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Pfizer’s New Prescription

What if Ray Romano cra c ked a few jokes while asking his docto r

for a Viagra prescription? What if in his next movie, a middle -

aged James Bond needed a dose of Lipitor to re d u ce chole ste ro l ?

Those fa i r y ta le plotlines just might be real one day, now that P f i z e r

is teaming up with a Holly wood heavyweight to seek out new sorts of

a d vertising opportunities. 

Pfizer, the wo r l d ’s larg e st drug maker, has re tained William Morris

A g e n c y to come up with ente r ta i n m e n t - m a r keting ideas that co u l d

include embedding Pfizer goods in movies and te levision pro g ra m s ,

d eve loping movie tie-ins or setting up TV-show sponsors h i p s .

P f i z e r ’s effort is like ly to raise eye b rows. Many experts say drug

m a ke rs should tread lightly when dabbling in this sector, so as not

to anger the FDA, which st r i c t ly re g u l a tes pharmace u t i cal adve r t i s-

ing. Any paid media that mentions a drug by name and by what it

does is re q u i red by U.S. law to disclose potential side effects as

we l l .

L i ke many other marke te rs, Pfizer has been looking to be more

c re a t i ve with its advertising and become le ss reliant on adve r t i s i n g

on network TV. “There are still millions of people who aren’t tre a t i n g

their diseases because of emotional or societal barriers, so we need

to find cre a t i ve ways to make it OK for them to talk to their docto r , ”

says Pfizer spoke s woman Michal Fishman. 

Ta lent firms like William Morris are eager to work with the big-

spending pharmace u t i cal indust r y. Ad spending on pre s c r i p t i o n

drugs soared 24% last year to $3.2 billion. —Suzanne Vra n i ca

‘Oprah’ Drives Pontiac Promotion
When Oprah Winfrey kicked off her new season by giving away 276 new P o n t i a c G6 ca rs—one to

each member of a screaming studio audience — re p re s e n ta t i ves from General Motors we re in

the show ’s green room ce le b rating a pro d u c t - p l a cement co u p .

The brand new G6 was at the ce n ter of GM’s high hopes for turning around its sputtering sales of

m a i n st ream passenger ca rs. “We needed to make a re a l ly big splash,” says Mary Kubitskey, adve r-

tising manager for Pontiac. 

GM officials would not say how much they spent on the giveaway, but the re tail value of the ca rs

a lone is about $7.5 million. A 30-second advertisement on the show co sts about $70,000, acco rd i n g

to media buye rs. “For the amount of media time, it would have been about a wash,” says Mark-Hans

Richer, advertising dire c tor for Po n t i a c .

That day, Ms. Winfrey devo ted a half hour of her show to the Pontiac G6. Her ex h o r tations we re

b e t ter than any ad script. “This car is so cool!” Ms. Winfrey declared. “It has one of most powe r f u l

engines on the road. And XM Satellite Radio!” Ms. Winfrey also gushed over the ca r ’s unusual thre e -

section sunroof during a taped tour of the Michigan fa c tory that builds the G6.

“ I t ’s dynamite deal for Pontiac because Oprah has tons of credibility with co n s u m e rs,” says

Jonathan Asher, president of Dragon Rouge, a New York branding firm. “To co n s u m e rs, this seems

l i ke a personal endorsement from Opra h . ”

The publicity surrounding the giveaway helped spike consumer inte re st in the G6, but it’s not

c lear whether it can tra n s l a te into lo n g e r - term sales succe ss for the car, which is in a highly co m-

p e t i t i ve market segment dominated by Japanese auto make rs . —Sholnn Freeman
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The second season of “The

A p p re n t i ce” may not be as big a

ratings succe ss as the first, but it has

been a much bigger pro d u c t - p l a ce-

ment bonanza.

In the new installment of the

Donald Trump reality show, almost

every episode’s fe a t u res a major U.S.

company in the co n te sta n t s’ ass i g n e d

ta s k - f rom designing a boy ’s toy fo r

M a t t e l, to helping market Levi Strauss

jeans, to launching a new Cre st to o t h-

p a ste product for Procter & Gamble.

Other fe a t u red marke te rs include

P e p s i C o, Toys “R” Us, M a r s candy and

L a m b o r g h i n i.

B rand experts say never befo re

h a ve so many major companies inke d

such overt pro d u c t - p l a cement deals in

such a high-pro f i le show. The willing-

n e ss of so many major companies to

p a r t i c i p a te in the second season is a

te stament to the succe ss of the first

season of the series, which st r u g g le d

to draw in promotional partners. An

a ve rage of 20 million people tuned in

to each episode, with 40 million

w a tching the finale .

E ven so, P&G and the other part-

ner companies are taking a big risk,

m a r keting experts say. For sta r te rs ,

each company relinquished co n t rol of

its tightly co n t ro l led public image and

b rand—the show ’s pro d u ce rs had final

say over how fo o tage was edite d .

Among the other potential pitfa l l s :

Such ex t reme product place m e n t

might turn off sophist i ca ted viewe rs .

Robert Hanson, Lev i ’s brand pre s i-

dent, says the format of “The

A p p re n t i ce” makes that le ss of a risk.

P l a cements can seem “tacky and st i c k

out like sore thumbs” in most TV

series, he says. But because pro d u c t s

a re woven into the action on “The

A p p re n t i ce,” the branding effo r t

a p p e a rs more natural, he says.

— B rooks Barnes

More Advertisers Hired on ‘The Apprentice’


