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Do healthcare firms
lse fear to sell pills?

In an attempl bo strike a chord I
with consumers, healthcare PR £
pros have becoma experts 3t
*“hunaairiag™ the storkes of

their chenti. But do theto cam.
paipns play Loo much on

peoples’ fears and emotions?
Jessica Sung nvestigates

Hi-tech PR agencies have an-
dured most of the negative
headlingsin the national media
Rately, but earlier this moath a
healtheare firm shared the i!‘
oominy, Healtheare bautique
Fischer & Partners came uncher
fire in The Weall Sercer Journal
for allegediy conducting amis-
leading PR camgaizn 1o push
tha BIS monitor, a medical
device maaufaetured by its cli-
ent. Aspoet Medical Systems.

Fischer's PR campaign was
singled out because instead of
highlighting the technology of
the device it raztad putliccon-
cern  about  intraoperalive
awarenetia nre phenomenon
in which patientswake updur-

ing surgery because of low
anedheticdoinpe.
Although Fischer VP Lorie

Fiber densed that she single-
mindedly promoted the infra-
operative awareness issue. the
sory cloimed that Aspect's
markeling efforts misled hos-
pitais and patients into think-
ing that the BIS monitos, whach
only measured consciousacss
levels, coeld in fact prevent
intraoperalive awareness.

Healthcare pros call thess

iches humanizing the story.”

i such wmctics can lead PR
proedown aslipperyslopa with
tactics shart on scientificinfor-
mation ard long on human
drama.

Markelers bypatsing WD
The roots of this trend date
back 1o 1597, when the FDA
eased regulations on TV and
rachio ads for prescription med-
icines, Since then, marketing
campaizns fer pharmaceuti-
cals, medienl devices and even
medical procedures have ten-
ded 1o bypass doctors to target
conumers directly. According
toarecent wrvey by DS Simoa
Productions, health-related
ViNRs were the most popular
ViMRs among TV staticns.
And according 1o Kym
White, managing director of
Cpilvy’s global health and
medical practics, health-rela-
ted information is the most
widely searched topic on the
Wk,

Ame Wadler, chairman of
the US healtkcare practice at
Burson-Marsteller. says that
consumeds are also taking a
much more active role in self-
care. "People are much more
empowered [now]. There is a
growing trend of people edu-
caling themselves”

hile it's unclear which
came firs = proactive patients
of mare agaressive advertising
and PR = healthcanc pros have
found an effective way to bn:;,
about behavioral change Wad-
ler sy thatin the past,“the feci-
cnl'@mmw alone was enough.
Today, the story has 1o be how
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schenog im somecne’s lile™
To gel rheumatodd anthritis
paticats to stan taking a new
drug called Enbrel, Wadier
says lhat messapeswere devel-
oped after s2eing how the dis-
ease permexted patients’ lives:
“We wanted to use a mix of
amational and rational drivers
o mativate change.” For ex-
ample, a rational driver would
be the [act thal Enbrel could
relicve painin patients’ bands:
an emolional driver would be
the reatiurance thal the ar-
thritissulferer nolonger kadio
ive up his or her social life
cause of pakn
Butoftentimes the emation-
alfrational balance is skewed
Manning Selvage & Lee con-
ducted adinbetes campaizn for
ElLilty"s Insolin treatmenisat
atimewhenitsdicat wantedio
maintainmarket share MS&L
held a search for diabetics
whose blood glucoss levels
were “out of control.” VP
Mark Dennett says that the
phrase “out of control”® was
coined lo drive patients o get
mare infarmation from their
doclors on ways [0 manage
their blood glucose levels
claims that the phrase “con-
notes thal you can regain con-
trod. That's the beauty of iL”
And sometimes the scence
Is not mentioned at all. Kath-

“We're not
trying to scare
patients

into anything,
we're trying

lo save
people’s

lives”

Presidesntand CEC
KM R Priblic Relaripns

Matter of brest... snosr dreg stmidics ere patd for by drug conpariics

e cale the pub

erine Rothmzn, president and
CEO of New York-based
KMR Public Relationt. repre-
sents plastic surgeons, derma-
tologists and group practices
“Many limes when [ dostaries
with my elients. I'm not pro-
maoting something they do. but
whiat's dangerous out there -
the dangers in farge volume

[0 tion of what's hyped ia
JI.'!-'.-H: surpery.” she man
“Wie're noc Lrying Lo scare pa-
tients into anything. we're Lry-
ing 1o save people’s lives” Her
justification? “Patients don’l
ask aboul a doctor’s training.
What patisnis respond to 15
that [the déctors] have been in
fnStle or Aflure.”

Are coasumers 1o blame
when scieace is giver short
shrilt ingeacral healthcane sto-
rica T The poantis debatable. but
whes convamers are in [act ig-
norant aboul ahealthcare issue,
many PR prosundentake cam-
paigns for clientsin the name of
public edugation, To promwle a
medical devics 1h::l‘wk‘s suf
ferers of sheep apnea. Dana
Perino at the San Diego-based
Cable Gmugdend: to edu-

ic on what skeep

nea wid, how many people it

icted and the dangers (in-

creased iraffic accidents) that

could affect the gencral public
iftreatmen: was neglected.

Death by hedwetting?

Cther PR pros have cam-
paigned Lo reposition a com-
man ailment a5 3 more serious
onc in need of medwation
Nooaar/Russa Communica-
tions in Mew York. in publiciz-
ing a drug lo treat juvesile
bedwelting. positioned the
childhood occarmencs a aseri-
oue medical condition using
clinical studies conducted by
the drug maenufacturer. The
firm encouraged parents of
bedwetiers toask thelr doctors
hew their children could be
treated.

Are these effioris in the gray
area? Some PR pros simply
vigw such campaigns as cxam-

=4 of the eatural evolution of

altheare marketing. Last year
pharmaceutical  companics

such as Plizer and Glaxo
Wellcome gave public affzirs
and PR work for their dnagt to
consumer PR specaliste [n par-
ticular, Glaxo Wellcome hasd-
ed the PR campaign lor its Mo
drug Relenza to NY-based bou-
tique DeVres PR, whose
clients include Okl MNavy,
Noxzema and Tupperware,
Whitechalksthis up lopharma
cculic:llm:r.pnniﬂ.uc{i the
creativity they seein ads ™~ What
mmmmm COMEAnKs g
ing for andihey have every |

right. = the perfect mixbetween |
the creativity fownd in con- |
sumermarkeling and anundar- |
standing of the science, issues
nnd regulalory system more
typically found with health and
medical practices™

Complicating the ssue is o
deelinz injoermalisticstandards
In June, The New England
Jowrnal of Medicine published a
siudy of news coverage of theee
dregs in TV =nd newspaper
e betwoen |94 and |
Tt found tharout of 207 sionies,
only 47% mentioncd potential
harmm of Ihe drugs 1o patients,
only 18% reported both
absolute andrelative benefitsal
the drugs and only 50% men-
tioned acited expent'sticstothe
dregmanufcturer. [nthort, the
NEIM found that news stories
about drugs were nof accurale
cnou

NEJM deputy editor Robert
Steinbrook says that it’s un
clear where the deficizncicsin
Ihe mews reports originated,
adding that iteould bein cither
the repodting or editiag. In an
editarial :Dcompan}'in; the
study, Steinbrook, a former
medical writer for the Log
Argeles Timnes, wrote, “Priss
releasss, whether the work of
universities, manufacturers or-
ganizers of medical mecti
or medica] jourmals inherently |
involve seli-interest. Alhough
woine feporiers find press re-
leages helplul, [ have always
found that there i no wwheli-
tute for basing a story aboul a
report in a medical journal di- |

recily on the re i

Jim .\hl.rn:fif:.;L editor f:d'!
Exira!. a media criticism mag-
arire published by watchdog
guupFaimess& Accuracyin |

eponing. says. “t's hard 1o
find people who don't have a
vested interest in drugs The |
fact that almost all tests are
funded by the makers of the
drug is a real problem. You
don't have awhaole lot of inde-
perdent checking of the mafety
arclficacy ol drugs™ |

He adds, “Most reporters
don’l have a medical back-
pround and don’t havethe thme
10 independently rescarch the |
merils or dements af the vari-
ous drugs that come out and
need o bereportedon. There's |
a vacuum that’s filled by PR in |
that PR. provides a whele ralt of

e who ane willmg and able
to give them the ialormation |
they nzed to put together an
article. Unfortunately, these |
he have a definite interest |

n %]Mnmrg SIS 10 & cerfain |
direction.
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