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Executive Summary

	
 Depression is a widespread mental illness that affects roughly 16% 
of people in the United States. 26 Treatments for depression include 
antidepressants, psychotherapy, and electroconvulsive therapy. However, 
the most common treatment includes a mixture of the above treatments. 
Antidepressants are a growing market as well as add-on supplement 
medications including that of Abilify.
	
 Through its upcoming campaign from September 1st, 2012 to 
August 31st 2013, Abilify will work to increase sales by 16% and to 
increase awareness and credibility of its brand. The budget allocated for 
this campaign is $110 million. With Abilify's new goals, it will focus 
specifically on women ranging from ages 35 to 64 with the average 
income level of the target market being $20,000 to $59,999. Abilify's 
target resides primarily in the South to Southwestern regions of United 
States and have reported experiencing depression in the last twelve 
months. According to Simmons, this particular group is most likely to 
have the need to utilize anti-depression medications.
	
 To reach Abilify's media objective of achieving a 60% reach 
within its target market, while creating a frequency of 5 in the two months 
proceeding and including June and December themselves. Abilify will 
rely heavily on national cable television. By utilizing a pulsing schedule, 
as our goal is stated above for the peak periods, Abilify will reach 45% of 
its target market with an average frequency of 3 for all months not 
indicated as peak months. By occupying more cable television space, 
Abilify will increase their presence in this particular media type compared 
to its competitors. The continuance of magazine use will still prove to be 
beneficial in meeting Abilify's media objectives. Although magazines and 
national cable television are both primary media sources, magazines will 
be allocated a smaller portion of Abilify's budget. The average frequency 
of 5 will be exceeded during the heavy months with a frequency of 5.3, 
according to Media Flight Plan. However, the reach will fall just slightly 
below the goal of 60% with a reach of 58% in those same months. 

	
 In previous years, Abilify's records show that June and December 
were the heaviest months for Ability’s usage. Therefore, Abilify will 
increase advertising before and during these peak months. Continuing 
with its campaign, it will partner with Do More for 1 in 4 during May, 
also known as Mental Health Awareness month. The promotions during 
this month will focus on the South and Southwest regions of the United 
States to capitalize on the high likelihoods of Abilify’s target market in 
residing in these areas. Abilify will also pair with Mental Health America 
to make themselves available to those who take a depression survey. A 
promotion for Abilify will be presented at the end of the survey to those 
who test positive for depression.
	
 The media plan has exceeded the goals for average frequency 
within Abilify’s target market and was slightly below the goal for reach. 
However the media utilized effectively reached Abilify’s target while 
coming in under budget to allow allocations to alternative media for 
further advertising medias and possible contingency funds. 
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History

1950s               1955             1958                         1987                           1989                    1990          1991                            Present Day 1992

	
 The first antidepressants were 
discovered on accident in the 1950s. 5 

Scientists were looking for a treatment for 
schizophrenia at the Munsterlingen Asylum in 
Switzerland.  Instead, they found a drug that 
altered the balance of neurotransmitters in the 
brain.  This would actually make the condition 
of schizophrenics worse, but proved to treat 
depression perfectly.  The scientists first tested 
the drug in 1955, and discovered that it made 
depressed patients more energetic and lively.  
The drug was first marketed in 1958 as 
Tofranil. 5  After this release, the market grew 
at a rapid pace and Tofranil was quickly 
followed by many rival brands.

            As the market grew, physicians began 
to become aware of the serious side effects 
caused by the drugs, including weight gain, 
sluggishness, and if overdosed, death.  When 
this became public, consumers were hesitant 
to purchase it.  Scientists quickly began 
coming up with a new, safer form of the drug.  
Prozac was the first to hit the U.S. market in 
the re-release of antidepressants in 1987. 5 
They were followed by Zoloft in 1991 and 
Paxil in 1992.  The newly released drugs were 
selective serotonin reuptake inhibitors 
(SSRIs).  This means that they zeroed in on 
serotonin rather than covering all of the brain 
chemicals.  The percentage of patients who 

found relief with SSRIs was the same as it was 
for the previous drugs, but the new drug had 
less severe side effects. 5
            The success of the SSRI 
antidepressants was huge.  By 1989 Prozac 
had earned its parent company, Eli Lilly & 
Co., $350 million.  By 1990, about 650,000 
prescriptions were written or renewed each 
month for antidepressants and while the drug 
faced a lot of critics and naysayers, annual 
sales still managed to top $1 billion. 5
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RANK 2011 2010 2009 2008 2007

Total US 
Prescription Market

319.9 307.4 300.3 285.7 280.5

1 Oncologics 23.2 22.3 21.5 19.7 18.1

2 Respiratory Agents 21.0 19.3 18.1 16.0 15.1

3 Lipid Regulators 20.1 18.8 18.6 18.1 19.4

4 Antidiabetes 19.8 16.9 15.0 12.8 11.4

5 Antipsychotics 18.2 16.1 14.7 14.3 12.8

6 Anti-Ulcerants 10.1 11.9 14.1 14.2 14.6

7 Antidepressants 11.0 11.6 11.5 11.7 11.7

8 Autoimmune Diseases 12.0 10.6 9.7 8.6 7.6

9 HIV Antivirals 11.0 9.2 8.2 7.1 6.2

10 Angiotensin II 7.6 8.7 8.6 7.6 6.5

Table 1: Top Therapeutic Classes by Spending ( US$ in Billions )

Source: IMS Health

Size of Industry
	
 Based on report by IMS Health about the top ten 
Therapeutic Classes within the pharmaceutical industry, 
Antidepressants rank 7th in total spending by the United States. 
The total US prescription market boasted a total sales of $307.4 
billion in the year 2010 alone. This has been a steady increase 
since the total sales of $270.3 billion in the year 2006. 1

	
 According to Table 1 to the right, Antidepressants have 
seen a steady amount of sales with their highest amount of $11.7 
billion in 2007 and 2008. However, since then, there has been 
consistent sales of around $11.5 billion from the years 2007-2010.1

	
 IMS Health also refers to the total amount of prescriptions 
distributed between the years 2006-2010. Table 2 indicates that 
there was a total of close to 4 billion total US prescriptions 
dispersed within the year of 2010 alone. Since 2006, there has 
been a steady increase in the total amount of prescriptions given 
based on 2006 as having the lowest amount distributed at 3,706.4 
million. 1

	
 Among the top five therapeutic classes by prescriptions, 
antidepressants rank second only to lipid regulators. Since 2006, 
antidepressant prescriptions have increased by 22.5 million with a 
total of 253.6 million prescriptions given in 2010. 1 This indicates 
that antidepressant medications have been on a steady rise 
throughout the years.
	
 The main competitors within the product category of 
therapeutic classes are lipid regulators, antidepressants, and 
narcotic analgesics based on prescriptions and anti-ulcerants, and 
autoimmune disease medication based on total sales. However, 
based on the competitors for specific brands within 
antidepressants, competitors include Seroquel XR, Pristiq, and 
Cymbalta.
	


RANK 2011 2010 2009 2008 2007

Total US Prescription 
Market

4,024 3,993 3,949 3,866 3,825

1 Antidepressants 264 254 247 241 237

2 Lipid Regulators 260 260 254 242 233

3 Narcotic Analgesics 238 244 241 239 231

4 Antidiabetes 173 172 169 166 165

5 Ace Inhibitors 164 168 166 163 159

Source: IMS Health

Table 2: Top Therapeutic Classes by Prescriptions ( RX in Millions )
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2010 2009 2008 2007 2006

Professional Promotion 6,111 6,585 6,838 6,905 7,457

Direct to Consumer 
Advertising

4,070 4,361 4,429 4,907 4,898

Total Promotion 10,181 10,946 11,267 11,812 12,355

Professional Journal 
Advertising

326 315 387 470 527

Sales Rep Details 5,785 6,270 6,451 6,435 6,930

Table 3: Total US Promotional Spend By Type ( US$ in Millions )

Source: IMS Health

Advertising Expenditures

	
 Table 3 reflects the US promotional spending of the top  
therapeutic classes of pharmaceuticals in the United States. 2006 
boasted the greatest spending on professional promotions with 
$7,457 million with a slight decrease every year after.1 This 
category includes office and hospital promotions as well as 
advertising within medical journals. The category of Sales 
Representatives was the second largest category of spending 
which includes the costs associated with the sales activities of 
the representatives to office-based physicians, hospital-based 
physicians, and directors of pharmacies. This category was 
relatively consistent throughout the years until a decrease in 
2010. 
	
 Direct to Consumer Advertising was next with $4,070 
million spent in 2010 alone.1 This category represents the direct-
to-consumer pharmaceutical advertising for prescription 
products through the medias television, radio, outdoor, 
newspapers, and magazines. The allocation for direct-to-
consumer advertising is less than half in comparison to the 
proportion of professional promotion efforts, making it a 
seemingly under-utilized way of reaching the target market for 
Abilify. DTC, as it is often referred to, is said to be the most 
honest form of pharmaceutical advertising as it is just that, 
advertising.21 Consumers are aware that they are viewing an ad, 
so they are more likely to be critical when viewing it if it is 
something that they are interested in. Therefore, DTC serves as 
an outlet for consumers to begin researching the product or 
asking their physicians about the benefits of a specific product. 21

	

	


MEDIA GRAND TOTAL (2007-2011)

Network Television 536,106.1

Cable Television 154,514.4

Syndication 212,865.4

Spot TV 64,703.8

Magazines 386,058.4

Sunday Magazines 12,742.7

National Newspaper 2,485.7

Newspaper 11,539.2

National Spot Radio 5.9

TOTAL 1,381,021.6

Source: Kantar Media

Table 4: Total Spending By AntiDepressants for the Years 2007-2011
US$ (000)
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Stage in Product Life

	
 According to MarketResearch.com, antidepressants are in 
the growth stage of the product life cycle which indicates a crucial 
period for products and manufacturers.22 This stage in the product 
life cycle poses as the key stage for establishing a position within 
the product’s market. 6 Increased sales and improving profit margins  
are representative of this stage. These increases are stemmed by 
continuing to develop consumer demand through the use of 
advertising and promotional tactics. Consumer awareness during 
this stage is the greatest benefit. As more people become aware of 
the product, demand increases, which in turn, increases revenues. 

Seasonality

Growth Potential/Forecast

	
 There seems to be a trend in the spending of antidepressants on 
media and the amount of prescriptions dispersed during the second 
quarter including April, May, and June and the fourth quarter including 
October, November, and December. This could be in response to the 
millions of people in the United States that suffer form Seasonal 
Affective Disorder which is a form of seasonal depression. It is 
estimated that around 10-20% of the United States population is 
affected by some mild form of SAD. The peak months include June 
and December, leading to more spending on advertising by 
antidepressant companies in the months that precede them. 7

 	
 The potential forecast for the antidepressant industry for the 
next five years displays a constant increase in the demand and sales for 
antidepressant medications in the United States. It is estimated that 
antidepressants reach a total sales of $36,562.94 billion in the year 
2016. This year, it is predicted that a total sales of $26,302.46 billion 
will be reached within this product category. 8
	


	
 The category with the least amount of spending came from 
the professional journal advertising with $326 million spent in 2010 
representing the advertising of pharmaceutical products within 
medical and professional journals. This has consistently been the 
category with the least amount of spending for all five years. 1

	
 Table 4 focuses just on the spending for antidepressant 
medications based on a five-year time period. According to  Kantar 
Media, Network Television was the media where most money was 
spent with $428,499.1 thousand. Magazines came in second with 
syndication following. National spot radio was the least utilized 
media with only $5,900 spent over the five-year period from 2006 
to 2010. For just the category of antidepressant medications, a grand 
total of $1,046,313,000 was spent on the nine media types within 
the five year span. 

	
 However, there are also a few drawbacks to the growth stage. 
One of the main concerns is an increase in competition. This can limit 
the market share of a product, forcing prices lower to compete yet still 
trying to maintain the desired increase in sales. Unlike the introductory 
stage where early adopters will pay premium price for products, the 
growth stage represents a more mature product thus lowering the prices 
of the product is a must in lieu of all the emerging competition. 6

Advertising Expenditures and Yearly Spending
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Economic Environment Legal/Regulatory Environment

Societal Considerations

The United States has been through an economic recession since 
about 2007. Reuters predicts a slight change in the current conditions. 9 In 
August 2011, the unemployment rate dropped from 9.1 to 8.3 percent, and 
February turned out to be a successful month for retailers. They had the 
largest sales gain in the past 5 months. Many economists predict the 
economy to grow at about 2 percent the annual rate per quarter; however, 
the unemployment rate still remains high even with its fall in the past 3 
years. 

Sales for anti-depressants seem to be recession proof. According 
to Ad Age, in 2008 when the economy was depressing, prescriptions of 
antidepressants rose 15 percent. 10 Experts think the poor economy could 
be to blame. Joseph A. Kwentus, MD states that the recent economic 
downturn has produced lots of stress for many Americans possibly 
triggering the increase sale for depression medications. 11

	
 According to the Food and Drug Administration in 1997, 
advertisements for prescription drugs can not be deceptive. They must  
present a fair balance between information about effectiveness and 
information about risk, include a thorough statement conveying all of the 
product’s most important risk information in a language consumers can 
understand, communicate all information relevant to the product’s indication 
(including limitations to use) in language consumers can understand. 21

	
 Print ads are have to contain a brief summary that contains all the 
major information; however, according to the FDA, broadcast ads need to 
only have a “major statement” that covers those risks. It’s not uncommon for 
a company to have to purchase two full-page magazine ads, one for the main 
ad and another for all the information that the summary contains. 21

	
 Direct-to-consumer advertising (DTC) is only allowed in the United 
States and New Zealand. Surveys administered by the FDA show that DTC 
advertising has high viewer awareness. Eighty one percent of 2002 FDA 
respondents recalled seeing prescription drug ads in the three months 
previous to the date of the taken survey. 12

Research done by the American Medical Association, shows a 
relationship between the use of antidepressants and a decrease in adolescent 
suicide. This was especially proven for males that live in lower-income 
regions. 14

Research done by the Kaiser Foundation shows that people 
appreciate the positive benefits of prescription drugs, but are concerned 
about the high prices which gives companies high profits. The public thinks 
that advertising prescription drug brands can help to raise awareness and 
educate consumers, but they also believe that this contributes to the high 
profit that the brands receive. 23

More than half of the public says that ads only do a poor or fair job 
of presenting all the side effects of the medications. The survey is unclear 
whether the direct advertising encourages people who need help to go to 
their doctor for medication, or if it causes unnecessary medicine use. 23
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Source: IMS Health

History of Client

	
 Abilify was discovered by Otsuka Pharmaceutical Company, a 
Japanese pharmaceutical company, in 2002 but did not enter the 
pharmaceutical market until 2006 when it was approved by the Food 
and Drug Administration (FDA).2  It was the first add-on treatment to 
be approved by the FDA for adults with major depressive disorders 
and teens ages 13 to 17 with schizophrenia. It was approved based on 
two studies done on 743 depressed adults who had not seen results 
from the antidepressants they had taken.  They continued to take the 
antidepressants during the studies and in conjunction with the 
antidepressants they either took Abilify or a placebo pill, without 
knowing which was which.  They were given a survey before and 
after the study, and the patients taking Abilify proved to have 
depression relief after the study. 2
	
 Otsuka Pharmaceutical Company partnered with Bristol-
Myers Squibb (BMS) upon the approval of the drug to sell Abilify in 
the United States and Europe. 3 BMS is a BioPharma leader that 
markets many other drugs in areas such as diabetes, oncology, 
cardiovascular, virology and immunology.  Their market share in 
pharmaceuticals is 7.5%.  Otsuka’s partnering with BMS increased 
the brand equity of Abilify, because of the excellent reputation of 
BMS. 3

According to Business Source Premier, in 2009 BMS downsized 
Abilify’s sales force by 25% as part of an extension of the co-marketing pact 
with Otsuka Pharmaceutical Company.  Otsuka countered with an increase in 
the Abilify sales force, thereby keeping the sales force intact..  As shown in 
Figure 1, this initiative was successful.  

Sales

0

1.5

3

4.5

6

2007 2008 2009 2010 2011

       Figure 1:  Abilify’s Sales From 2007-2011 (US$ in Billions)     

Abilify’s sales in the US have steadily increased in the past five years 
and ranked fifth among sales in top US pharmaceutical products.  This high 
ranking and consistent increase in sales indicates that Abilify will continue to 
increase sales, even with the current recession. In 2007, Abilify’s sales were 
only $2.3 billion, but has increase to $5.2 billion in 2011. 
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Product Positioning

Creative Strategy

Abilify is an add-on treatment used in conjunction with 
other antidepressants when antidepressants alone are not enough. 
They primarily target depression patients that are not satisfied with 
the results of the antidepressants they have taken or are currently 
taking.  Their slogan, “A medicine to help you move forward,” 
emphasizes their positioning of being a drug that can help patients 
with depression to reach their treatment goals that they are not 
reaching with antidepressants alone. 4

New Developments

 Abilify is known to grab consumers attention mostly by commercials, 
magazines, and online ads. Many commercials can be found throughout  a 
variety of adult catered stations, at any time of the day. However, the 
commercials are more prevalent at night because that is when the typical 
depressed patient cannot sleep. The commercials usually begin with a dark and 
dreary cartoon character or figure all alone, and then slowly they become 
brighter and happier and light tends to shine on them and their new friends.
 Abilify also uses magazine ads to reach their target audience. Many ads 
in magazines mimic those of the commercial ads. Cartoon characters and 
figures are seen around a group of people which makes patients suffering from 
depression not feel as lonely. The magazine ads also use the technique of 
shining light in a dark area to show the hope there is for people with depression. 
When Abilify advertises online not much of their strategy changes, however the 
audience expands.
 While these are the main places that Abilify advertises there are also 
many other locations such as subways, bus stops, and phone booths so as to 
incorporate some guerilla marketing techniques to reach more people.  

  Abilify’s advertising is mostly present in doctor's offices, health 
websites, or health magazines because people seek a cure and Abilify gives 
them help through ads. The ads may change from time to time but they all 
give a message of hope and a road to recovery for those suffering from 
depression.

 The latest advertisement for Abilify shows a woman trapped in her 
robe like she was trapped by her depression and is aided by help from her 
doctor. Abilify has also recently began to expand their target market to 
more specific depression disorders such as bipolar, schizophrenic disorder, 
and irritability with autism disorder due to the fact that many of these 
disorders bring on depression like symptoms. As well, Abilify is being 
reviewed as to whether it should be used as a stand-alone drug rather than 
a drug used in conjunction with other anti-depressants, as it is used 
currently. Abilify is expanding but not just for depression, but for all 
disorders with depression like symptoms.



Competitor Analysis

8

Seroquel XR

BACKGROUND
	
 Seroquel XR is produced by AstraZeneca, a 
pharmaceutical company in the United States. 15 Seroquel XR is 
fabricated for anti-depressant use and bipolar use. Seroquel XR is 
a psychotropic agent that belongs to the chemical class 
dibenzothiazepine derivatives. This capsule shaped and film 
coated tablet is supplied for oral administration and has strengths 
expressed in milligrams. Seroquel XR is a tablet that is made to 
be taken once a day. This tablet is recommended for adults for 
different reasons such as an additional treatment to an 
antidepressant for patients with major depressive disorder (MDD) 
who did not have a sufficient response to antidepressant therapy. 
It is also approved in adults for acute depressive episodes in 
bipolar disorder, acute manic or mixed episodes in bipolar 
disorder alone or with lithium or divalproex, or lone-term 
treatment of bipolar disorder with lithium or divalproex, or for 
schizophrenia. 15 Seroquel has seen a steady increase in sales over 
the last five years beginning with $3.4 billion in 2007 and 
recently bringing in sales of $4.6 billion in 2011. 
	
                                  
CREATIVE STRATEGY
	
 On its website Seroquel XR proposes a free trial offer for 
those who are eligible. Clicking on the link on its website allows 
you to learn more about this offer and what the eligibility 
requirements consist of.  AstraZeneca, the company that produces 
Seroquel XR, takes pride and supports several programs that can 
aid patients. It is in partnership with many leading mental health 
organizations such as The Jed Foundation, Mental Health 
America, Families for Depression Awareness and the National 
Alliance on Mental Illness (NAMI). 

Cymbalta
BACKGROUND
	
 Cymbalta is one of the depression medications that is considered a 
major competitor of Abilify. The drug is known by  the generic name 
duloxetine. It is classified as a serotonin and norepinephrine reuptake 
inhibitor. Cymbalta was created by David Robertson, David Wong, and 
Joseph Krushinski in 1986.17 This team of scientists, from the Eli Lilly 
Research Group, also created the medication Prozac. Cymbalta is primarily 
a medication to treat  depression, but it can be prescribed for other uses as 
well. Doctors have been known to also prescribe the drug for anxiety, 
diabetic nerve pain, osteoarthritis pain, chronic low back pain, and 
fibromyalgia. Compared to other depression medications, Cymbalta has 
been shown as the best to relieve the pain caused by the disorder.18 This 
medication is offered by prescription only and treats a wide range of 
symptoms. Cymbalta was one of the top prescription spenders in the US. In 
2011, sales reached $3.7 billion making them the third highest anti-
depressant medication brand in terms of spending following Abilify  and 
Seroquel XR.
 

PRODUCT POSITIONING
 Cymbalta advertises their product by  showing the different 
disorders and symptoms they treat. Unlike most medications, they  not only 
treat depression, but  also the pain side effects associated with the disease. 
In comparison, Abilify is used as an add-on medication when a depression 
medication only is not enough to help the patient. Cymbalta also offers a 
free 30 day trial for patients who are not ready to commit to the 
medication, but want to see what it can do for them. The medication 
positions their product as a delayed release capsule. This means that 
Cymbalta delivers medicine over a longer period of time giving the patient 
more even blood levels. 
 



Competitor Analysis

9

Cymbalta Continued
CREATIVE STRATEGY
	
 Cymbalta’s creative strategy uses a consumer approach that 
ties in with the target’s lifestyle. Their tagline “Cymbalta can help” 
refers to the medications treatment of not only a mood disorder, but 
also the pain that is caused by depression in some cases. The 
advertisements appeal emotionally to the target by using a 
resonating tactic. The company shows situations that people with 
depression can relate to, such as sadness and loss of interest in 
everyday activities. Cymbalta also uses their treatment of other 
disorders to their advantage when advertising. Other depression 
medication brands, like Abilify, do not treat the range of other 
disorders that Cymbalta does, so they are at an advantage. 
NEW DEVELOPMENTS
	
 In 2004, Cymbalta was approved in the European Union to 
treat urinary incontinence. The brand in Europe is commonly used 
to treat this disorder more than it is used to treat depression. Before 
2007, Cymbalta was not prescribed to treat generalized anxiety 
problems. However, in February of that year the FDA approved the 
brand for the treatment of the disorder. 

Pristiq

PRODUCT POSITIONING
	
 Pristiq advertises their extended release tablets with information on 
how they  can treat a broad range of depression symptoms. They also claim to 
treat some of the physical symptoms caused by the disorder such as trouble 
sleeping, fatigue, concentration issues and weight change. Pristiq, like Abilify 
is a newer medication on the market used to treat depression. They have the 
advantage of boasting the most up to date medication with the latest 
discoveries of how to treat depression. Pristiq also focuses on selling the 
medication to women. It  has been statistically proven that women are more 
likely to have depression than men, so the brand took advantage of this 
information and market their product to women mainly. They  do this by using 
female wind up dolls and showing situations that the average would 
participate in daily and may have trouble with because of the disorder. 

CREATIVE STRATEGY
 Pristiq’s creative strategy uses a consumer approach focusing on the 
consumer’s lifestyle. One of Pristiq’s taglines is “think beyond start” which 
refers to the simplicity  and tolerability of dosing. The advertisements use an 
emotional resonating appeal to identify with the consumer that has a form of 
depression. The company uses a wind-up doll to show that they understand 
how life can be a constant  struggle sometimes, but Pristiq can help make it 
easier. This brand wants to show that if you have a form of depression, it 
does not have to dominate your life. Using this medication will not only 
make you more emotionally stable, but it will also treat the physical 
symptoms of the disorder. These two things combined are what Pristiq 
advertises and claims to treat in adults.   

NEW DEVELOPMENTS
 Because Pristiq is such a new product, having been released in 2008, 
it hasn’t had many new developments. However, they have been approved to 
treat additional side effects of depression such as the physical symptoms that 
are associated with the disease. Pristiq has recently  come out with a savings 
card that is offered to help the patient save more on their medication. 
Consumers can save up to $15.00 a month on the medication. This will help 
the target cover costs, since the product is not yet available in a less 
expensive generic form.

 

BACKGROUND
 Pristiq is a major competitor of Abilify in the anti-depressant 
medication category. The drug is known by the generic name 
desvenlafaxine. It is classified, like most depression medications, as a 
serotonin and norepinephrine reuptake inhibitor. Pristiq was first approved 
by the FDA March of 2008. Wyeth Pharmaceuticals is the company that 
produced Pristiq and submitted the drug for FDA approval. 16 Pristiq is 
mainly used for the treatment of major depressive disorder in adults.



NETWORK TV CABLE TV SYNDICATION SPOT TV MAGAZINES SUNDAY MAGS NATL NEWSP NEWSPAPER TOTAL

Abilify 42,534.8 30,084.0 6,904.8 571.2 43,274.0 1,392.3 0.0 0.0 124,761.1

Cymbalta 36,963.5 8,889.4 37,823.0 1,864.8 32,748.1 0.0 0.0 0.0 118,288.8

Pristiq 29,510.6 9,026.6 13,528.3 65.7 40,620.7 5,916.1 0.0 0.0 98,667.8

Seroquel XR 16,465.5 3,414.2 0.0 21,880.1 31,065.4 3,290.7 328.5 286.8 76,731.2

Seroquel XR Bi-Polar 0.0 0.0 0.0 0.0 3,160.2 0.0 0.0 0.0 3,160.2

Zoloft 0.0 0.0 0.0 5.5 0.0 0.0 0.0 0.0 5.5

TOTAL 125,474.4 51,414.2 58,256.0 24,387.3 150,868.4 10,599.1 328.5 286.8 421,614.7

Table 5: Anti-Depression Medication Competitive Expenditure Analysis for the Year 2011
Dollars (000)

Source: Kantar Media Intelligence

	
 The periods covered within this report of anti-depression 
medications and their advertising expenditures are the years ranging from 
January 2007 to December 2011. The data received for the time frame 
presented came from Kantar Media Intelligence’s Ad$pender database. 
Starting in the year 2007, anti-depression medications such as Zoloft, Paxil, 
Paxil CR, and Effexor XR were the medications advertised within this time 
period. During 2008, the medications represented included Effexor XR, 
Zoloft, Abilify, and Cymbalta. Pristiq and Seroquel XR were the only new 
anti-depression medications introduced in the year 2009 with Abilify, 
Cymbalta, and Zoloft continuing their advertising efforts. In the year 2010, 
Zoloft, Abilify, Cymbalta, Pristiq, and Seroquel XR were the medications 
still advertised. Also, in 2010 Seroquel XR offered medicine 

Competitor Expenditure Analysis

10

Basic Analysis specifically for bi-polar disorder and one for anti-depression. All the anti-
depression medications represented in 2010 continued their growth in 2011. 
All the numbers presented within the following tables are expressed in 
thousands where the accurate amount can be achieved by multiplying the 
numbers by 1000 and the pie charts are represented with percentages.



Competitor Analysis

TOTAL SHARE OF VOICE 
ACROSS ALL MEDIA

Abilify 29.6

Cymbalta 28.1

Pristiq 23.4

Seroquel XR 18.2

Seroquel XR: Bi-polar 0.7

Zoloft 0.0

TOTAL 100.0

Source: Kantar Media Intelligence

Table 6: Share of Voice Chart Across All Media For The Year 2011
Percentages (%)

	
  Table 6 shows the share of voice for Abilify and its competitors across 

all media for the year 2011. Abilify had the highest level of expenditures with 

29.6% share of voice for all media combined in 2011. Zoloft spent so little in 

2011 that they had a 0.0% share of voice across all media. Cymbalta had the 

second highest share of voice at 28.1% meaning that out of all the money spent 

on advertising across all media, Cymbalta represented 28.1% of all spending. 

They spent the majority of their advertising money in syndication. Pristiq had a 

23.4% share of voice and Seroquel XR (Anti-depressant) had a 18.2% share of 

voice. Seroquel XR (Bi-polar) had the second lowest level of expenditures with 

0.7% share of voice for all media combined. They spent their advertising money 

only in magazines. Therefore, Seroquel XR (Bi-Polar) was a small player in the 

advertising spending in the year 2011. 
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 According to Kantar Media Intelligence, Table 5 refers to the total 

advertising expenditures of anti-depression medications for the year 2011. 

The total expenditure for all brands was $421,614.7 thousand with Abilify 

topping the chart with a total of $124,761.1 thousand in advertising 

spending while Zoloft spent far less than the rest of the competitors. 

National newspaper, newspaper, and national spot radio were mediums that 

were rarely used if used at all. Magazines boasted the greatest amount of 

advertising with $150,868.4 thousand while national spot radio brought in 

no advertising money. 

Category Expenditure and SOV Across All Media



Media Mixes

NETWORK     
TV

CABLE TV SYNDICATION SPOT TV MAGAZINES SUNDAY 
MAGS

NATL 
NEWSP

NEWSPAPER

Abilify 34.1 24.1 5.5 0.5 34.7 1.1 0.0 0.0

Cymbalta 31.2 7.5 32.0 1.6 27.7 0.0 0.0 0.0

Pristiq 29.9 9.1 13.7 0.1 41.2 6.0 0.0 0.0

Seroquel XR 21.5 4.4 0.0 28.5 40.5 4.3 0.4 0.0

Seroquel XR

Bi-polar

0.0 0.0 0.0 0.0 100.0 0.0 0.0 100.0

Zoloft 0.0 0.0 0.0 100.0 0.0 0.0 0.0 0.0

TOTAL 38.8 11.2 15.4 4.7 28 0.9 0.2 0.8

Table 7: Media Mixes For The Year 2011
Percentages (%)

Source: Kantar Media Intelligence

	
 According to data from Kantar Media Intelligence, magazines were 

the most used media for the year 2011 as seen in Table 7. All of the 

brands except for Zoloft spent a significant portion of their budget on 

advertising in magazines while Seroquel XR (Bi-Polar) allocated its 

entire budget to this media.  The second most used medium was network 

TV.  National newspaper and newspaper had the exact same media mix 

with Seroquel XR being the only brand to allocate any portion of their 

budget to advertise there.  Abilify spent 34.7% of its entire advertising 

budget on magazines with this media being its largest allocation.  It 

spent the second largest portion of its budget on network TV at 34.1%.  

	
 The brands Pristiq and Seroquel XR followed this trend by 

spending a significant portion of their budget on magazines and network 

television, whereas brands like Seroquel XR (Bi-Polar) and Zoloft 

allocated all of their media budget to one media type which included that 

of magazines for Seroquel and spot television for Zoloft.
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13.1%

23.5%

29.5%

33.9%

Share of Voice for Network TV for 2011

Abilify
Cymbalta
Pristiq
Seroquel XR (Anti-Depressant)
Seroquel XR (Bi-Polar)
Zoloft

Source: Kantar Media Intelligence

6.6%

17.6%

17.3%
58.5%

Abilify
Cymbalta
Pritiq
Seroquel XR (Anti-Depressant)
Seroquel XR (Bi-Polar)
Zoloft

Source: Kantar Media Intelligence

Share of Voice for Cable TV for 2011

	
 According to Kantar Media data and in reference to Figure 2, of the 
total buys in Network TV in 2011, 33.9% comes from Abilify. Abilify is a 
dominant figure in the Network TV category because it has the highest 
percentage of share of voice. Following Abilify, Cymbalta has the next 
highest share of voice. Of the total buys in Network TV, 29.5% came from 
Cymbalta making it the next most dominant figure in terms of share of voice 
in the Network TV category. Of the total buys in Network TV, 23.5% were 
coming from Pristiq, 13.1% were coming from Seroquel XR (Anti-
depressant) and 0%  were coming from Seroquel XR (Bipolar) and Zoloft. 

Figure 2: Figure 3: 

Expenditure and SOVs For Specific Media

	
 Of the total buys that were made in Cable Television in 2011, 58.5% 
were coming from Abilify when referring to Figure 3. Abilify was a dominant 
figure in cable television advertising because it had the highest share of voice 
when compared to its competitors. Following Abilify, Pristiq made up 17.6% 
of the total buys in cable television. Of the total buys that were made in Cable 
Television in 2011, 17.3% were coming from Cymbalta.

from Seroquel XR (Anti-Depressant). Seroquel XR (Bipolar) and Zoloft did 
not make any buys in cable TV.  

2.1%
20.6%

26.9%
21.7%

28.7%

Share of Voice For Magazines in 2011

Abilify
Cymbalta
Pristiq
Seroquel XR (Anti-Depressant)
Seroquel XR (Bi-Polar)

Source: Kantar Media Intelligence

Figure 4: 



Competitor Analysis

	
 For magazines, share of voice was spread pretty evenly between 
four of the anti-depressant medications including Abilify, Cymbalta, 
Pristiq, and Seroquel XR (Anti-Depressant). In Figure 4, Abilify, 
Cymbalta, Pristiq, and Seroquel XR (Anti-Depressant) are listed to 
compare their share of voice for 2011. Seroquel XR (Bi-Polar) only 
advertised in magazines in 2011 and had the smallest share of voice 
with 2.1% meaning that of all the advertising spending for magazines, 
Seroquel XR represented 2.1% of the total expenditure for this specific 
medium. Abilify had the largest share of voice for magazines with 
28.7%  spending $43,274.0 in 2011. Zoloft was the only anti-depressant 
competitor that did not use magazines to advertise in 2011. Magazines 
proved to be a popular place for anti-depressant companies to place 
advertisements. The total amount spent by the five companies that 
advertised was $150,868.4 million for the 2011 year.

 14 

	
 Abilify and three of its competitors advertised using spot TV in 
2011. According to Figure 4, Seroquel XR (Anti-Depressant) spent the most 
and had a share of voice of 89.8% meaning that of all the spending on spot 
TV, Seroquel XR represented 89.8% of the total expenditure. Pristiq spent 
the least and had a share of voice of only 0.3%.  Abilify, spent $571,200 on 
spot TV advertising in 2011 and had a share of voice of 2.3%. Seroquel XR 
(Bi-Polar) and Zoloft both had a 0.0% share of voice meaning that they 
were not players in the spending for the spot TV media outlet. The total 
anti-depressant advertising spending for spot TV in 2011 was $24,387.3 
million. Seroquel XR’s(Anti-Depressant) advertising dollars made up most 
of the total spending with $21,880.1 million.

Expenditure and SOVs for Specific Media Continued
	
 Of the total buys that were made in syndication in 2011, 11.9% 
came from Abilify. The most dominant buyer was Cymbalta with a share of 
voice of 64.9%. Pristiq had the second highest number of buys with 23.2% 
meaning that of all the money spent on advertising for syndication, Pristiq 
represented 23.2% of the total amount for this media outlet. Seroquel XR, 
Seroquel XR (Bi-Polar) and Zoloft did not have any share of voice in 2011 
in syndication. Of the total buys in Sunday magazines in 2011, 13.1% 
comes from Abilify. Pristiq was the most dominant brand in this category, 
because it has the highest percentage of share of voice with 55.8%. 
Following Pristiq was Seroquel XR with 31.0%. These were the only 
brands with share of voice in Sunday magazines in 2011.



Competitor Analysis

YEAR
NETWORK     

TV
CABLE TV SYNDICATION SPOT TV MAGAZINES SUNDAY 

MAGS
NATL 

NEWSP
NEWSPAPER TOTAL

2007 5,276.5 4,104.7 9,738.7 95.2 2,028.4 0.0 0.0 0.0 21,249.4

2008 5,471.0 7,887.0 4,448.5 333.3 4,169.1 0.0 0.0 0.0 24,422.6

2009 185,295.3 41,388.9 64,121.6 19,889.5 94,745.5 1,448.0 0.0 0.0 406,888.6

2010 212,475.0 49,719.3 76,301.5 19,998.3 134,247.1 695.6 2,157.2 11,252.4 506,846.4

2011 125,474.4 51,414.2 58,256.1 24,387.3 150,868.3 10,599.1 328.5 268.8 421,614.7

TOTAL 536, 106.1 154,514.4 212,865.4 64.703.8 386,058.4 12,742.7 2,485.7 11,539.2 1,381,021.5

Table 8: Yearly Spending From Years 2007 thru 2011
Dollars (000)

Source: Kantar Media Intelligence

Over the five year period, there were several trends.  There was a 
gradual increase each year in the total use of network TV, cable TV, spot TV 
and magazines across all anti-depressant brands. Overall, the total spending 
increased slightly from 2007 to 2008 and then had a significant increase in 
2009 and 2010.  The total media spending decreased by almost $100 million 
in 2011 according to Table 10.

In 2007, the major player in the media budget spending was Effexor 
XR.  Abilify came into the picture in 2008 and took over the market and 
continued to do so until 2010 when Pristiq and Cymbalta increased media 
budgets as well.  These three brands remained the top three spenders into 
2011.  
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Yearly Spending

In general, the category spending increased over time, however from 
2010 to 2011 several of the categories had a decrease in spending.  

Network TV, syndication, national newspaper and 
newspaper all experienced this decrease.  National spot radio did not 
fit with the trend of increase throughout the five year span.  It only 
had spending in 2007 and Paxil was the only brand that allocated any 
of its budget to national spot radio.  After 2007, none of the anti-
depressant brands allocated any of their media budgets to national 
spot radio.

In 2007, each category had one brand thats share of voice 
dominated each media type.  For example, Effexor XR bought 100% 
of the space in national TV, cable TV and syndication.  This means 
that no other brands spent any of their media budget on these media 
types.  This trend of one brand dominating each medium changed 
starting in 2008.  There began to be more dispersion across brands as 
this increased each year.  However, Zoloft and Seroquel XR (Anti-
Depression) did not have high share of voices over the five years.



Competitor Analysis

Each brand’s media mix stayed fairly consistent throughout 
the five years.  Each brand tended to focus a similar portion of their 
budget  on the same media types each year.  Abilify, Cymbalta and 
Pristiq allocated the majority of their budget to network TV and 
magazines each year after 2008.  Zoloft allocated all of its budget to 
spot TV every year.  

One very interesting trend is that Zoloft’s entire media 
budget was spent on spot TV every year from 2007 to 2011.  However, 
Zoloft’s share of voice was significantly lower than other brands. This 
means that although Zoloft spent their entire media budget on spot TV, 
other brands allocated more money to spot TV than Zoloft’s entire 
budget.  
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Yearly Spending Continued

Other Trends

	
 Based on the quarterly data from Kantar Media Intelligence output, 
Abilify spent more of its budget on network television each quarter than 
cable television from the 4th Quarter of 2008 until the 4th Quarter of 2011. 
Abilify’s quarterly spending for magazines was also much higher than any 
of its other media allocations. From the 1st Quarter of 2007 until the 3rd 
Quarter of 2009, there was no spending for the mediums Sunday 
magazines, national newspaper, or newspaper. Also, there was no media 
spending for the above mediums during the 1st quarter of 2010 and the 1st 
Quarter of 2011 by any of the anti-depression brands. National spot radio 
was utilized only once within the five year span by Paxil in the 1st Quarter 
of 2007 with a total advertising expenditure of $5,900. There does seem to 
be a consistent increase of spending for quarters 2 and 4 indicating a trend 
of seasonality within the summer and winter months. As the report 
previously states above, this could be a result of the prevalence of Seasonal 
Affective Disorder within the United States. 

Conclusion

	
 In the time period of 2007-2011, the total amount of spending 
among all brands was at its peak in 2010 at $506,846.4 thousand according 
to Kantar Media Intelligence.  Network TV had the largest total media 
spending overall in 2010.  There was a gradual increase each year in the 
total use of network TV, cable TV, spot TV and magazines across all anti-
depressant brands. Throughout the time period each year, each brand spent 
generally the same portion of their budget on the same media types. 
Newspaper and national newspaper were found to be unpopular mediums; 
only Seroquel XR utilized these mediums. Of the total buys that were made 
across all media types, 29.6% came from Abilify. Abilify utilized network 
TV, cable TV, syndication, spot TV, magazines and Sunday magazines. In 
2011, Abilify had the largest share of voice among all media types with a 
total spending of $124,761.1 thousand making it a dominant player among 
actively advertising anti-depressant brands. Its media mix is similar to the 
other competitors as it puts most of its emphasis on network television. 
However, it is different as some competitors put a lot more spending into 
some under utilized medias like spot television and newspaper. 

Short Recommendations
	
 In 2011, none of the competitors utilized national newspaper, 
newspaper, and national spot radio. Both national newspaper and newspaper 
were used in January of 2011 but were not utilized again throughout the year 
2011. National spot radio was used once in prior years but was not used by 
any of the competitors for the year 2011. These media outlets should most 
likely not be utilized as they are not the best means of reaching an audience 
due to the extensive copy that is necessary for pharmaceutical products in 
order to accurately disclose all possible side effects, instruction of use, etc.
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Consumer Analysis 

	
 Using data collected from Simmons Media Research Bureau, a 
target audience for Abilify seems to surface. The target market 
includes: 
	


• Women ages 35-64 years old
• They are high school graduates
• Income is $20,000-$59,999
• They are disabled or not employed 
• Reside in the South or Southwest region of the United States 

	
 Through the use of Simmons research, it is apparent that 
women are much more likely to suffer from depression than men with 
an index of 133. This number indicates that women are 33% more 
likely than the national average to suffer from depression in 
comparison with men’s index of 65. One of the main reasons women 
are more susceptible to depression than men lies within their biological 
differences.19 The main factor that largely affects the depression rates 
in women over men is hormonal regulation. Menopausal symptoms, 
otherwise known as estrogen depletion, display increased depression 
rates and when another factor is taken into account, known as 
vasomotor instability or hot flashes, depression rates in women rose by 
16%. Simmons indicated that people within the higher end of the 
target’s age range of 55-64 are 12% more likely to have had depression 
in the last 12 months, an index larger than any other age range. This 
could indeed be the results of these women becoming infertile and 
feeling that they have aged or become elderly. 19 Simmons also 
indicated that those within the age range of 35-49 are 11% more likely 
to have suffered depression within the last 12 months and those 45-54 
are 9% more likely than the national average. 
	
 There is also a high correlation with the career status of these 
women and their likelihood of suffering from depression. Women who 
are not employed showed an index of 142 indicating that women in 
this category are 42% more likely to suffer from depression than the 
national average. Women who are disabled resulted in a staggering 
index of 347, 247% more likely than the national average. 
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Demographics 	 Geographics may also play a role in where the highest level of the 
target may be residing. The Southwest region of the United States boasted 
the highest likelihood of people with depression within the last 12 months 
with an index of 118. However, the highest vertical percentage belonged to 
the South. Of all the people who suffered from depression within the last 
year, 33.8% were from the southern region. Therefore, the target we are 
hoping to reach lives in these two suggested areas of geography. The target 
is also more likely to live alone with an index of 127. 
	
 Education seems to be a less deciding factor as the indexes of the 
various education levels seemed to be relatively the same; however, based 
on the vertical percentages, one category stood out. Of all those depressed 
within the last year, 32.8% of them graduated high school but did not 
attend college. This was by far the highest percentage indicated by 
Simmons within this category. 
	
 Household income, however, could possibly be an important aspect. 
It is evident that those with an income of $20,000 to $59,999 are more 
likely to suffer from depression in comparison with the national average. 
Those who make between $20,000 and $24,999 are 27% more likely and 
those making between $25,000 and $29,999 are 25% more likely. These 
ranges represent the highest indexes of the income range, however an 
income of $40,000-$49,999 shows an index of 119 with all other incomes 
within this range representing indexes greater than the national 
average.Therefore, targeting women 35-64 who have a household income 
within this range will most likely increase the sales of Abilify.

	

	

	
 Those who suffer from depression have strong opinions and 
attitudes about their condition and how they obtain the right information. 
Those who suffer from this ailment are 20% more likely than the national 
average to believe that it is important to go visit the doctor when they are 
ill and 21% more likely to only use drug brands that are recommended by 
their physicians. This can be further proved by their belief that prescription 
drugs are more effective than over-the-counter medications evidenced by 
an index of 116. As it is seen through the Simmons database, doctors play a 
large role in the health and medicinal decisions of the target market. Of all 
those that suffered with depression in the last 12 months, 54.8% agreed 
that they always do what their doctor recommends. 
	


Psychographics
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 Advertising also plays a major role in the 
decision-making process of this specific audience. 
Those who suffer from depression are 40% more 
likely to ask a doctor for a prescription medication 
that they have seen advertised. With an index of 
127, these women are searching for the most 
advanced medicines to aid in their illness, with a 
20% more likelihood belief that the information 
dispersed by the pharmaceutical companies is 
indeed credible and useful information. When 
referring to specific mediums, this target is 26% 
more likely than the national average to read the 
small print on magazines and newspapers as well as 
29% more likely to gather medical information 
from newsletters. This indicates that the target will 
respond greatly to Abilify’s print advertising as 
they not only believe information provided by 
pharmaceutical companies, but are more apt to read 
and research the product. Also, if Abilify utilizes 
physician recommendations, it will most likely 
result in a greater response from the intended 
target.

Objectives

	   The following objectives will direct Abilify in 
selecting the most effective mediums in which to 
advertise. They will also define the time patterns, 
geographic region of the target market, creative 
requirements, advertising, reach and frequency, etc.

MARKETING
• Increase sales by 16% from 5.2 billion to 6.0 billion 

within 1 year due to Abilify’s current sales trends 
and percentage of increased sales annually.

ADVERTISING
• Increase awareness by 25% of Abilify’s positioning 

as being an add-on medication to the target’s 
current anti-depressant medication.

• Assure the target market of Abiify’s effectiveness.
• Reinforce the credibility of the medication through 

physician testimonials and recommendations. 

TARGET AUDIENCE
• Focus the distribution of the message on women 

ages 35-64 who are high school graduates. They 
will most likely have an annual income of $20,000-
$59,999 and will be either unemployed or disabled. 

CREATIVE REQUIREMENT
• Endorse the effectiveness of Abilify to women ages 

35-64 as a supplemental medication that can 
strengthen the success of their current anti-
depressant treatment. By using physician 
testimonials and recommendations, the credibility 
of Abilify’s usefulness to the target can be further 
achieved. 

REACH AND FREQUENCY
• Achieve a 60% reach among the target audience of 

women while establishing a frequency of 5 in the 
two months proceeding the peak months of June 
and December, while maintaining a frequency of 3 
and a reach of 45% in all other months that are not 
a part of the peak advertising periods.

TIMING
• Utilizing a pulsing technique of advertising 

throughout the year between the months of 
September 1, 2012 and August 31, 2013 while 
placing an emphasis on the months proceeding 
peak periods to exploit depression’s seasonality.

Based on the psychographics 
of this target and the 

importance they place on the 
recommendations of their 

physicians, doctor testimonials
 will prove to be the most 
effective way in reaching

this audience.

Reach and frequency, as well as 
timing, go hand in hand when 

capitalizing on the seasonality of 
depression. Therefore, advertising 
heavily in the months leading up to 
June and December will prove to 

reach the most of our target
 audience in a time where 

depression is so prevalent.
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Objectives

GEOGRAPHY
• Develop a national campaign with a focus 

on the Southern and Southwest regions of 
the United States where depression levels 
are indicated to be higher. 

• Figure 5 shows the states where the 
likelihood of depression is the highest and 
represented by the state’s index. 

SPECIAL MARKETING PROBLEMS
• Coordinating all forms of media, 

including television and print, within the 
months preceding June and December to 
maximize on the prevalence of depression 
within these specific months known as 
Seasonal Affective Disorder. 

BUDGET
• Reach the target market through the 

successful implementation and 
achievement of all the previously stated 
objectives in the most cost efficient way 
with a total media budget of $110 million. 

Southwest Region

Colorado-121

New Mexico-134

Texas-132

Utah-160

Southern Region

Mississippi-169

Missouri-114

South Carolina-160

West Virginia-140

Figure 5 : Map of Geographic Indexes by Selected Regions
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Suggested Media/Vehicles

	 The strategies and tactics for Abilify will 
be discussed within the following section 
consisting of suggested media, media 
alternatives, and discouraged media. Our target 
market includes women ages 35-64 who have 
graduated high school but did not seek further 
education. The majority of the intended audience 
resides in the southern region of the United 
States as well as states in the Southwest. They 
have an average annual income of $20,000-
$59,999 and are likely disabled or unemployed. 
	
 According to the Simmons database, the 
amount of people who suffer from depression is 
estimated to be around 17.9 million in the 
United States in the last year. Of that projection, 
68.5% are women sufferers. Therefore, our 
target market will focus on women that suffered 
from depression within the last year which is 
approximately 12.2 million. 
	
 In the past, Abilify has allocated the 
majority of the advertising budget to magazines 
and network television. This seems to be a trend 
across all major anti-depressant medication 
brands. 
	
 Our recommendations for Abilify is to 
capitalize on the under-utilized media type, 
cable television, increasing Abilify’s position by 
such a large margin in comparison to its 
competitors that it will stand as the sole and 
dominant advertiser within this media. 
Magazines are recommended to continue to be a 
primary source of advertising for Abilify, but 
with not as much financial allocation as cable 
television. 

CABLE TELEVISION

	 Abilify is already the leader in 
advertising spending in cable television 
amongst its competitors. However, in 2011, that 
was not its largest advertising expenditure. 
Although Abilify had the largest share of voice 
for cable television, it spent the greatest portion 
of its budget in 2011 on network television and 
magazines, at about $43 million for each 
medium.  None of the competitors allocated a 
large percentage of their media mix to cable 
television.  Because of this, increasing spending 
on cable television will set Abilify apart among 
anti-depressant brands.  
	
 According to Simmons database, 28% 
of people who suffer from depression are heavy 
users of cable television as well as being 40% 
more likely than the national average to use this 
heavy with an index of 140. However, due to 
insufficient data, it is unclear what the exact 
percentage of Abilify’s target watches cable 
television.

NETWORK RATING CPS SPOTS CPM TOTAL ($)

USA 1.9 $35,910 400 $2.93 $14,364,000

TBS 1.5 $28,350 450 $2.32 $12,757,500

TNT 1.4 $26,460 350 $2.16 $9,261,000

Lifetime 1.0 $18,900 800 $1.54 $15,120,000

A&E 0.9 $17,010 650 $1.39 $11,056,500

TOTAL 2,650 $62,559,000

	
 Choosing cable television as a medium 
has many advantages.  It will enable Abilify to 
reach a specialized audience by placing 
advertisements in programs geared toward a 
specific target. This will allow Abilify to reach 
their target of women through selecting shows 
that appeal to the older women demographic. A 
good example of this would be to advertise on 
Lifetime, a network geared towards women.  
This network would also be a good choice 
because of people that suffered from depression 
in the past twelve months, 29.3% watch 
Lifetime.

Another advantage of cable television is 
that it is cost efficient.  Although buying 
television advertisements can be expensive, cable 
television will allow Abilify to build high 
frequency, and when paired with a network buy, 
high reach, thus increasing brand equity and 
accomplishing the media objectives.

Table 9:  Costs for Cable Television Advertisements

Source: Koeppel Direct and Media Flight Plan
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Suggested Media/Vehicles

 CABLE TELEVISION SUGGESTED 
NETWORKS AND SHOWS

	
 Five networks were selected for Abilify’s 
media plan based on rating (~1+) and the target’s 
likelihood to view the networks.  The five networks 
include: TBS, TNT, USA, Lifetime and A&E and 
are represented in Table 9 on the previous page.
	
 By using Simmons, specific shows within the 
five networks that would better reach Abilify’s target 
were revealed. Table 12 indicates these shows  as 
CSI: Miami, Intervention, Army Wives, Desperate 
Housewives, Grey’s Anatomy, Cold Case, Law & 
Order, Law & Order: Criminal Intent, NCIS, Family 
Guy, Seinfeld and Sex and the City.  
	
 Since the target is made up of adult women, 
shows that are directed towards a female audience 
would be the best selection for Abilify to place 
advertisements in. Shows like Desperate Housewives 
on the Lifetime Network or Sex and the City on TBS 
would be an excellent spot to place advertisements for 
Abilify.  Also, according to Simmons output, adults 
who suffer from depression are 84% more likely than 
the average adult to watch Desperate Housewives and 
38% more likely to watch Sex and the City.
	


SHOWS RATING INDEX

Army Wives 0.9 143

Desperate Housewives 2.6 184

Grey’s Anatomy 2.8 139

Cold Case 2.6 148

Law & Order 2.6 123

Law & Order: Criminal 
Intent

2.8 164

NCIS 2.7 142

Family Guy 4.5 133

Seinfeld 0.5 132

Sex and the City 0.3 138

Table 10: Suggested Cable Shows

Source: Simmons and Nielsen Ratings

MAGAZINES
	
 Magazines prove to be an ideal visual 
medium for Abilify’s advertising. The 
company has used this medium in the past. In 
2009, it spent 34.7% of its advertising budget 
on magazines, spending $43,274. The 
company allocated the most of its budget to 
this medium, and spent the largest amount 
compared to other anti-depressant brands. 
Magazines were the top seller for most anti-
depressant medicine companies. In fact, 
Seroquel XR Bi-polar spent all (100%) of its 
expenditures on this particular medium. 
Seroquel XR, allocated 40.5% to the medium, 
and Pristiq, 41.2%. They were also high 
spenders in magazines. 
 According to SMRB, Abilify’s target 
was 50% more likely than the national 
average to read women’s publications. Of 
the people that had depression in that year, 
91.1% of them read women’s magazines. 
This shows that Abilify’s target is reachable 
through this medium.
 The greatest advantage when using 
magazines to advertise is the specialization. It 
is easy to narrow in on a target and trigger 
their interests or geographical locations. There 
is also a broad selection of publications. 
Magazines can catch the attention of 
audiences that do not watch much television, 
but instead, might read more. There is a long 
shelf life with magazines, and they tend to be 
passed from person to person, either inside or 
outside of the home. 

	
 The majority of Abilify’s media budget 
will be allocated to cable television. Abilify will 
spend approximately $62.6 million on this 
specific media. Within cable television, Abilify 
should plan to buy numerous spots for each of 
the top five networks for the target. As shown in 
Table 10, Abilify should purchase the most 
advertisements to be placed on the Lifetime 
Network because of its selectivity towards the 
suggested target of women and its cost efficiency 
with a low CPM of $1.54.
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Suggested Media/Vehicles

MAGAZINES RATING CPS SPOTS CPM TOTAL ($)

Cosmopolitan 4th Cover 14.6 $329,500 3 $36.1 $988,500

Cosmopolitan Full Page 14.6 $244,100 14 $5.74 $3,417,400

Cosmopolitan 3rd Cover 14.6 $268,500 4 $22.1 $1,074,000

Home Journal 2nd Cover 8.1 $280,000 4 $55.5 $1,120,000

Home Journal Full Page 8.1 $101,850 12 $6.73 $1,222,200

Home Journal 4th Cover 8.1 $328,400 3 $86.8 $985,200

Better Homes Full Page 14.5 $128,860 21 $2.06 $2,706,060

Better Homes 4th Cover 14.5 $734,450 3 $82.04 $2,203,350

People 2nd Cover 16.8 $382,300 4 $26.8 $1,529,200

People Full Page 16.8 $305,900 16 $5.36 $4,894,400

Reader’s Digest Full Page 10.1 $185,300 14 $2.38 $2,594,200

Reader’s Digest 4th Cover 10.1 $241,000 4 $10.84 $964,000

Parade Full Page 30.3 $1,008,600 13 $2.39 $13,111,800

Parade 4th Cover 30.3 $1,180,300 3 $12.14 $3,540,900

TOTAL 118 $40,351,210

SUGGESTED MAGAZINES
	 Magazines can also be placed in public areas such 
as waiting rooms. According to SMRB, our target is 26% 
more likely than the national average to read the small 
print on magazines, which is another reason that this 
medium is ideal for Abilify. 
 Unfortunately, there are also drawbacks with this 
medium. Readers can control their exposure to the print 
ads, and there is a large amount of clutter. This makes it 
more difficult to complete our goals and reach the 
target audience. However, magazines still are a 
practical choice for visually spreading Abilify’s brand 
image.

The target had a high likelihood of reading 
women’s magazine publications. Based on the readership 
likelihood and ratings from SMRD, six publications were 
chosen as vehicles for our advertising tactics. They are 
Better Homes and Garden, Ladies Home Journal, People 
Magazine, Cosmopolitan, Reader’s Digest and Parade. 

Ladies Home Journal had the second highest 
index; the target is 78% more likely than the national 
average to read this magazine. However, it had one of the 
lower ratings at 8.1%. The case was opposite for Better 
Homes and Garden, which had a 43% likelihood and 
rating of 14.5%. These vehicles were ideal, because of 
their ability to be allocated by regions. The chosen regions 
that fit into the target’s geographic location were South 
Atlantic, West South Central, East South Central, 
Mountain regions. 

Table 11: Suggested Magazines (September 1, 2012 - August 31, 2013)

Source: SRDS, Simmons
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SUGGESTED MAGAZINES
 Cosmopolitan, People, and Better Homes 
and Garden will have high budget allocations 
because of these publications’ high likelihood of 
readers and ratings. All of these vehicles had over 
14% of the target as an audience. Reader’s Digest 
had a 25% likelihood and 10.1% rating. Parade 
Magazine is a carrier magazine which gives it a 
higher circulation. Although the target was not 
very likely  to read Parade, it  had the highest rating 
of 30.3 which makes it an attractive vehicle. 

Full page ads with 4-colors were chosen so 
that the advertisements would be visually 
appealing to the eye and catch the attention of the 
audience. Cover pages were chosen to reduce the 
risk of skipping over advertisements which is one 
of the disadvantages that goes along with 
magazines. 

Other magazines, such as Family Circle 
had a high rating with the target. This magazine 
also was 55% more likely to be read by people 
who had been depressed in the last 12 months. 
However, it was not necessary to use this vehicle, 
because our target does not have kids or a spouse. 

ALTERNATIVE MEDIA
INTERNET
	
 According to information from Simmons, 
using the internet to advertise and promote 
Abilify would be a viable alternative option for 
the brand. People who have suffered from 
depression in the last twelve months are likely to 
use the internet frequently at home. Internet 
usage had the second highest quintile 1 index 
that determines heavy users with an index of 
138. This shows that people who suffer from 
depression are 38% more likely than the national 
average to use the internet. 	

	
 Cable TV had the highest with an index 
of 140. Even though the internet is a newer form 
of medium, it is fast growing and popular. 
Abilify could advertise on websites that supply 
medical information such as WebMD or 
Healthline. In addition, because our target is 
women ages 35-64, we can target our advertising 
to sites that they are likely to visit. Indicated in 
Table 14, Match.com had the highest index with 
239. Abilify could utilize this site and other 
dating sites to better target the market. 
 Using a banner to display advertising 
message would be an efficient way to quickly 
get Abilify’s message across. Also, the banner 
could be linked to Abilify’s website so the target 
could be taken directly to the brand’s home site. 
According to Simmons, those who suffer from 
depression are 34% more likely than the 
national average to click on banner ads often. 
The internet is an active medium and a 
consumer who is serious about getting treatment 
for their depression disorder can get information 
quickly through the web. 

	
 Internet would be a practical use for the 
medication’s advertising, because both sound 
and visuals can be engaged when using the 
medium. A short clip or a colorful picture could 
be used to grab the target’s attention and direct 
them to the brand’s message. Copy could also be 
use to convey  the information about Abilify and 
how their medication can help the consumer. 
 Quality is an important factor when 
advertising, and by using the internet it  will be 
attainable to reach a high level of quality. Even 
though if the consumer doesn’t own a consumer, 
most people in the country have access to the 
internet through work, libraries, and mobile 
devices. The only disadvantage of using the 
internet to advertise is that some people find web 
advertisements as intrusive and see them as a 
nuisance. For this reason, pop-up  advertisements 
should not be a part of Abilify’s internet 
advertising promotion since they are considered 
the biggest interference. 

WEBSITES INDEX VERTICAL%

Match.com 239 1.78%

WebMD.com 182 11.8%

Monster.com 160 5.84%

Ask.com 155 11.5%

USAToday.com 148 3.52%

Craigslist.com 123 21.5%

Table 12: Alternative Websites

Source: Simmons
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RADIO
	
 Radio is one of the more inexpensive 
media types. It is known to be effective in 
building frequency and is very beneficial for 
advertisers who are interested in targeting specific 
audiences due to its local appeal. Despite these 
advantageous qualities that radio possesses, it 
would not be considered a favorable media in 
Abilify’s campaign. Although Abilify’s target 
audience is more accentuated in the South and 
Southwest regions of the United States, the use of 
local appeal through radio would not be an 
efficient strategy for this large of an audience. 
	
 Fragmentation, which makes the audience 
shares low, also is an adverse outcome of using 
radio. According to the index from a quintile 
analysis produced on Simmons, it was found that 
those who reported having depression in the last 
12 months are 11% less likely to be heavy 
listeners of the radio during their “drive time” 
than the national average. 

	


Discouraged Media

	

	
 When viewing the reports regarding 
lifestyle statements, there was a 15.4 horizontal 
percentage. In this report, that data meant that 
among those who agreed at all with the 
statement “radio is my main source of 
entertainment” only 15.4% had depression in the 
last 12 months.  
	
 Promoting a brand like Abilify requires a 
heavier amount of copy than other products. 
Using radio for this type of promotion is not the 
best option considering radio is often seen as a 
background medium and viewed as having a 
short message life.    

NEWSPAPER
	
 Newspapers are described as 
ineffective for national buys. There is an 
overall elevated price attached to purchasing in 
newspapers with national coverage. Clutter is 
another issue with newspapers; advertisements 
can occupy as much as 60% of a newspaper 
which would make it hard for Abilify’s 
promotions to be noticed by the intended 
audience.   
	
 In comparison to other media types in 
the quintile analysis, newspaper did not present 
itself as highly favorable. Newspaper readers 
in Quintile I, which would be defined as heavy 
newspaper readers, expressed an index of 96. 
This index reveals that those who had 
depression in the last 12 months are 4% less 
likely to be Quintile I, heavy newspaper 
readers than the national average. 

	
 Print newspaper generally attracts a more 
upscale and educated audience. Although this 
attribute can be beneficial in some cases, it is not 
highly beneficial regarding Abilify’s target market 
who have just earned a high school education and 
have an annual income of $20,000 to $59,999. 
	
 According to studies found on the 
Newspaper Association of America’s online 
website, households with an annual income of less 
than $50,000 are 13% less likely than the national 
average to read the daily newspaper or the Sunday 
newspaper. It was also reported that those who 
have at most graduated from high school are 14% 
less likely to read the daily newspaper or the 
Sunday newspaper than the national average.20

	
 A crosstab created on Simmons revealed a 
horizontal percentage of 7.37, which signified that 
among those that reported to agree to any extent 
with the statement “I read a newspaper most days” 
only 7.37% had been defined as having depression 
in the last 12 months. This data also revealed an 
index of 92, meaning those having depression in 
the last 12 months are 8% less likely than the 
national average to agree with the previous 
statement.  
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 Mental Health America also offers free depression screenings and 
when Abilify pairs with Mental Health America they can create a better 
awareness for the disorder and if diagnosed with depression, Abilify can 
promote their product. Abilify's target audience would best be reached 
through online depression tests and awareness sites because they do have 
more time than most other age ranges and career groups due to the fact that 
they are single and without jobs. Women are also more likely to seek a cure 
for their depression and use the internet as easy access to the needed 
information.  The test is offered online where a possibility for Abilify is to 
place their ads at the end of the test when the results appear. By clicking on 
the ad, the consumer can receive additional informational through 
magazines, packets in the mail, or be transferred to Abilify's website.

Promotion 
	
 To bring awareness to fighting depression, Abilify will prosper 
most when pairing with multiple depression awareness organizations, 
during the Mental Health Awareness month of May. While Abilify's 
campaign is nationally based, its promotions will focus more directly on 
the target market's South and Southwestern regions of the United States. 
By working with Do More for 1 in 4, Abilify can help create awareness for 
the disorder and other mental health issues such as depression and bipolar 
disorder, which Abilify also treats. Abilify would help to promote how they 
help fix the mental disorders that one in four people have. Do More for 1 in 
4 is compiled of marketing materials and Abilify could place their 
promotional materials in their program packets to help the sufferers of 
depression. Mental Health America works with Do More for 1 in 4 as a 
leading nonprofit organization that Abilify would pair with to promote the 
wellness of mental health and how to get on the road to happiness. Five 
million of the remaining seven million dollars not used in national cable 
television and magazine advertisements will be put towards Mental Health 
America, which affects many female sufferers lives by working with 200 
affiliates that would help expand Abilify's reach through its paired 
promotions.
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 The objectives stated earlier were to increase awareness about 
Abilify and how the medication can help those with depression. Through 
different forms of advertising, the brand’s goal will be reached and will also 
achieve its marketing objective to increase sales by 16%. Cable TV proved 
to be the most effective medium for Abilify with an index of 140 meaning 
that people suffering from depression are 40% more likely to use Cable TV 
than the national average. For this reason, it should be utilized above other 
mediums. Lifetime and A&E had high indexes in the Cable TV category 
with indexes of 134 and 139 respectively. Table 13 below indicates the 
budget allocation for each media as well as promotions.

Media Type Amount Percent of Budget

Magazine Total $40,351,210.00 39.2%
National Cable Television Total $62,559,000.00  60.8%
TOTAL $102,910,210.00 100%

Seasonality Amount Percent
1st Quarter $17,288,915.28 16.8%
2nd Quarter $34,238,226.87 33.3%
3rd Quarter $17,288,915.28 16.8%
4th Quarter $34,238,226.87 33.3%
TOTAL $102,910,210.00 100%

Excess Money: $7,089,790.00
Allocated to Promotions $5,000,000.00
Allocated to Alternative Media $2,000,000.00

Contingency Funds $89,790.00

  Source: SRDS

Table 13: Budget Allocation
Size of Budget: $110,000,000
Campaign Period: September 1, 2012 through August 31, 2013
Amount allocated to media: $102,910,210.00 (93.5%)
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 The alternative media budget will go mainly to internet 
advertising. For magazine and cable TV advertising, a pulsing technique 
will be utilized throughout the year. June and December, however, are 
the heaviest months for Abilify usage during the year. This is because of 
seasonal causes for depression that peak in these two months. Therefore, 
leading up to and during those months advertising will be increased to 
attempt a goal reach of 60% with a frequency of 5. A reach of 58% in the 
heavy months April, May, June, October, November and December and 
have an average frequency of 5.3 will be obtained. The lighter months 
will consist of January, February, March, July, August, September and 
they will have a reach of 44.7% with an average frequency of 3.5. This 
plan will exceed our average frequency objective of 5 and fall just 
slightly below our goal reach of 60% while remaining under budget. The 
reach was not completely met, because the market for Abilify is very 
targeted. The cable and magazine mediums we chose are heavily used, 
but sometimes not all consumers can be reached through these mediums. 
This plan is the most cost efficient way to properly create awareness 
about Abilify as an add-on medication. 

	
  

	


 However, magazines and Network TV proved to be important 
mediums that Abilify already utilizes. Even though advertising through 
Cable TV is expensive, it would be the most cost efficient medium to 
advertise through because of its reach. The majority of the $110 million 
budget will be used to spend in Cable TV and magazines. $62.6 million 
will be allocated to cable and $40 million to magazines. The remaining 
amount of the budget can be spent in the alternative media options and 
promotions. The excess funds of $7,000,000.00 will allocate $5,000,000.00 
to promotions and $2,000,000.00 to alternative media. The promotions part 
of the excess budget will go to funding our Do More For 1 in 4 events 
during Mental Health Awareness Month in the regions indicated in our 
geographic objectives including that of the Southern and Southwestern 
regions.
 In conclusion, the media plan presented will effectively reach the 
target market of Abilify including women ages 35-64 based on the 
selectivity of the mediums and vehicles represented. With a heavy focus 
on media tailored to the women demographic, Abilify’s media plan will 
succeed in raising awareness as well as annual profits by means of the 
aforementioned audience. In turn, the marketing objective, advertising 
objectives, and media objectives will be achieved positioning Abilify as 
the most effective add-on supplemental medication to current 
antidepressant prescriptions. 
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