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More Consumers Are Asking Their Doctors for Drug Samples -- By
Name

Ipsos PharmTrends  finds patients increasingly savvy

UNIONDALE, New York, December 4, 2002 – More consumers are asking their doctors for
prescription drug samples -- and getting them. And these informed, proactive patients are more
likely to fill prescriptions for the brands they have sampled than consumers who do not ask their
doctors for samples by name, according to Ipsos PharmTrends  a syndicated service that
tracks consumer purchase behavior of both prescription and non-prescription drugs.
PharmTrends  is a registered trademark of world-leading market research organization Ipsos-
NPD.

“Consumers are not only requesting prescriptions for advertised, brand name drugs, they’ve
also become savvy enough to request samples from their doctors. Direct-to-Consumer (DTC)
advertising by major pharmaceutical drug manufacturers has done a good job in raising disease
awareness and brand recognition among targeted patient populations.  As a result, patients are
asking for drugs by their brand name whether it be for a sample or a prescription.  This behavior
is further evidence of rising levels of consumer empowerment when it comes to their healthcare
and treatment options.  The flip side is that, while DTC helps drive patients to request drug
samples and ultimately prescription fulfillment, consumers who request samples are more likely
than non-requesters to be uninsured,” said Fariba Zamaniyan, director and spokesperson of
Ipsos PharmTrends

The percentage of Americans who fill prescriptions for drugs is increasing and so is the
proportion that receives prescription drug samples from their doctors.  Across most of the
leading DTC spending drug classes, Ipsos PharmTrends  observed double-digit growth in
patient receipt of samples.  This advance in sample receipt can be attributed to increasing
competition among drug companies, which promote drug samples to encourage patient trial of
their products.  This behavior was particularly evident in categories where competition has
intensified, spurred by new drug launches such as Clarinex, Advair and Nexium as well as drug
recalls from the market such as Baycol for elevated cholesterol treatment.

Table 1:  % of Consumers who received a prescription drug sample within leading DTC
advertising spending drug classes

Jan.-June ’01 Jan.-June
’02

% Change Jan.-
June ’02 vs. 01

Asthma Controllers 29% 26% +1%
Cox-2 Inhibitors 41% 37% -17%
Oral Anti-Histamines 22% 24% +15%
Proton Pump Inhibitors (PPI) 25% 25% +20%
SSRI/SNRI/Wellbutrin 19% 21% +16%
Statins 8% 11% +37%



Across these leading DTC drug classes, a quarter-to-a-third of the sample recipients requested
the prescription drug sample received.  With the exception of the Proton Pump Inhibitor (PPI)
drug class indicated for treatment of acid reflux and Cox-2 Inhibitors indicated for the treatment
of arthritis and pain, the leading DTC drug classes experienced double-digit growth in patient
requests for samples. In fact, this rate of growth for sample requests is more significant than the
proportions that ask for the prescription instead.

Table 2:  % of Consumers who asked their doctor for the prescription drug sample
received across the leading DTC advertising spending drug classes

Jan.-June
’01

Jan.-June
’02

% Chg. Jan.-June
’02 vs. 01

Asthma Controllers 16% 21% +36%
Cox-2 Inhibitors 25% 21% -29%
Oral Anti-Histamines 23% 24% +22%
PPI’s 32% 21% -19%
SSRI/SNRI/Wellbutrin 33% 34% +20%
Statins 45% 37% +13%

•  Among Asthma patients requesting a free sample, the growth comparing January-to-June
2001 to 2002 was +36%. This increase was driven by the introduction of Advair
manufactured by GlaxoSmithKline.

•  The Oral Anti-histamine segment also experienced double-digit growth in the number of
consumer requests for a sample within this drug class (+22%) due to the launch of Clarinex
manufactured by Schering-Plough and the significant level of competitive response that
prevailed to fend off potential switches.

•  Statins posted the highest level of consumer/patient requests for Statin samples as a result
of extensive free-trial offers and sample promotions launched by competing Statin brands
such as Lipitor and Pravachol following the recall of Baycol from the market in August 2001.

•  The PPI segments’ decline in sample requests in 2002 follows heavy promotional activity
during the launch of Nexium in 2001, which has since subsided and resulted in double-digit
growth in the number of requests for a prescription instead (not the sample).



Table 3:  % of Consumers who asked their doctor for a prescription of the drug
purchased across the leading DTC advertising spending drug classes

Jan.-June
’01

Jan.-June
’02

% Chg. Jan.-June
’02 vs. 01

Asthma Controllers 10% 14% +67%
Cox-2 Inhibitors 23% 18% -25%
Oral Anti-Histamines 27% 25% -3%
PPI’s 20% 21% +21%
SSRI/SNRI/Wellbutrin 23% 25% +11%
Statins 12% 12% +5%

The growth in sample requests in most cases is consistent with DTC initiatives in these
categories. For example, Baycol’s exit from the market prompted competitive Statin brands to
promote trial through free drug samples to attract former Baycol buyers now available for
conversion to competing Statin brands. In categories with new drug introductions, such as the
Asthma category with the launch of Advair and the Allergy category with the launch of Clarinex,
there was significant promotional spending on free samples to attract new buyers to the market
as well as promote shifting from competitive prescription or non-prescription drugs already in the
market.

With all this growth in sample requests, are consumers who receive these samples going on to
fill a prescription for those brands?  Depending upon drug class and need --for instance,
episodic versus chronic condition-- some heavily promoted prescription brands realize higher
levels of script fulfillment than others. Among those consumers who ask for a free drug sample
for the top DTC spending drugs, between one-quarter and one-half of the consumers actually
go on to fill the script for the drug. 16% of Clarinex sample recipients in the January through
June 2002 period not only received a sample for Clarinex but also filled a Clarinex prescription.
This level is less than half that realized for Advair and Lipitor. Both treat conditions chronic in
nature. For Clarinex, the sample supply coupled with the episodic nature of the condition it
treats (allergic rhinitis) allowed patients to remedy their condition with the sample received
during these six-months.

Table 4:  % of Consumers who filled a prescription for the drug sample received across
the leading DTC brands

Jan.-June 2002 % Asked Dr. for sample & filled an
Rx for that brand during the same

time period
Advair 46%
Lipitor 33%
Celebrex 31%
Nexium 27%
Vioxx 20%
Clarinex 16%



DTC is not alone in prompting consumer/patient requests for prescription drug samples. In most
cases, consumers who ask for samples are less likely to have prescription drug insurance.  The
lack of insurance and correlation with sample requests is most evident for Statins, Cox-2
Inhibitors, and Asthma Controllers.

"Promoting sample requests in DTC messaging has proven to be an effective strategy to
promote brand awareness and generate trial across the leading DTC spending drug classes
and brands” stated Ms. Zamaniyan.  “However, drug manufacturers need to continually monitor
the ability to convert trial via sample receipt to script fulfillment over-time.  There is a danger that
exists with over-sampling within certain therapeutic classes such as allergy treatment.  Script
fulfillment within this category can be delayed resulting in lost sales as patients are enabled to
treat their symptoms with the sample supply received from their doctors” stated Ms. Zamaniyan.

Ipsos PharmTrends® Methodology
Each month, PharmTrends® syndicated tracking service captures both prescription fulfillment
and over-the-counter purchasing data through a longitudinal and continuous consumer panel of
16,000 households that is representative of the U.S. census composition. Each month, panelists
report their prescription and over-the-counter purchases for the treatment of a full spectrum of
conditions (general and specific). The monthly tracking began in 1997.

About Ipsos-NPD, Inc.

Paris-based Ipsos is one of the world’s leading market research organizations providing clients
with advertising, marketing, media, customer satisfaction, opinion and social research. Founded
in 1975, Ipsos now ranks third among survey-based market research companies worldwide,
with operations in 30 countries in Europe, North and Latin America, the Middle East, Asia and
Australia. Ipsos-NPD provides marketers in a wide range of industries with research tools to
successfully introduce new products and services plus creates growth among existing brands
and services. Ipsos-NPD also offers access to U.S.-based and Canada-based consumer panels
for custom and tracking research through syndicated and proprietary panels via mail or phone
and access to the NPD Online Panel for surveys on the Web. For more information about Ipsos-
NPD, visit http://www.ipsos-npd.com/. For a copy of the full release and charts, visit
http://www.ipsos-npd.com/top1.html or contact:

Fariba Zamaniyan, 516.507.3047 or Fariba_Zamaniyan@ipsos-npd.com.
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