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 The client at hand is Abilify, an anti-depressant in a very competitive market. However, it has a unique position as 
an anti-depressant supplement as opposed to a stand alone drug. Abilify found through research that women who are 
between the ages of 35-64, high school graduates, and earn an annual income between $25,000 and $49,999 are the 
primary target for this product. In respect to their marketing objective, Abilify intends to increase sales by 9% from 5.2 billion 
to 5.67 billion within two years. Advertising objectives for Abilify include the intention to increase the target’s awareness of 
the product as well as bring in perspective users by showing the medical benefits Abilify has to offer. It is found that women 
are 33% more likely than men to suffer from depression. High school graduates represent the perfect market of people who 
actually seek treatment for depression. Women with this income range are more likely to be exposed to the advertising, and 
they have a higher likelihood of available financial resources when it comes to affording the drug. Thus, Abilify can step in 
with useful tactics to persuade the target market to choose them. 
 There were several key media objectives faced by the client. Included was an intended reach of 90% amongst 
the target audience during the regular months, and 93% during the peak months. The average frequency must be 12 per 
month, for the first 3 quarters of the year, and 16 per month for the last quarter of the year. To achieve this, pulsing advertising 
will occur, with peaks during the holiday season at which time anti-depressant sales are highest. Advertising will occur most 
via magazine and cable television. These ads will cover the entire nation, with particular emphasis on any specific region.
 The entire budget consists of $110,000,000 for advertising purposes. Currently, Abilify is the leader of advertising 
expenditures, using mediums such as magazines, cable television, network television and syndication. It is crucial to increase 
the media mix amongst magazine and cable television. This will help accomplish the advertising objectives directed 
towards increasing awareness and showing medical benefits to new potential customers. 
 In reference to the media plan, the client will place advertisements in women’s magazines, general interest 
magazines, prime time 30-second spots, and daytime 30-second spots for cable television. Specific magazines and 
television shows were chosen because their audiences correlated directly to the desired target of Abilify. In addition a 
promotion of a coupon placed in the Better Homes and Gardens magazine which had the highest index for the target 
will help achieve the overall objectives of the media plan. 96% of the budget of $110,000,000 was allocated towards the 
traditional medias of cable television and magazines while 1.8% was directed at alternative media. Through this media 
allocation the objectives of reach and frequency were achieved and exceeded. 
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Brief Overview
 An antidepressant is a chemical 
substance that treats the ailment of depression. 
Depression is a condition with symptoms such 
as experiencing empty or hollow feelings, 
decreased energy, inability to concentrate, 
insomnia or oversleeping, appetite loss or 
overeating, a loss of interest in hobbies and 
activities as well as thoughts of suicide.12 It is 
typically prolonged. According to a report from 
the Center for Disease Control, 1 out of every 20 
Americans, who are over the age of 12, reported 
that they had depression. Statistically, depression 
is most likely to affect females that are aged 40 
to 59.11

Industry
 The pharmaceutical industry can 
definitely be considered a thriving industry. 
Between 2007 and 2012, the entire industry 
reported a $153,600,000 in revenue, retaining 
$30,000,000 in profit. Antidepressants make 
up 3.3% of all pharmaceutical brands. The 
seven major pharmaceutical companies are 
AstraZeneca PLC, Bristol-Myers Squibb, Eli Lilly 
& Company, GlaxoSmithKline PLC, Johnson & 
Johnson, Merck and Co. Inc., and Pfizer Inc.17

Competitors
Abilify is an antidepressant medicine made 
by the Bristol-Myers Squibb Company. The Eli 
Lilly & Co makes Cymbalta. It hit the market 
in 2004, and it treats depression as well as 
fibromyalgia.10 Effexor XR was introduced in 
1993. Paxil and Paxil CR came on the market 

in 1996 for the treatment of OCD and anxiety 
disorders. Pristiq joined the market in 2009, as a 
serotonin inhibitor. Serotonin is a chemical found 
in one’s brain that interacts with brain cells. 37 
AstraZeneca introduced Seroquel in 2006 to help 
with schizophrenia and bipolar disorders.31 In 
1991, Pfizer introduced Zoloft to treat depression 
and panic disorders. 

Advertising Expindentures
 The current competitors for Abilify are 
Cymbalta, Effexor XR, Paxil, Paxil CR, Pristiq, 
Seroquel XR and Zoloft. According to AdSpender, 
Abilify has spent a total of $439,861,800 on 
advertising across all media vehicle types, and 
exceeded all of its competitors in advertising 
expenditures. Cymbalta spent $396,678,500, 
and Pristiq spent $337,284,000 coming in 
close third. Each of the other competitors did 
not spend nearly as much as the top three. 
Combined though, all of these antidepressant 
brands spent a total of $1,381,021,400 for all 
advertising expenditures. All of these numbers 
comes from an AdSpender report for January 
1, 2007 through December 31, 2011. It covers 
network television, cable television, syndication, 

spot television, magazines, Sunday magazines, 
national newspapers, newspapers, network radio, 
national spot radio and outdoor advertising.22 
 For the previous quarter, October 1, 2011 
through December 31, 2011, Abilify maintains 
the highest amount of advertising expenditures, 
totaling $36,564,600. Of all of these 
antidepressants, the total spent on all advertising 
for the quarter is $90,374,800. Overall, Abilify 
seems to portion out their advertising fund pretty 
evenly across all media types, except for Sunday 
magazines, which they do not advertise in. 
Pristiq only advertises in magazines and Sunday 
magazines. Zoloft rarely advertises at all, making 
their expenditures $300. Cymbalta advertises in 
the same vehicle types that Abilify does, but they 
do not spend nearly as much.22 

Life Cycle
 The Brand Name Pharmaceutical Industry 
is currently considered mature.  From 2007-2011, 
the total revenue of prescription drugs sales has 
increased from $158,485,000 to $160,250,000.  
On average, the industry is growing by less than 
one percent per fiscal year.  The number of new 
companies joining the economic landscape is 
also fairly low whilst the number of competing 
players is decreasing.  Essentially, the industry is 
experiencing a period of consolidation as well 
as a slowing in the growth of sales and new 
products. 

Seasonality
 A quarterly analysis of antidepressant 
advertising dating January 1, 2007 through 
December 31, 2011 offers insight into current 
antidepressant use.  The players involved in the 
analysis were the major players Abilify, Cymbalta, 
Pristiq, Zoloft, and Seroquel XR.  The players’ 
individual expenditures were combined for the 
analysis.  
 The results of the analysis revealed 
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a major increase in year-to-year advertising 
expenditures from $24,422,000 in 2007 to 
$506,846,000 in 2010.  A drop in expenditures 
followed these figures to $421,614,000 in 2011.  
However, upon analyzing the yearly expenditures 
by quarter, it is revealed that the quarterly 
expenditures remain fairly constant throughout 
the quarters.  Typically, expenditures for the first 
and seconds quarters remain constant, followed 
by a decrease in spending during the third 
quarter.  Expenditures also typically rose during 
the fourth quarter.  For example, between the 
third and fourth quarters of 2010, expenditures 
rose from $114,220,000 for the third quarter 
$132,882,000 for the fourth quarter.  These 
results were typical of year-to-year quarterly 
expenditure.   
 It can be inferred that the demand for 
antidepressant medication may be increased 
during the holiday season. More people are 
diagnosed with depression during the cold 
months as well as around major holidays. This is 
known as seasonal affective disorder or seasonal 
depression. Most people with this disorder 
have normal mental health throughout most of 
year but experience depressive symptoms in 
the winter or summer, spring or autumn. Many 
antidepressant advertisers understand this and 
choose either first and fourth quarter or second 
and third quarter to boost sales. Through the past 
five years many advertisers have been spending 
evenly within three quarters and lacking in 
one quarter. According to DSM-IV, seasonal 
depression in not a unique mood disorder but is 
“a specifier of major depression.”

Growth Potential
 Several trends are changing the face 
of the industry.   The number of competing 
players is also expected to decrease by a 
year-to-year rate of 0.2% through 2017.  This 
can be attributed to the increased consolidation 

occurring within the industry as well as the lack 
of new players entering the field.  Also, the 
increased globalization of the world economy is 
causing the industry itself to become increasingly 
competitive.  Many prescription drugs are due 
to lose their patents by 2017, increasing pressure 
on the industry to develop innovative new 
prescriptions and more cost-effective research 
and development techniques.
 Currently, it is estimated that 1 in 10 
Americans use prescribed anti-depressants.  
Between 1996 and 2005, anti-depressant use 
doubled, while the percentage of patients 
who engaged in both anti-depressant use 
and psychotherapy dropped from 31.5% to 
19.8%.  Additionally, the use of anti-depressants 
has been extended to treat anxiety disorders, 
post-traumatic stress disorder and obsessive-
compulsive disorder.
 The industry is projected to grow by 
an annual rate of 1% through 2017.  With 
the changing landscape of the market and 
increasing competitiveness amongst the major 
players, companies are placing an increased 
emphasis on niche drugs and increased 
research into new ways to generate revenue.  
Essentially, the traditional antidepressant industry 
can expect a rise in competing treatments to 
traditional antidepressant use. 17

Economic Environment
 The outlook for the antidepressant 
industry is neutral.  The industry is projected to 
grow by an annual rate of 1% through 2017.  
While this is lower than the US economic growth 
rate of 1.9%, profit margins for the industry for 
expected to be about 19.2%, much higher 
than many other mature industries experiencing 
slow growth.  Due to the loss in profits and rising 
research and development costs, employment 
within the industry is also expected to decrease 
at an average annual rate of 0.9% through the 

next five years.  These tactics are being used as 
a way of minimizing business costs in order to 
maintain profits.  The S&P Pharmaceuticals Index 
was off 0.8% as of February 17, 2012.
 Long-term prospects appear more 
favorable. Biological-based biopharmaceutical 
products, which make up about 20% of the 
market, are expected to comprise about half 
of the market by 2017.  These technological 
advancements are expected to help minimize 
the increased costs caused by the recent 
tightening of FDA regulations and enhance the 
productivity of the major players.17

Opportunities
 A number of factors are expected to 
contribute to a yearly increase in prescription 
drug sales through 2017.  Specifically, the aging 
of the US population and recent healthcare 
reforms such as the Patient Protection and 
Affordable Care Act (PPACA), which expand 
insurance coverage, are expected to play 
key roles in this increase.  Under the PPACA, 32 
million previously uninsured Americans up to age 
26 will potentially receive coverage.  In 2014, 
this bracket will expand to include Americans 
aged 26-64.  This is expected to lead to a 
major increase in revenue for pharmaceutical 
companies by 2015.

Threats
 The large number of prescription drugs 
facing expiring patents in upcoming years 
will cause a short-term drop in revenue for 
pharmaceutical company.  As a result, the 
specialty/generic drug market is expected 
to prosper.  This could eventually lead to 
direct, serious competition with the traditional 
anti-depressant market.

Legal and Regulatory Issues
 Legal issues constantly arise when 
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it comes to anti-depressants.  Currently, 
antidepressant advertisements deliver DTC 
(direct-to-consumer) advertising that should 
serve as valuable contributors to public health. 
DTC advertising of prescription medicines 
can benefit the public health by increasing 
awareness about diseases, educating patients 
about treatments options, motivating patients 
to contact their physicians and engage in a 
dialogue about health concerns, increasing the 
likelihood that patients will receive appropriate 
care for conditions that are frequently under-
diagnosed and under-treated, and encouraging 
compliance with prescription drug treatment 
regimens.16

 In accordance with FDA regulations, 
all DTC information should be accurate and 
not misleading, should make claims only when 
supported by substantial evidence, should reflect 
balance between risks and benefits, and should 
be consistent with FDA approved labeling. 
Working with the FDA, companies should 
continue to responsibly alter or discontinue a DTC 
advertising campaign should new and reliable 
information indicate a serious previously unknown 
safety risk. All DTC television and print advertising 
must be submitted to the FDA before releasing 
these advertisements for broadcast.16

Societal and Cultural Considerations
 The FDA has high control over the labels 
of anti-depressant drugs as well as inserts inside 
the box of the prescription. These inserts show 
the benefits as well as the side effects of using 
a specific anti-depressant for long periods of 
time. On March 28, 2012, the U.S. Food and 
Drug Administration has issued new dosing and 
use recommendations for anti-depressants 
specifically Celexa. The FDA will begin to add a 
revised label to include new dosage limit as well 
as information about the potential for abnormal 
heart electrical activity and rhythms that could 

lead to heart attack and death.27

 In December 2006, experts requested 
that the FDA should not include “increased risk 
of suicidal thoughts and behaviors in young 
adults” because it would frighten off patients for 
appropriate treatment. This negatively impacts 
the industry because patients will not undergo 
treatment due to the risk of suicidal thoughts. 
The main concern is that patients are foregoing 
treatment that could result in death or suicidal 
attempts.7

Company Background
 Japanese based pharmaceutical 
company, Otsuka, developed Abilify. It is 
marketed jointly in the United States with 
pharmaceutical giant Bristol-Myers Squibb, which 
is headquartered in New York City.4 Bristol-Myers 
Squibb is the result of a merger between Bristol-
Myers and The Squibb Corporation, which took 

place in 1989.24 Abilify was approved by the 
FDA for manic and mixed episodes associated 
with bipolar disorder on October 1, 2004 and 
as an adjunct for major depressive disorder on 
November 20, 2007.

Sales and Development
 IMS reports Abilify to be in the top 15 
U.S. pharmaceutical products by sales. In 2007, 
when Abilify was first approved to be used in 
correlation with other antidepressant drugs, their 
yearly sales were 2.7 billion. In 2008 they rose to 
3.5 billion and continued to increase in 2009 (4.6 
billion) and 2010 (4.5 billion). Abilify ’s sales were 
over 5 billion for the 2011 year.

Product Positioning
 Abilify has an advantageous placement 
amongst its competitors it is the first and only 
dopamine partial agonist and has less severe 
side effects that its competition.17

Creative Strategy
Abilify ’s ads take a consumer oriented approach 
with an emotional tone which uses testimonials, 
straight facts and science with animation 
to resonate with the viewer. Their print ads 
often feature an animated scenes centered 
around someone expressing a need for further 
assistance with their depression. They then 
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present facts and statistics about the use of 
Abilify as an add on drug for those already taking 
an antidepressant. Their website, www.abilfy.
com, displays virtual animation of characters 
expressing their relief from depression after taking 
Abilify.4

Competitor Profiles
 Abilify ’s following competitors were 
chosen based on total amounts of advertising 
dollars spent in the anti-depressant market. The 
following companies have a share of voice 
that portrays the highest competition to Abilify. 
A brief history, sales numbers, marketing mixes, 
possible new developments and advertising and 
promotional efforts will be provided for each 
company. 

Company Background
 Cymbalta (Duloxetine) is manufactured 
and marketed by a global pharmaceutical 
company located in Indianapolis, Indiana, 
called Eli Lilly and Company. Cymbalta was 
created and patented by Lilly researchers 

David Robertson, Joseph Krushinski, and David 
Wong in 1986. In 2001, Lilly filed to have the 
drug put on the market with the Food and Drug 
Administration. The FDA concluded that the 
drug could cause severe liver injury in patients. 
In 2007, Health Canada approved duloxetine 
to treat depression and diabetic peripheral 
neuropathic pain. The FDA approved it in 
2007 for the treatment of generalized anxiety   
disorder. 9;17

Sales and Development
 In 2011, Lilly earned $24,286.5 million in 
revenue. This number is a 5% revenue increase 
from 2010. Of the $24,286.5 million, Cymbalta 
contributed $4.16 billion worldwide. 2 In the past 
five years, Cymbalta’s revenues have nearly 
doubled.

 Positioning
 Cymbalta is not only an anti-depression 
medication, it is used for many other pains 
and disorders. Cymbalta can be used to help 
magazine chronic osteoarthritis pain, lower 
back pain, diabetic nerve pain, and even 
fibromyalgia. Cymbalta’s special chemicals 
make it a non-narcotic pain reliever that is 
non-addictive.10 The medication increases the 
activity of serotonin and norepinephrine, which 
are two naturally occurring substances in the 
brain and spinal cord. This increased activity 
is said to help relieve pains and generalized 
anxiety disorder. Cymbalta’s flexible medication 
uses helps to attract a larger target base. 

Creative Strategy
 Cymbalta is Abilify ’s largest advertising 
competitor. In 2011, Cymbalta spent a total 
of $118.3 million in advertising, a total market 
share of voice of 28.1%. The largest portion of 
Cymbalta’s media mix was spent on syndication 
television. The company spent a total of $37.8 

million in this category. Cymbalta’s share of 
voice for syndication is 64.9%.22 Cymbalta uses 
this category of advertising more than any other 
company. Although Cymbalta uses this category 
the most, the company is still highly competitive 
with Abilify in the most used categories of 
network television and magazines. 
 Cymbalta’s advertising strategy is very 
copy heavy. All of Cymbalta’s advertisements 
include a detailed description of the product 
and a list of side effects. Cymbalta’s target 
audience is generally middle-aged women. The 
company uses a strategy that shows how the 
consumer might feel before taking Cymbalta. 
The product is described and then shows how it 
can make your life better. The tone is focused on 
the lifestyle and emotions that are involved with 
depression such as sadness and pain.  

Competitor 

Analysis



New Developments
 Cymbalta’s manufacturer, Eli Lilly and 
Company, continues responsible research, 
development, and clinical evaluation of 
pharmaceutical products into the future. With 
the U.S. devoting nearly 15% of its economy to 
health care, Eli Lilly and Company has increasing 
pressure to contain growth of this cost. Currently 
in development the company is testing two 
cancer medications, depression, and diabetes 
medications. The company has six different 
medications currently being tested and over 65 
molecules in development.8

Company Background
 Pristiq (Desvenlafaxine) was developed 
by the pharmaceutical company Wyeth. The 
Food and Drug Administration approved it on 
February 29, 2008 as a depression treatment.28 
Pfizer then purchased Wyeth in 2009 for a 
cost of $68 billion. Pristiq is now marketed and 
manufactured under the Pfizer pharmaceutical 
corporation.21

Sales and Development
 In 2011, Pfizer had total revenue of 
$67,425 million. Of this total revenue, Pristiq 
has revenue earnings of $577 million. In 2010, 
Pristiq had revenues of $466 million. In 2009, 
Pristiq only earned a total of $82 million. The 
increase in revenue in 2010 for Pristiq was nearly 
six times that of the revenues in 2009(Pfizer). 
This was the largest increase in Pristiq’s revenues 
due to the purchase by Pfizer. In 2008, while 
Pristiq was still owned by Wyeth, the product only 

incurred total revenue of $66.5 million.1 The 
increase in revenues from 2008 until 2011 have 
greatly increased due to the new marketer and 
manufacturer, Pfizer.

Positioning
 Pristiq is positioned for its treatment of 
Major Depressive Disorder (MDD) in adult patients. 
Like Cymbalta, Pristiq increases the activity 
between serotonin and norepinephrine in the 
brain, which is said to treat depression. Pristiq is a 
synthetic form of velnafaxine, previously Effexor, 
and is being targeted as the first non-hormonal 
based treatment for menopause.17 This 
medication is very useful for its middle-aged 
women target.  

Creative Strategy
 Pristiq uses much of their advertising 
dollars similarly to that of Abilify and Cymbalta. 
In 2011, Pristiq used a total of $98.7 million on 
advertising. Pristiq’s market share of voice is 
23.4%. Pristiq is unique because they Sunday 
magazines. A total of $5.9 million was spent 
on Sunday magazines resulting in a share of 
voice of 55.8%.22  Pristiq uses a strategy that 
relates to the consumer. Like Cymbalta, their 
advertisements are very copy heavy and include 
a list of possible side effects. The commercials 
and print advertisements are famous for their 
wind-up dolls. The advertisement always uses 
images of the wind-up doll that simulates a 
person having to wind themselves up to get 
things done. The tones of the advertisements are 
related to consumer’s lifestyle and emotions that 
encompass depression.

Company Background 
 Two men, Charles Pfizer and Charles 
Erhart founded Charles Pfizer & Company in 
1849. It was based in Brooklyn, NY. “Their first 
product is a palatable form of santonin — an 
antiparasitic used to treat intestinal worms, 
a common affliction in mid-19th century 
America.”25 Moving into the 1950’s Pfizer moved 
to international expansion, and released multiple 
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new drugs.  In 1992, Pfizer introduced three 
new medicines, one of those being Zoloft. The 
company continued expanding, and is now 
known as Pfizer Inc. Now moving into the present, 
Pfizer is a global research-based pharmaceutical 
company with two core business segments: 
biopharmaceutical and diversified. In 2009, 
Pfizer merged with Wyeth, which represents a 
major effort by Pfizer to increase its presence 
in biopharmaceutical drug development and 
thereby plug the impending holes in its product 
sales when patents expire in the next few 
years.25;17

Sales and Development
 Pfizer ’s financial performance has been 
changing back and forth in the recently past 
years, due to issues the company has been 
facing. Some of these issues are the loss of key 
patents to the drugs, as well as not being able to 
introduce new drugs to the market. “During the 
five years through 2012, US innovative (i.e. not 
related to generics) pharmaceutical revenue is 
expected to grow 0.6% per year on average to 
$21.2 billion. This relatively flat growth actually 
includes an anticipated revenue decline of 
8.4% in 2012, primarily due to the loss of patent 
exclusivity on Lipitor.” The international market is 

the key market for the company at the moment; 
and it is expected to represent about 60% of 
total revenue in 2012. This is reflective of Pfizer ’s 
focus on emerging markets.  “Pfizer ’s profit 
margin has remained stable at about 40.0% 
of revenue during the past five years; however, 
it is expected to decline moderately in 2012 
as sales of Lipitor continue to decline and the 
company reduces product prices in order to 
boost volume.” 26;17

Positioning
 Zoloft is also known as the chemicals it 
uses, which is sertraline hydrochloride. Sertraline 
is licensed to treat depression, obsessive-
compulsive disorder, panic disorder, and other 
conditions. As a selective serotonin reuptake 
inhibitor, the medication works by affecting 
certain chemicals within the brain. Common 
side effects of sertraline include insomnia, 
nausea, and diarrhea. Sertraline is part of a class 
of drugs called selective serotonin reuptake 
inhibitors, or SSRIs for short. SSRIs act on a specific 
chemical within the brain known as serotonin. 
Serotonin is one of several chemicals used to 
send messages from one nerve cell to another.
 Multiple other companies also make the 
drug generically, so Pfizer does not necessarily 
make the only version of the drug.  This generic 
substitute is leading to high competition in the 
down turning economy. 30

Creative Strategy
 The marketing and advertising done for 
the product Zoloft has decreased to a minimal 
percent at this year. The company spent the 
small amount $55000 on advertising for the year 
of 201122; and it was allocated to spot TV. The 
ads placed in this media feature animation of 
egg-shaped creatures, in a consumer life-style 
situation.  

New Developments
 This section discusses the new 
developments for Pfizer Inc, which produces both 
Zoloft and Pristiq. Between 2010 and 2012, drugs 
that make up 42.0% of Pfizer ’s pharmaceutical 
revenue will lose patent protection. The 
company’s most pressing challenge is with 
the 2011 patent expiration for the cholesterol-
lowering drug Lipitor, which accounts for about 
15.0% of the company’s revenue and remains 
one of the best-selling drugs in the world. With 
threats to the company’s top line, Pfizer has also 
been making strides in the generic drug market. 
To remain stable in United States market, Pfizer is 
being encouraged to enter the generic market. 
The company is continuing to make strides in 
oversea markets, but in the U.S. sales are slowing. 
It also looks that Lipitor will be the concern for the 
company, rather than Zoloft or even Pristiq. 17  
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 The following analysis was retrieved from 
Kantar Media. It reports the dollar amounts, 
in thousands, which various anti-depression 
medication brands have spent on advertising for 
the years of 2007, 2008, 2009, 2010 and 2011. 
The anti-depression medication brands included 
in the report are Abilify, Cymbalta, Efflexor XR, 
Paxil, Paxil CR, Pristiq, Seroguel XR (which is also 
a bi-polar depression medication) and Zoloft. 
The media types expressed in the analysis are 
as follows: network TV, cable TV, syndication, 
spot TV, magazines, Sunday magazines, national 
newspaper, newspaper and national spot radio. 
Also reported for each year and each individual 
brand are the total combined dollar amounts, in 
thousands, for advertising spending.

Share of Voice 
 Network television received the second 
largest allocation of advertising expenditure 
dollars by antidepressant medication brands 
in 2011 ($125,474,400; 29.8% of total dollars). 
Abilify spent the most money on network 
television at approximately $42,534,800 with a 
SOV of 33.9%. Cymbalta proceeded with roughly 
$36,963,500 spent resulting in a SOV of 29.5%. 
Pristiq and Seroquel XR: Anti Depression followed, 
spending $29,510,600 and $16,465,500 (Pristiq’s 
SOV was While Abilify is dominant in 
network television media, the other brands are 
fairly equal in distribution (Chart #1). Along with 
all other media types, network television saw 

a large increase in 
total expenditure 
in 2009. The total 
increased from a 
mere $7,584,000 to 
$185,295,300. The 
total then increased 
again in 2010 to 
$212,475,000. In 
2011, though, the 
total expenditure 
dropped to 
$125,474,400. 
Antidepressant 
medication brands 
seem to be spending 
less of its money on 
network television 
advertisements and 
spending more of it 
on magazine advertisements (Chart #2).
 Of all spending of advertising dollars 
by brands of antidepressants medication on 
specific media types in 2011, magazines 
received the largest allocation ($150,868,400; 
35.8% of total dollars). Abilify spent a total of 
$43,274,000 on magazine advertisements in 
2011 resulting in the highest level of expenditure 
amongst antidepressant brands. Pristiq followed, 
spending roughly $40,620,700. Cymbalta spent 
a total of $32,748,100 in 2011 on magazine 
advertisements (See Chart #3 for SOV).
 Seroquel antidepressant brands spent 
approximately $31,065,400 and $3,160,200 on 
magazine advertising. Zoloft did not spend any 
money on magazine advertising in 2011 and 
therefore had the lowest level of expenditure 
amongst antidepressant brands. For magazines, 
Abilify is the brand that dominates this category. 
Although Abilify dominates the category, the 
other brands are all very close to Abilify in terms 
of dollar expenditure and share of voice is 

almost evenly distributed (Chart #3).
            Since 2007, magazine advertisement 
spending has risen exponentially. In 2007, only 
$2,028,500 was spent on magazine advertising. 
In 2011, a total of $150,868,400 was spent.  That 
is an increase of over 7,300% in only five years. 
In the past five years, a total of $386,058,400 
has been spent on magazine ads. In 2011 
alone, $150,868,400 was spent, nearly half of 
the total in just the past year. The largest trend for 
antidepressant medication brand’s advertising 
expenditure is in magazine advertisements. 
 Cable television was the fourth largest 
allocation of advertising expenditure dollars in 
2011 by antidepressant brands. Abilify spent 
a total of $30,084,000 on cable television 
advertising in 2011, resulting in the highest 
level of expenditure amongst antidepressant 
medication brands (58.5% SOV). Pristiq and 
Cymbalta were similar in spending. Seroquel 
followed these brands by spending  $3,414,200. 
Neither Seroquel XR: bipolar or Zoloft spent any 
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money on cable television advertising in 2011. 
Abilify is the dominator of this media type (Chart 
#4).  Abilify spends more than three times the 
amount of money on this media type than 
any of its competitors. The company has been 
increasing its expenditure in cable television 
every year since 2008. Other companies have 
been spending less money on this category 
since then. Cable television had a sharp 
increase in advertising expenditure in 2009 from 
$7,887,100 to $41,389,000. Since this large 

increase in 2009, the spending has not been 
increasing as much. From 2009 to 2011, the 
total expenditure on cable television advertising 
has only increased by $10 million.

Media Mixes
 This section of the competitive 
expenditure analysis will focus on the media 
mixes of Abilify and its competitors in 2011.  
According to Ad$pender, the most popular 
media types used were magazines (35.8%) 

and Network TV (29.8%).  Media types such 
as Cable TV (12.2%), Syndication (13.8%) and 
Spot TV (5.8%) were less utilized.  Together, 
they accounted for 31.8% of total advertising 
expenditures.  Other media types such 
as Sunday magazines and national/local 
newspapers accounted for a negligible 2.7% 
of total spending.  Overall, television and 
magazines accounted for 97.4% of all money 
spent. Television was the most popular media 
for advertising, accounting for 61.6% of all 
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spending.  
 The media mixes amongst the various 
competitors varied.   Cymbalta, the second 
highest spender, allocated 32% of its money 
to Syndication, accounting for 64.9% of all 
spending in the media type.  It also spent 
31.2% of its money on Network TV and 27.7% 
to Magazines, making it the second highest 
spender amongst all competing brands.    
Cymbalta did not advertise in Sunday magazines 
or newspapers at all.  Pristiq and Seroquel XR: 
Anti Depression RX, which were the third and 
fourth highest spenders, each spent over 40% 
individually on magazines.  Seroquel (0.8%) 
was also the only competitor to advertise in 
newspapers.  Zoloft, the competitor with the least 
amount of spending, spent its money exclusively 
on Spot TV.  Only Seroquel also spent a significant 
amount of money on Spot TV, accounting 
for 89.7% of expenditures in the media type.  
Overall, Abilify spent the most money of the 
competing brands in the three most popular 
media types; Magazines, Network TV and Cable 
TV.

Demographics
 Data compiled from Simmons Media 
Research Bureau was used to define a target 
audience of those who had suffered from 
depression as well as those who had treated 
depression with prescription drugs all within the 
last 12 months. In general demographic terms 
the Target Market can be profiled as:

$25,000-$49,999
The Simmons outputs used to support this 
information can be found in the Final Appendix.
 The first noticeable trend was that 
females were 33% more likely than males to 
suffer from depression. The education level of 
high school graduates was identified to represent 
an ideal market of those with the potential to 
seek treatment for depression. For the purpose of 
this campaign employment status does not play 

a role in identifying a target, however an income 
of between $25,000-$49,999 was selected due 
to a correlation between this income range 
and the availability of financial resources for 
treating depression. In respect to geographic 
location of the target market The Patient and 
Health Questionnaire 8, conducted in 2006 
and 2008 identified a correlation linking those 
residing in the southeastern region of the United 
States to higher rates of depression.20 Due to 
the intended reach of a broader audience the 
specific location of the target does not play a 
role.

Attitudes and Opinions
 In further reference to the Simmons 
report data was compiled from responses of 
“Agree a lot” to various questions relating to 
attitudes and opinions on health and medicine. 
Out of those who had suffered from depression 
in the last 12 months, 33.1% answered that it 
was important they go to the doctor when they 
are ill. This is helpful in identifying an effective 
way to gain awareness of Abilify when combined 
with the data that 29.6% of those suffering from 
depression in the last year normally only use 
drug brands that are recommended by their 
physician. In further analysis it was determined 
that those depression sufferers were 41% more 
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likely than national average to always look for 
the most advanced medicines available and 
they were 15% higher than national average to 
pay extra for prescription drugs not covered by 
their health insurance. Those currently treating 
depression with prescription medication showed 
initiative in seeking treatment options by having 
a 57% higher than average willingness to ask 
their doctor for a prescription medication that 
they had seen or heard advertised and this 
same group was identified to be 50% more likely 
to gather health information from their doctor. 
Those currently suffering from depression were 
16% more likely to feel that if an advertised 
drug brand was not doctor recommended 
then it had no integrity. A vital trend to be taken 
into consideration from this data is that both 
groups currently suffering from depression and 
those treating their depression with prescription 
medication find great importance in the opinion 
and information of their doctors. Combined, the 
two groups are 37% more likely than national 
average to rely primarily on their doctor to guide 
them on medical and health matters. The high 
likelihood that both of these groups will respond 
to doctor’s recommendations plays a role in 
identifying them as primary candidates to be 
exposed to this campaign.
 The following objectives will assist Abilify 
in choosing the best media in which to advertise. 
These objectives will identify the target market, 

the geography of said market and the creative 
requirements crucial to reaching this market.  The 
objectives will also highlight specify the timing 
patterns which will be ideal to reaching the 
target market with the utmost effectiveness.

Marketing
 Grow sales by 9% from 5.2 billion to 5.67 
billion within two years.

Advertising
 Increase awareness among users of 
antidepressants to 23%
 Increase awareness of depression and 
the pharmaceuticals that can help treat it by 
50%

Target Audience
 Female adults aged 35-64 with a high 
school education and an annual household 
income of  $25,000-$49,999.

Creative Requirement
 Promote Abilify ’s effectiveness at 
reducing depression and improving quality 
of life by targeting mainly females between 
the ages of 35-64.  By portraying Abilify as a 
key component in improving the welfare of 
depressed individuals, the target market can 
anticipate a new lease on life.

Reach/Frequency
 Achieve a minimum level of 90% reach 
against the target audience with an average 
frequency of 12 per month during each of 
the first 3 quarters of the year and an average 

frequency of 16 and reach of 93% during the 
4th quarter of the year.

Timing
 Pulsing advertisements which peak 
during the holiday season when antidepressant 
sales are at their highest.

Geography
 Deliver advertisements through national 
media without respect to specific geographic 
areas.

Marketing Opportunities
 Coordinate media scheduling with the 
holiday season to maximize the entire media 
effort.

Budget
 Achieve the stated objectives in a skilled 
manner within the overall media budget of  
$110,000,000.

Objectives
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Suggested Media/Vehicles
 This section of the media plan will discuss 
the strategies and tactics recommended for 
Abilify. The target audience is made up of 
female adults aged 35-64 with a household 
income level of between $25,000-$49,999. 
These women have a high school diploma. The 
employment status of the target is not relevant 
for this campaign.
 Abilify has dominated, in terms of 
advertising dollars, for mediums such as network 
television, cable television, magazines, and 
syndication. Companies such as Cymbalta, 
Pristiq, Zoloft, and Seroquel are lagging 
behind Abilify on advertising expenditure. 
Recommendations for Abilify include expanding 
its media mix expenditure on magazines and 
cable television to successfully enhance the 
awareness amongst the target audience of the 
product. Increasing its media mix expenditure 
in these categories will also attract new users 
who are at higher risk for depression and it will 
educate the target market of the medical 
benefits of Abilify.

Cable Television
 The best medium to use to reach our 
target is Cable Television. A recent Simmons 
survey shows that 28% of people with depression 
are heavy cable users. It is also important to note 
that 21.2% of adults aged 35-64 and 20% of 
women are also heavy users of cable.32 

 In the past four years, Abilify has 

 Strategies & 

Tactics
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dominated cable television advertising 
compared to its competitors. In 2011, Abilify 
spent a total of $30,084,000 on cable television 
advertising. A large share of voice of 58.5% 
represented the amount of money that was 
spent. In terms of share of voice, this number 
is ideal. However, this number made up only 
24.1% of its media mix. 34.7% of its media mix is 
being spent towards magazines.18 Women aged 
35-64, representing a higher percentage of 
people with depression, use cable more heavily 
than magazines.32 It is in Abilify ’s best interest 
to invest more advertising dollars into cable 
television to achieve better results for the product 
as well as successfully allocating money in a 
more cost efficient outlet compared to network 
television. Therefore, the first major suggestion 
for Abilify ’s media plan is to increase its cable 
television allocation of its media mix.
 One of the greatest advantages of 
cable television is that it can be specifically 
targeted towards select demographics. The 
flexibility and versatility of cable television can 
help reach different segments of the population. 

It can be used to reach many different 
demographics such as children, women, men, 
and elders. It can also be used to target people 
with select interests. It is a great way to reach a 
very specific target that you may have.  In charts 
6-10, a list of cable shows in prime time and 
daytime have been compiled and purchased. 
These shows were chosen because they air 
on the most popular cable channels among 
members of the population that have suffered 
from depression in the last 12 months. The 
chart provides how many spots and the cost of 
placing an ad in the show is. Placing an ad in 
the following shows is the best way to reach the 
target.
 Integrating a larger allocation of Abilify ’s 
media mix towards cable television would 
greatly increase the awareness of the product 
and educate more people, which would 
achieve many of the objectives.

Magazines
 The second most used and most 
viewed medium that suits our demographic is 
magazines. Almost 25% of people suffering from 
depression in the last 12 months use magazines 
heavily.32 It is critical to report that 20% of 
females and 20% of adults aged 35-64 also 
use magazines heavily.32  This is very important 
because it shows how often our target actually 
uses magazines.    
 Since 2008, Abilify has used a large 
percentage of its advertising expenditure on 
magazines. Nearly one-third of its budget across 
all mediums has been spent on magazines since 
the product was introduced to the market. A 
large rise in magazine advertising by prescription 
depression pharmaceutical companies 
has emerged in the past 5 years. Magazine 
spending has increased exponentially during 
this time. This big trend has caused a lot of 
competition between companies representing 

anti depressants. Abilify has out-spent its 
competitors in terms of advertising dollars since 
it was introduced into the market. In 2011, 
Abilify spent a total of $43,274,000 in magazine 
advertising. This was 34.7% of its total budget; 
the highest percentage allocated between all 
media types.22 This trend of magazine advertising 
by depression medication companies can be 
explained by the target. Their heaviest usage 
between all mediums is magazines and these 
companies have realized this trend within the 
past few years and have capitalized on it.
 Much like cable television, magazines 

can be specifically targeted towards select 
demographics. Found below in charts 11-15, 
lists of magazines are shown that were selected 
based on the target market.  Full page 4 color 
ads were purchased in these magazines 
because the editorial content as well as the 
target’s interest in each magazine fit well.  More 
specifically, the selection of magazines was 
chosen because they are targeted towards 
women according to the editorial profiles and 
publisher’s positioning statement listed by SRDS. 
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The rating, cost per advertising spot, number of 
advertising spots, cost to reach 1000 people, 
and total cost can be found for each specific 
magazine. Each magazine’s cost is based off of 
a single full-page, 4-color ad in each magazine.  
A few general interest magazines were chose as 
well to supplement the women’s magazines that 
would not reach some of the target. The table 
on the next page dictates how many spot were 
purchased in each magazine, as well as the 
months that each ad will be run.
 Along with cable television, magazines 
are a very powerful medium that can be used to 
reach our target. People with depression are 21% 
more likely than average to read magazines.32 
Since magazines can be specially segmented, 
it is a very useful tool for reaching women with 
depression. Abilify should continue to keep 
increasing expenditure towards this medium in 
their media mix allocation. Increasing advertising 
expenditure in magazines will guarantee a 
dominating share of voice in magazines while 
continue to increase awareness of the target, 
attracting new users, educating current and 
perspective users, and achieving marketing 
objectives.

Newspaper
 While the target audience’s age appears 
to perfectly fit the criteria for newspapers, 
this media type would not fit the needs for 
Abilify. Only one of Abilify ’s competitors used 
the Newspaper medium in the year of 2011. 
This competitor was Seroquel XR, and the 

Discouraged 

Media
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maker of the drug allocated .4% of its annual 
budget to newspapers.18 The index reported 
for Newspapers for those diagnosed with 
depression in the last 12 months was 96 and 
thus those with depression are 4% less likely 
than the national average to heavily use 
the newspaper medium.32 The drawbacks to 
using the newspaper for a product such as 
an antidepressant is the lack of copy space 
and editorial matching – this is important for 
an audience that is willing to read long copy. 
Also, it would be difficult to coordinate for a 
national buy, and the cost associated with 
doing so would be high. The clutter would be 
hard for the audience to go through as well. 
Thus, newspapers are not a good medium for 
advertising the antidepressant, Abilify.

Radio
 Another medium that would not suit the 
objectives is Radio, both all day and drive time. 
Radio in general has not been used after 2007, 
and even then only one competitor used the 
medium. Paxil Anti Depression allocated their 
entire media budget to radio space, and it 
is unclear if it was effective or not.18 Paxil is no 
longer an antidepressant on the market.  The 
indexes for those with depression are 98 for 
using heavily Radio all day, and 89 for Radio 
drive time. This is important because the target 
audience is 2% and 11% less likely to use the 
radio medium than the national average.32 This 
means it would not be effective to purchase 
time in the radio medium. Besides not reaching 
the target audience, the disadvantages to using 
radio would be detrimental to getting the point 
of Abilify across. The target is 7% more likely 
to believe in the integrity of a pharmaceutical 
brand if a doctor suggests it, and thus we need 
to be able to convince them that doctors 
do endorse the product.32 In a background 
medium, that would be difficult, as well as the 

fact that radio is only an audible means of 
communication and thus may not hold the 
same credibility as a doctor seen on television 
would be.

Outdoor
 Outdoor advertising is perhaps one of 
the worst forms of media for Abilify. The issues 
would be poor image quality, and the fact 
that it does not allow for extended copy. With 
a pharmaceutical product, it is difficult to get 
information about depression as an illness, as 
well as what Abilify, the add-on anti-depressant 
does in 5 to 7 words.  After these issues, the 
audience is also unlikely to heavily use Outdoor 
media. With a reported index of 91, the target of 
users with depression is 9% less likely to heavily 
use outdoor media than the national average, 
making outdoor an invalid choice of media 
selection.32

 Based on the target audience of Abilify, 
we will be promoting the affordability to these 
women. These women have a range of incomes 
between $25,000-$49,999, making them an 
ideal target for prescription payment assistance. 
We will be advertising in magazines which will 
allow an opportunity to have printed coupons 

included in the advertisements. We will do this 
promotion in the months of December and 
February, as these are the peak months for 
depression.
 For the marketing objective, placing 
coupons in the magazine ads will increase sales 
by 9% like we desire. The advertising objective 
is reached through this promotion by showing 
the importance of Abilify in the ad, with the 
extra incentive of affordability. This promotion 
promotes Abilify ’s effectiveness, and will show the 
target audience that Abilify can help improve 
their life. One of the most important questions 
asked in a Simmons run was “It is worth paying 
more for branded prescription medications 
rather than to get generic product.” This question 
is so important because of the low answer it 
received. A mere 13.9% of the target agreed 
that a branded prescription with a higher cost 
was better. With an index of 87, those that had 
depression in the last 12 months are 13% less 
likely than average to believe that a non-generic 
prescription is worth the cost. Should the price 
decrease, this provides an opportunity to 
increase the percentage of those that view the 
price as less than affordable, especially those 
who have not previously experienced Abilify and 
become. With the coupon, the target will see 
the value in the branded product, and thus the 
brand reputation will increase.
 Since the advertising will be pulsing, 
meaning that certain times of year more 
advertisements will run, we will have different 
coupons available for the Holiday seasons 
when anti-depressant sales are at their peak. 
The possible coupons will include the greatest 
amount of discounts off during these peak 
seasons. For instance the coupon can offer 20% 
off of Abilify during the Christmas holiday season.  
These advertisements will be placed in a national 
magazine so it will reach the target in all areas of 
the United States.

Promotion
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 As stated previously, the Abilify media objectives will reach 90% of the target audience with an 
average frequency of 12 per month during the first three quarters of the year and an average frequency of 
16 and reach of 93% during the last quarter of the year. We will focus on pulsing advertisements that peak 
during holday season where antidepressant sales are the highest. 28% of people with depression are heavy 
cable television users. We will target the adult female populaiton by advertising in shows like Cupcake Wars 
in Prime Time in August, October, April, May, June and July with one commercial spot during the program. 
We will also advertsie on Day Time television with Lifetime Sunday Movies and Property Virgins. Each show will 
have 3-4 spots in the months of September, October, November, March, April, May, June, July and August.
 In the peaked months, Abilify will air advertisements in shows like Army Wives during Prime Time. Abilfy 
will also show commercials during the Day Time on USA Movies. In total, we will show 37 spots throughout the 
campaign to achieve our goals.
 Abilify will also want to continue to advertise in Magazines where almost 25% of people suffering 
from depression in the last 12 months use magazines heavily. 34.7% of the total media budget will be 
spent on Magazines. During the peak months, we will largely focus on women’s magazines with multiple 
advertisements in each issue of Woman’s Day and Ladies’ Home Journal. In total, Abilify will have 39 
advertesements in women’s magazines for each year of the campagin.
 Through the goals that we have set and the budget of $110,000,000, we have allocated 98.3% of 
the media budget to advertise in Cable Television as well as Magazines to reach our target of adult females 
who suffer from depression. Each number that is presented will be used again for next year. The campaign 
will last from September 1, 2012 - August 31, 2013. Media that is discouraged involve Newspaper, Radio, 
and Outdoor advertisements. Through our research, we have found that the numbers do not match near the 
amount of success as does Cable Television and Magazines. 
 For a more detailed explanation please look to Charts #6-15. Check the appendices for a more 
detailed look at the budget summary.

Evaluation
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Size of Budget: $110,000,000
Campaign Period: September 1, 2012 – August 

31, 2013
Amount allocated to media: 98.3%

Budget 

Summary
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Flowchart

Abilify September 1, 2012 - August 31,2013

5 12 19 26 2 9 16 23 2 9 16 23 30 6 13 20 27 4 11 18 25 1 8 15 22 29 6 13 20 27 3 10 17 24 31 7 14 21 28 5 12 19 26 2 9 16 23 30 7 14 21 28

Media
Magazines ( Womens Full Page 4-Color)

Better Home and Gardens 121 GRPS 121 GRPS 117 GRPS 117 GRPS 117 GRPS 117 GRPS 117 GRPS 117 GRPS 117 GRPS 117 GRPS 117 GRPS 121 GRPS

Better Home and Gardens Coupon Coupon

Ladies Home Journal 129 GRPS 129 GRPS 124 GRPS 124 GRPS 124 GRPS 124 GRPS 124 GRPS 124 GRPS 124 GRPS 124 GRPS 124 GRPS 129 GRPS

Women's Day 154 GRPS 154 GRPS 120 GRPS 120 GRPS 120 GRPS 120 GRPS 120 GRPS 120 GRPS 120 GRPS 120 GRPS 120 GRPS 154 GRPS

Elle 9 GRPS 9 GRPS 9 GRPS 9 GRPS 9 GRPS 9 GRPS 9 GRPS 9 GRPS 9 GRPS 9 GRPS 9 GRPS 9 GRPS

Family Circle 61 GRPS 61 GRPS 61 GRPS

Good Housekeeping 70 GRPS 70 GRPS                    70 GRPS

Magazine (General Interest Full Page 4-Color)

Parade 70 GRPS   70 GRPS   67 GRPS     67 GRPS     67 GRPS    67 GRPS    70 GRPS

Reader's Digest 12 GRPS 12 GRPS     69 GRPS 11 GRPS    69 GRPS   11 GRPS    69 GRPS  11 GRPS     69 GRPS 11 GRPS     69 GRPS 12 GRPS

People 8 GRPS   8 GRPS 9 GRPS  9 GRPS   9 GRPS  9 GRPS 9 GRPS 8 GRPS

       

Cable Television (Prime Time 30 Sec Spot)

Cupcake Wars 50 GRPS 50 GRPS 50 GRPS 50 GRPS

Long Island Medium 50 GRPS 50 GRPS 50 GRPS 50 GRPS

Client List 100 GRPS 100 GRPS 100 GRPS 100 GRPS 100 GRPS

Chopped All-Stars 85 GRPS 85 GRPS 85 GRPS

Army Wives 85 GRPS 85 GRPS 85 GRPS

Cable (Daytime 30 Sec Spot)   

USA Movie 300 GRPS 300 GRPS 200 GRPS 200 GRPS 200 GRPS 200 GRPS 200 GRPS 200 GRPS 200 GRPS 200 GRPS 200 GRPS 300 GRPS

Lifetime Sunday Movie 120 GRPS 120 GRPS 80 GRPS 80 GRPS 80 GRPS 80 GRPS 80 GRPS 80 GRPS 80 GRPS 80 GRPS 80 GRPS 120 GRPS

Guy's Big Eats 80 GRPS 80 GRPS 80 GRPS 80 GRPS 80 GRPS 80 GRPS 80 GRPS 80 GRPS 80 GRPS 80 GRPS 80 GRPS 80 GRPS

My First Place 80 GRPS 80 GRPS 40 GRPS 40 GRPS 40 GRPS 40 GRPS 40 GRPS 40 GRPS 40 GRPS 40 GRPS 40 GRPS 80 GRPS

Property Virgins 90 GRPS  90 GRPS 90 GRPS 90 GRPS 90 GRPS 90 GRPS 90 GRPS 90 GRPS 90 GRPS 90 GRPS 90 GRPS 90 GRPS

A&E Movie 80 GRPS  80 GRPS 40 GRPS 40 GRPS 40 GRPS 40 GRPS 40 GRPS 40 GRPS 40 GRPS 40 GRPS 40 GRPS 80 GRPS

Law and Order 40 GRPS  40 GRPS 40 GRPS 40 GRPS 40 GRPS 40 GRPS 40 GRPS 40 GRPS 40 GRPS 40 GRPS 40 GRPS 40 GRPS

TOTALS
GRPs 1563 GRPS 1564 GRPS  1118 GRPS 1118 GRPS 1118 GRPS 1118 GRPS 1118 GRPS 1118 GRPS 1118 GRPS 1118 GRPS 1118 GRPS 1563 GRPS

1+Reach 94 94  92.7 92.7 92.7 92.7 92.7 92.7 92.7 92.7 92.7 94

Ave. Frequency 16.6 16.6  12.1 12.1 12.1 12.1 12.1 12.1 12.1 12.1 12.1 16.6

Total (000) 11955 11953 8238 8237.5 8238 8238 8238 8237.5 8238 8238 8238 11955

Jan-13 Feb-13 Mar-13 Apr-13 May-13 Jun-13 Jul-13 Aug-13 Sep-12 Oct-12 Nov-12 Dec-12


