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THE BIOPHARMACEUTICAL INDUBTRY |
EPENDS RIGNIFICAMTLY MORE ON RED
THAN ON MARKETING AND PROMOTION,

Comparisons of spending on R&D versus marketing and
promaotion often grossiy overstote morketing ond promotion
spending by including expenses unrelated to morketing
end promaotion, such os shipping and distribution, rent ond
other overhead! '

'Recent ﬁqtﬂ pubished in the Journal of the Amerioor
- Medicod Association (JAMA} shows totod industry marketing

and promotion spending to be much lower than Hs spending
on research and development {R&D)?
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Sources: Resaorchdmerict. 2018 {fo_r R&D estimate). Schwartz, et ol. 2018
{for marketing gnd promotion estimatie}.

2. INVESTMENT IN R&D IS STRENGTHENED - NOT DIMINISHED - BY MARKETING AND PROMOTION,

Expendiivres [in Bikions of Dollars}
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Sources: PhRMA, 2015 PhRMA Annual Membership Survey. 2019 {for R&D figures), Schwartz, et al. 2019 {for DTC advertising estimates).

3. MARKETING AND PROMOTION QE%EFIY PATIENTS, PROVIDERS AND THE HEALTH CARE SYSTEM.

DYC advertising hos proven benefits, such as ralsing disease owareness, removing stigma, ond promoting adherence fo
medicine® And blopharmaceuticsl companies also share Important and timely information chout medicines directiy with health
cure professionols, including findings from new clinfcat studies, new dosing Informotion, und emerging safety and risk information

P

cansfstent with FDA regutations?

MARKETING AND PROMOTION ACTIVITIES ARE HIGHLY REGULATED BY THE FDA, AND COMPANIES
DEVOTE SIGNIFICANT RESOURCES TO ENSURE RESPONSIBLE ANMD TRUTHFUL PROMOTION.

. The FDA closely regulates marketing and premotion to help ensure moterials are aecurate and non-misieading, and inciude o
“folr bolance™ of the product's benefits ond risks. in ad_ditian 1o FIOA's oversight of drug advertlsing, PhRMA hos issued g Code
cnd Guiding Principles that provide guidelings for companies’ promotional communications.®9
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