Discussion of Parry & Rhetorical Strategies in Drug Ads

■ What did you think of the Parry article? What role does it suggest for rhetoric and rhetorical strategies? 

■ Summaries of Parry’s “The Art of Branding a Condition.”

■ What is “branding a condition”?

■ Why do companies do this?


■ What’s the point of the story he tells at the start – of his uncle’s dislike of winter holiday season? “My uncle was transformed from an unpleasant curmudgeon to a sympathetic victim with t he coining of a simple phrase.” 


■ P. 8 – he distinguishes between regular branding and branding “taken to the next level.” What does he mean?

■ Parry describes a range of strategies that marketers use to promote the sales of drugs. List five strategies he describes. (elevate importance,  redefining, developing new condition)

“Reducing stigma” sounds nice, but is “elevating the importance of existing condition” a bit of a euphemism?  Doesn’t he also mean increase the social stigma?  The example he immediately gives is Listerine. 

■ He gives examples of each strategy – what are they? 

■What did you think of the GERD example? The strategies used by GlaxoSmithKline to market Zantac? And the Glaxo Institute for Digestive Health? 

■ Erectile Dysfunction – what were the strategies that went on there?

■ The “5 Questions” also contain many strategies – what are they? 

■ Why is condition branding most easily applied to problems like anxiety and depression? 

■ Have you ever seen any of these strategies used to promote other products? List any you can think of.

■ Page 9 – Parry says “Today, the seeds must be sown in a complex landscape of audiences.” Let’s look at his strategy – why use the word “sown” - What does this suggest -?

■ “The product can better own customer perceptions about evolving/existing disease states, define new patient segments with currently unmet needs and drive attitudes about new scientific modalities that promise greater treatment benefits.” What do you think of this language?

■ What words does he use when talking about the ways diseases are constructed – eg p. 10. “a freshly minted condition”  Symptoms can be assembled into an ownable “syndrome” that can be tagged to a product.

■ What is he doing in the final paragraph?  (Avoid BAD – bureaucratic adversity disorder). 

The strategies Parry describes have become part of pop culture – stand up comedians, millions of parodies, even tv shows like the Office.

Bill Maher http://www.youtube.com/watch?v=TfDSlfVqjx8&feature=related – see 2.35

Etrade parody http://www.youtube.com/watch?v=2nMkpMvvgY4 


NAME THAT STRATEGY: Group work identifying strategies in Drug Advertisements
Name the strategy - Twisted Sister Commercial PMS PMDD http://www.youtube.com/watch?v=arxnoRm2GZw


IN GROUPS


· “Viva Viagra” http://www.youtube.com/watch?v=3PH9qAGPULk 


· “Viagra, We are the Champions” 
http://www.youtube.com/watch?v=Xk9JwV8sZTs&feature=related


· Restless Leg Syndrome & Mirapex. http://www.mirapex.com/ (video on web site). 


· Flomax Superbowl commercial http://www.youtube.com/watch?v=kDZUvPjxyzA


The strategies have become part of pop culture – stand up comedians, millions of parodies

Bill Maher http://www.youtube.com/watch?v=TfDSlfVqjx8&feature=related – see 2.35

Etrade parody http://www.youtube.com/watch?v=2nMkpMvvgY4 

GROUP WORK

Parry outlines 3 main strategies used to market drugs:

1) Elevate the importance of an existing condition
2) Redefine an existing condition to reduce a stigma
3) Develop a new condition for an unmet market need

In groups, come up with a marketable condition, and a solution or medical product, that is its remedy. Draft an ad for the condition and product – a slogan, ideas for images, a scenario (you can act it out) etc.

DRUG AD LINKS

Thought I'd share some other links. This article, about the strategies that go 
into naming a drug is interesting, and connects nicely to discussions of 
rhetorical strategies (Who knew the name Viagra was designed to combine 
the "vi" of vigor and vitality, while rhyming with "Niagara," suggestive of great power 
and flow.) http://www.usatoday.com/money/industries/health/2007-10-07-drug-names_N.htm 

This article provides some very useful supplemental info for Parry (esp. toward the 
end. - see the "Pharmaceutical houses use three types of consumer ads" 
info) http://www.canadianprescriptionsavers.com/articles/article-ask_doctor.html

Lastly, I forgot to mention that there are lots of interesting
branding and drug marketing sites and blogs. Here's an example:
http://www.snarkhunting.com/2003/01/ask-your-doctor-branding-strategy/

Note - don't mean to stress content too much - these are merely there for
you to peruse and maybe extract an example if it looks useful.

Almost forgot  - my favorite parody drug ad so far is this. It's called Incarcerex, and could 
perhaps be used to illustrate the "branding your own condition" exercise if you're still doing this.

http://www.youtube.com/watch?v=TRPxN7DGy5c 


MORE ON DRUG ADS AND PARRY

Big Pharma videos
Condition branding, or disease mongering? 
PMDD – worse PMS
Twisted Sister Commercial PMS PMDD http://www.youtube.com/watch?v=arxnoRm2GZw
YAZ http://youtube.com/watch?v=0-gsezOlZfg 
■ Zenstral nutritional supplement http://www.youtube.com/watch?v=BZQEFstoz0Y&feature=related 
Naming strategies 
"There are certain letters that express power and control, like Z, M or P. Other letters, like S, are more passive. Depending on what the drug does, you want to give the name certain features." (William Trombetta, professor of pharmaceutical marketing at St. Joseph's University in Philadelphia)
Want to sound high-tech? Go for lots of Z's and X's, such as Xanax, Xalatan, Zyban and Zostrix.

Want to sound poetic? Try Lyrica, Truvada and Femara.

Want to suggest what it does? Flonase is an allergy medicine that aims to stop nasal flow. Lunesta, a sleeping drug, implies "luna," the Latin word for moon — a full night's sleep.

Then there's Viagra, the erectile-dysfunction drug made by Pfizer. It uses the prefix "vi" to suggest vigor and vitality. The word rhymes with Niagara, suggesting a mighty flow.

The “ask your doctor” strategy

They address people who cannot buy the advertised products without the help of a doctor willing to prescribe. Drug reps provide the info and the medical education, so it’s another way accessing and making contact with the doctor.



Constraints
The ads are highly regulated. Drug companies can only make claims about their products consistent with the prescribing label approved by the FDA.

Ads must include information about the drug's major health risks. The result is often a surreal juxtaposition: images of smiling people frolicking in bucolic surroundings while a soothing voice lists sometimes frightening potential side effects. 

Plus, the ads generally must direct consumers to ways to get more information - all in one 30-second commercial.

Context

The U.S. and NZ are the only to countries that allow DTC advertising of drugs.
Drug companies pay for most of the continuing education of doctors


http://boston.com/news/globe/editorial_opinion/oped/articles/2005/07/06/doctors_and_drug_companies/ 


“…industry pays for well over half of the expense of doctors' continuing medical education. Virtually all the continuing education departments in hospitals, medical centers, and medical schools rely on drug-company funding. Everybody does it, and when four drug companies gave the Massachusetts General Hospital's Psychiatry Department $6.5 million dollars to spread its educational expertise, the reaction was muted.

Professional societies are equally dependent on drug-company money. They rely on grants for operating expenses, for running enormous annual meetings, and for developing treatment recommendations for practicing doctors. Societies solicit funds by peddling chunks of their annual meetings. For sale: company tote bags, a rodeo, a barbecue, or a cocktail party.

Drug companies also pay individual doctors to speak at national meetings, medical center conferences, and restaurant back rooms. A Boston physician lectures in a fine restaurant within walking distance of Yale Medical School; a top physician joins 200 others in a drug-company sponsored seminar about a single drug, with the promise that he will become a company-paid speaker.

The concern is hidden bias. Do directors of educational programs intentionally choose company-sponsored physicians to give the talks? Do they allow conflicted speakers to hawk drugs for purposes not approved by the FDA?”

■ big critique 

http://ocw.mit.edu/NR/rdonlyres/Science--Technology--and-Society/STS-062JSpring-2006/C0905AD7-5627-4434-922E-EC9087185755/0/pharma_lecture.pdf  

Discussion Questions

■ What did you think of the Parry article? What role does it suggest for rhetoric and rhetorical strategies? Does it suggest how important rhetorical strategies are in many aspects of life? 

■ SELECT STUDENTS – 1 paragraph summary of Parry’s “The Art of Branding a Condition.”

■ What is “branding a condition”?

■ Why do companies do this?


■ what’s the point of the story he tells at the start – of his uncle’s dislike of winter holiday season. “My uncle was transformed from an unpleasant curmudgeon to a sympathetic victim with t he coining of a simple phrase.” This was no accident – careful branding of SAD.  Example of rhetorical strategy – redefinition and construction of condition.

■ P. 8 – he distinguishes between regular branding and branding “taken to the next level.” What does he mean?

■ HW - Parry describes a range of strategies that marketers use to promote the sales of drugs. List five strategies he describes. WHAT ARE THEY. 1. elevating importance of existing  condition, 2. redefining existing one to reduce stigma, and 3. developing new condition to build recognition of unmet market need.

“Reducing stigma” sounds nice, but is “elevating the importance of existing condition” a bit of a euphemism – doesn’t he also mean increase the social stigma?  The example he immediately gives is Listerine. 

■ He gives examples of each – what are they” 1) GERD, 2) ED, 3) Mental disorders, Serafem.

■What did you think of the GERD example? The strategies used by GlaxoSmithKline to market Zantac?

- And the Glaxo Institute for Digestive Health? You have a drug that works for ulcers, but you want to broaden market share – so you go after the heartburn market. “GERD elevated the medical importance of the condition by presenting it as an acutely chronic “disorder” with underlying” physiological causes and the potential for long term consequences if left unattended. BUT – we never know how true this is.

■ Erectile Dysfunction – what were the strategies that went on there?

a) take something embarrassing, with social stigma, and reduce this. b) reframe condition from lack of potency (virility) to los of function that can be restored.

The acronym functions as password between doctor and patient to initiate a formerly difficult discussion.

■ Also The “5 Questions” also contain many strategies – what are they? 

Present in problem solution framework

Brand the problem your product solves to elevate the distinct and significant impact your product makes.

Rebrand to reduce stigma. Provide password; legitimize as worth of study and investment

Call attention to a freshly minted condition. Assemble symptoms into an ownable “syndrome” that can be tagged to a product.

- counter negative perceptions from competitors trying to narrow the scope of your influence – by changing nomenclature to reflect broader value.  ANYONE KNOW WHAT THIS IS? E.g. Prozac and serafem. 

■ Why is condition branding most easily applied to problems like anxiety and depression? As most fuzzy and amorphous [really saying, people miserable for lots of reasons] and thus “most open to conceptual definition.”

Number of emotional conditions has exploded. “Many of these newly coined conditions were brought to light through direct funding by pharmaceutical companies, in research, in publicity or both.”  WHAT DO YOU THINK? 

■ Have you ever seen any of these strategies used to promote other products? List any you can think of.

1. Page 9 – Parry says “Today, the seeds must be sown in a complex landscape of audiences.” Let’s look at his strategy – why “sown”? What does this suggest? We sow seeds when we plant things. Seems to suggest marketers plant ideas in people – less disturbing than brainwash, or trick. Cultivation implies there is input from people – the soil must be receptive. 

2. “The product can better own customer perceptions about evolving/existing disease states, define new patient segments with currently unmet needs and drive attitudes about new scientific modalities that promise greater treatment benefits.”

What do you think of this language?

3. On page 9 Parry lists 3 strategies – elevating condition, redefining existing condition to reduce stigma, and developing new condition. 

6. What words does he use when talking about the ways diseases are constructed – eg p. 10. “a freshly minted condition”  Symptoms can be assembled into an ownable “syndrome” that can be tagged to a product.

- counter negative perceptions from competitors trying to narrow the scope of your influence – by changing nomenclature to reflect broader value.

SEEMS TO SAY should “brand more around practical and emotional benefits (versus functional benefits).

■ What is he doing in the final paragraph? 

Seems to be making fun of the fact that the business is about making things up. (Avoid BAD – bureaucratic adversity disorder). 

Let’s take a look at a commercial

Twisted Sister Commercial PMS PMDD http://www.youtube.com/watch?v=arxnoRm2GZw

IN GROUPS


· “Viva Viagra” http://www.youtube.com/watch?v=3PH9qAGPULk 
Male bonding; no pitch or description of benefits; all young guys, racially diverse; though at bar, can’t wait to get home. 


· “Viagra, We are the Champions” http://www.youtube.com/watch?v=Xk9JwV8sZTs&feature=related 
Everyday suburban area – almost like American Beauty. Analogy – Viagra and ED are everyday, not scary. Reduce stigma.  Again – no discussion of benefits, or of side effects, as makes no claims – just associating things – no argument. Redefine existing condition to reduce stigma, as well as associate with performance.

· Restless Leg Syndrome & Mirapex. http://www.mirapex.com/ (video on web site). 
Develop a new condition to build recognition for unmet need.
PROBLEM SOLUTION framework.  Side effects said in pleasant tone – but horrific. Faint doing normal things.

· Flomax Superbowl commercial http://www.youtube.com/watch?v=kDZUvPjxyzA
Word choice – Flomax – very descriptive.
BPH – password for enlarged prostate. Benign prostatic hyperlasia
Rock music – full of energy, action. Guys bonding and doing outdoor sports.  Takes away stigma – these guys aren’t old and messed up.
Voice over – a bit like sports announcer.

The strategies have become part of pop culture – stand up comedians, millions of parodies

Bill Maher http://www.youtube.com/watch?v=TfDSlfVqjx8&feature=related – see 2.35

Etrade parody http://www.youtube.com/watch?v=2nMkpMvvgY4 

GROUP WORK

Parry outlines 3 main strategies used to market drugs:

1) Elevate the importance of an existing condition
2) Redefine an existing condition to reduce a stigma
3) Develop a new condition for an unmet market need

In groups, come up with a marketable condition, and a solution or medical product, that is its remedy. Draft an ad for the condition and product – a slogan, ideas for images, a scenario (you can act it out) etc.

MORE LINKS RELATED TO PARRY AND PHARMACEUTICAL INDUSTRY
This clip from a documentary on the drug industry is useful - connects
precisely with Parry, plus gives lots of examples ad includes lots of
good authorities. It's narrated by Amy Goodman.

Part 3: http://www.youtube.com/watch?v=e_o2YtAUA4o&NR=1


Part 2 is also useful: http://www.youtube.com/watch?v=rdh9_Uz6cIs


This piece, by an extremely articulate former drug rep, is amazing,
but YMMV for use in class:
http://www.youtube.com/watch?v=kOW8LNU2hFE&feature=related

This excerpt from a documentary is a bit dull but it does include a short
interview with Parry himself. http://www.youtube.com/watch?v=v5Q1MkDbVEU


There's a whole genre of former drug reps recanting, and some nice egs are
here. What's nice is they list the strategies they used. Could be used as
part of a student assignment.

http://www.youtube.com/watch?v=nj0LZZzrcrs&feature=related
(I like this line in the interview: "statistics are like prisoners - torture them long enough
and they will tell you anything.")
http://www.youtube.com/watch?v=OqtuCE723QI&NR=1
http://www.youtube.com/watch?v=oeavs_3SL2E&feature=related


This shows some med students (I think) dramatically enacting interactions
between doctor and drug rep, foregrounding strategies used. Could also
be used to point students toward projects/activities. It's fnny in parts.

http://www.youtube.com/watch?v=4eoI9N7Q3SE&feature=related



Lastly, some more ads

ZOLOFT DRUG AD cartoon.
http://www.youtube.com/watch?v=6vfSFXKlnO0&feature=related

ZOLOFT PARODY MAD TV http://www.youtube.com/watch?v=ZcTHtFpRI0c&feature=related

WELLTREMAX PARODY OF ARTHRITIS ADS
http://www.youtube.com/watch?v=MjKneDlzOmM&NR=1
