing for potential buyers, offering a coupon towards the 
person’s first prescription of the medicine will draw them 
in and encourage them to try it.
 Listing details of the coupon in advertisements 
run in all the media will entice consumers, but putting the 
actual coupon on Abilify’s website will draw visitors to the 
site. This gives Abilify the chance to show more visitors 
details about the prescription, including benefits, health 
risks, and possible side effects, as well as giving the visitor 
a chance to explore Abilify in more detail.
 Putting the coupon on the website also allows 
for more monitoring of downloads than printing it in an 
advertisement in a magazine or newspaper. Taking the 
time to visit the site and download the coupon gives a 
more accurate depiction of the number of coupons used. 
Another option that is used within the prescription drug 
market is a rebate-style coupon, in which the consumer 
sends in his information to the company in order to re-
ceive a cash-back bonus for using the coupon. This is the 
most effective way in getting information regarding the 
consumer, but consumers often decide to forgo using 
rebate coupons because of the time and effort taken to 
complete them.
 The best balance for offering the coupon is offer-
ing one on the website. It gives the company an accurate 
picture of the frequency of use by consumers, as well as 
giving the company more chance to explain details about 

the drug. It also benefits the consumer because it is more 
efficient than a rebate coupon. This should occur starting 
in the second quarter of 2013 through the end of the year.

STRATEGIES AND 
TACTICS
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EVALUATION
 The total advertising 
budget for the 2013 year is $110 
million, with an $8 million con-

tingency. The first three quarters have even goals, with a 
slight jump in the reach goal for the fourth quarter. This 
reflects the jump in sales that Bristol Myers Squibb report-
ed for Abilify in their 2011 Annual Report. BMS reported 
that Abilify made $624 million, $706 million, $691 million, 
and $737 million. These numbers are relatively even but 
the 10% jump in the last quarter over the average of the 
first three quarters indicates that a slight increase would 
be beneficial.
 Table 9, below, shows the year-at-a-glance to-
tals for both the goals and the estimates. The estimates 
exceed the goals in every month for both reach and fre-
quency. The GRPs are also far more than the goal. The 
budget exceeds what was spent, including an $8,000,000 
national contingency total. There was $9,643,800 left.
 This media plan will give Abilify the reach and fre-
quency it needs to achieve its advertising objectives and 
contribute to the marketing objectives.

TABLE 9: YEAR-AT-A-GLANCE GOALS AND RESULTS

TABLE 10: BUDGET ALLOCATED TO MEDIA: $110,000,000
MEDIA TYPE AMT (IN DOLLARS)

NETWORK TV-DAY $33,812,200

MAGAZINE $13,751,400

NAT’L NEWSPAPER $37,497,600

INTERNET $7,095,000 (approx.)

TOTAL $92,156,200
*Source: Media Flight Plan

 Table 10, above, shows the totals for advertising 
on each medium in the 2013 year. Each of the above cat-
egories generates GRPs that benefit Abilify’s advertising 
and media objectives for the 2013 year. The flowchart 
shows further details of this plan.

*Source: Media Flight Plan

STRATEGIES AND TACTICS
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