Ea OBLLWE BOMPOCHI ®APMPbIHKA

(QapmaneBTITYecKasd pexknama
MO NUTOrFAM 2017 TOAA

Kommanusa «PemeguyM» IMyOJHKYeT €KETOJHBIA 0030p cermeHTa (hapma-
HMEBTUYECKON PEKIaMBI B KaTeropuu «JIeKapCTBeHHbIE MPenapaTsl H OHO-
JIOTHYECKH aKTuBHBbIE 100aBkH (BAI)» mo uroram 2017 r.!

Pexmama JIIT u BAJl yxe maBHO crana
HEOTBEMJIEMON YaCTbIO CTPATErHU
NPOABIKEHUS OpEHROB 1A (papMa-
[EBTUYECKIX KOMIIAHHUI, W €€ TIOMy-
JSIPHOCTb HE TOJBKO HE CHIDKAETCH,
HO U pacreT. COIMACHO AKTYaJIbHBIM
JaHHbIM, B 2017 T. pexiaMHasA aKTUB-
HOCTB ITpoussoautenert JIII u BAJl Bo3-
pocia mo cpaBHeHuio ¢ 2016 . 3a 3ToT
HEPUOJl BpEMEHU KOJIMYECTBO BBIXO/IOB
pEKIaMBl CYMMAPHO IO BCEM THUIAM
CMU yBenmnuunaocp ¢ 1,5 MJIH MIT.
B 2016 r. 10 1,7 mun mr. B 2017 .
Hapsgy ¢ a1uM, BO3pOCIN U 3aTpPaThl
Ha (papMaIeBTHIECKYIO pexiamy (+6,6%
B 2017 1. k 2016 1.). Crpykrypa 3aTpar

"Oxeam CMU: TB, paduo, npecca —HAyuUOHanbHoe
pasmeuwjeHue; HapyxHas peknama - 50 20p0dos.

2 [pu pacyeme 6100xema UCMoNb308aHbI
ochuyuanbHble pacyeHku menekomMnaHul

u meduacesnnepos, u3damenbckux 0OMOs,
paduocmaxyul, enadenbyes Hocumenel HaPYXHOU
peknambl 6e3 yyema Hano208, CKUOOK U Ha06asoK.

Mediascope - eedyw,as ucciedoea-
mesnbCcKas KOMMAHUS Ha POCCULICKOM
pbiHKe 8 chepe Meduauccedo8aHull
U MOHUMopUHaa peknambl u CMU.
JlessmenbHOCMb KOMMAHUU OCHOBQ-
Ha Ha Me0yHapoOHbIX cmaHoap-
max npoeedeHus uccnedoeaHul.
KomnaHus exodum e ompacneabie
06beduHeHuUs u accoyuayuu EMRO,
ESOMAR, OMPOM. [ins cneyuanucmos
mMeoua- U peksiamHO20 pbIHKA UHhop-
MauuoHHble 6a3bl Mediascope cny-
»Kam ocHosol 01 MPpUHAMUS cmpa-
meauyeckux peweHud. KnueHmamu
Mediascope sensemcs 60/1bWUH-
CMe0 y4acmHuKos meoua- u pekaam-
HO20 pbIHKQ: peKnamHble azeHmcmea
u 2pynnbl, u3damesnbckue doma,
mesiekaHanbl, paouocmaHyuu,
UHMepHem-nao0w,aoku U KOMIaHuu.

no tuniam CMU 1ipu 310M TIpereprena
JUIb HEOOMbIINE u3MeHeHus (puc. I).
TpaguuuoHHO HauboEE MOMYIAPHBIM
KAHQJIOM Pa3MELIEHUA PEKIaMbl OCTa-

€Tcs TelEBUIEHHE, HA JION0 KOTOPOTo
1o uroram 2017 r. IpUIIOCH MOPSAKA
88% 3atpar mo BceM KaHamam CMU.
Ornocurensao 2016 r. gond Tenesue-
HUS 110 00BbEMAM 3aTPAT COKPATUIACE,
OJIHAKO KOJIMYECTBO BBIXOZIOB PEKIAM-
HBIX POJHMKOB OCT4JOCh Ha TOM XK€
YPOBHE, YTO CBHUJETENBCTBYET O TOM,
YTO I[€Hbl HA PA3MENICHHE DPEKIAMBI

no tuny CMW B kateropuu /1N n BAA

PUCYHOK o PacnpefeneHue peknamHbix 3aTpaT U KOIMYECTBA BbIXOA0B PeKIambl

1. Tenesupgenue, 89,1%

2. Pagwno, 6,0%

3. MeuaTHble nsganus, 4,9%
4. HapyxHas peknama, 0,04%

3 4

1

. TenesupeHue, 95,8%

2. Papwuo, 3,6%

3. MNeyvaTHble n3gaHusa, 0,5%
4. HapyxHas peknama, 0,1%

[ons 3aTpat Ha peknamy, %

Jlons KonuuecTBa BbIXOA0B peKnambl, %

2

1. Tenesupgexue, 87,9%

2. Pagwo, 7,9%

3. MeuaTHble nsganus, 41%
4. HapyxHas peknama, 0,1%
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3. NMevaTHble nsgaHus, 0,4%
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NcTouHunk: «Pemeanym» (Ha ocHoBaHMM AaHHbIX Mediascope)



OAPMALEBTUYECKAS PEKNAMA 1O UTOTAM 2017 TOAA m

TABIWILI,Ae PacnpepneneHue peknamHbIxX 3aTpaT ¥ KOMMUYECTBA BbIXOAOB peknambl Ans /1M n BA[l pa3HbIX KaTeropun
CyMMapHo no scem tunam CMU
2016 2017
Kateropun /1C n BAJL flon 3atpar Konunuectso flons 3atpar KonuuectBo
Ha petcnamy BbIXOJ0B Ha peKnany BbIXO/0B
peKnambl, WT. peknambl, WT.

[acTpo3aHTeponoruyeckune cpeacTsa 21,8% 315173 21,4% 354 461
CpepacTtsa OT NPOCTYAbI U rpunna 20,3% 301312 18,7% 307 632
CpeacTsa Ans neyeHUs HapylweHUn obMeHa BelLecTB 72% 96 776 72% 119 903
06e360n1BatoLLMEe U XKAPOMOHMKAlOLLME Npenapathl 6,8% 120 196 6,9% 142 985
CpeacTBa OT MblLIEYHbIX U CYCTaBHbIX 6onei 5,8% 77 453 6,7% 121913
[lepmatonorunyeckue cpeacrsa 6,7% 115 242 6,2% 137 483
MImmyHoCTMMynUpytoLme cpefcTea 4,7% 74 422 52% 100 870
Yponoruuyeckue cpefcrsa 3,3% 43018 4,5% 67 906
lcuxoTponHble 1 HeBPOOrMyeckne cpeacTea 41% 51522 3,8% 52 053
MpokTonorus u xupyprus 2,6% 45 339 2,9% 69 218
MpoTNBONH(EKLMOHHbIE CPEACTBA 3,2% 43 888 2,9% 53133
[fpoTnBOannepruyeckne cpeacTesa 3,5% 61 469 2,8% 56 154
NN n BAL (pazHoe) 21% 23787 2,3% 34 411
[omeonaTnyeckne n NpUpoAHbie CPeAcTsa 2,2% 23 941 2,3% 25 245
CepaeyHo-coCyancTblie npenapartbl 1,9% 26 645 1,9% 35997
OchTanbmonoruyeckne CpeacTsa 1,4% 20 126 1,6% 25396
BAA 11% 12 235 1,3% 18 958
AKyLLepCTBO, rMHeKonorus 1,9% 22 767 1,2% 19 158
Cromaronoruyeckue cpefcrea 1,0% 15116 0,7% 12 624
NeyebHO-NpounakTuyeckoe NuTaHme 0,2% 2061 0,3% 4951

Ha TeneBugeHud B 2017 I. HECKOIBKO
CHUSWINCH IO CPABHEHUIO C IIPEABIAY-
mMUM TofioM. Bo3pocna cpeanss crou-
MOCTb Pa3MEIEHUA PEKIaMBbl HA PAJHO,
4TO IPHUBEJIO K YBEIUMYCHHUIO TOIA JAH-
Horo tuma CMM B CTpyKType 3arpar
¢ 6,0% B 2016 1. 10 7,9% B 2017 I,
OZIHaKO JOJIA IO KOJMYECTBY BBIXOJOB
PEKIAMBI 110 JAHHOMY KaHAJIy OCTaNaCh
npexHeit (3,6%). HecKoIbKO COKpaTH-
JIOCh KOJIMYECTBO BBIXOJOB PEKIAMBI
B [IPECCE U JOJIA 3aTPAT HA HEe, a TIOIy-
JAPHOCTb HAPYKHOM PEKIAMBI, HAIIPO-
THB, BO3pocna (puc. I).

Kak u rogom pamee, B 2017 r. Hau-
00JIbIIAs JOJIA 3aTPAT HA PEKIAMY CyM-
MapHO 110 BceM Ttunam CMU (mabn. 1)
MPUIUIACH HA TaCTPOIHTEPOJIOTH-
yeckue cpencrsa (214%) m cpencrsa
OT IpocTyabl U rpurmna (18,7%). dtu xe
KATeTOPUU JTUAUPYIOT BTOPOH TOJ| HOJ-

NcTouHmk: «Pemeamnym» (Ha ocHoBaHUM fAaHHbIX Mediascope)

pAfl 10 KOJMMYECTBY BBIXO/IOB PEKIIa-
MBI, YKPEIULIl CBOM TIO3UIMH 32 CYET
IPOJOKAIOMETOCA POCTA  PEKIAM-
HOM aKTUBHOCTH Ipoussopurenert JII
u BAJl. Tperbe MeCTO 1O I07I€ PEKIAM-
HBIX 3aTpaT B 2017 T, Kak U TOAOM
paHee, 3aHAMM CPEACTBA A JIEYCHUA
HapymeHu# obmeHa BemecTs (7,2%),
OJHAKO MO KOJMYECTBY BBIXOJIOB
pexnambl (120 ThIC. IIT.) 3Ta TpymIa
YCTyIaeT KareropusaM 006e3001UBako-
IUX ¥ SKAPOIOHIKAIOIMUX Mpenapa-
TOB (143 TBIC. IIT.), JEPMATONOTHYE-
CKUX CPeACTB (137 ThIC. INT.) ¥ CPEACTB
OT MBIIIEYHBIX U CYCTaBHBIX Oonen
(122 TpIC. 1IT.).

Cpeay  KOMIIAHUM-PEKIAMOJATENEN
Ha DBIHKE IO-TIPEKHEMY C OOJIBIINM
OTPBIBOM OT JPYTHX UI'POKOB JIUUPYET
«Orucudapm» (gont 11,5% B 2017 T,
mabn. 2). TIpy 3TOM 10 CPABHEHHUIO

¢ 2016 T. OTMEYEHO CHIKEHHE JOIU
32TpaT KOMIIAHUH HA PeKIaMy Ha (poHE
pPOCTa KONMUYECTBA BBIXOOB PEKIAM-
HBIX PONHKOB. Bropoe MecTo B pei-
TUHTE TOI-20 perIaMoarene o fone
3arpar Ha pexiamy B Kareropuu JIII
u BAIl coxpanmna xommanua GSK
Consumer Healthcare ¢ monen 7,1%,
HO II0 KOJMYECTBY BBIXO/IOB PEKIAMBbI
B 2017 1. (117 TBIC. IIT.) OHA CYIIECTBEH-
Ho ycrymuia Berlin-Chemie Menarini
Group (160 ThIC. 1IIT.). 3AMBIKAET TPOMKY
JIUJIEPOB IO 0OBEMY 3aTPaT HA PEKIAMy
Kommanus Sanofi (ons 3arpar 6,5%).

beccMEHHBIM  JUAEPOM  pEUTHHIA
OpeHJoB IO [JoJe 3aTPaT Ha PEKIaMy
JIII u BAJl saBndercsa NUHENKA CPEACTB
OBanap. Jlos 3aTpar Ha PEKIAMY IPO-
JYKIUK OT OJHOMMEHHOH KOMIIAHUU
B 2017 1. cocraBmna 3,0%, HECKOIBKO
CHUBUBIIKCH 1O CpaBHEHHIO ¢ 2016 T.



E3 OBLLME BOMPOCHI GAPMPHIHKA

TABHI/II.I.Ao Ton-20 peknamogarenen no 3atpatam Ha peknamy B kateropum J1M u BAL 3a 2017 I. 1 Ux nokasaTtenu 3a 2016 T.
2016 2017
Peknamoparenb [lons 3atpar Ha Konuuecrso fions 3apar Ha Konuuectso
pexnamy BbIXO/I0B pexnamy BbIXO0B
peKnambl, WT. peKnambl, WT.
«OTucndapm» 12,2% 174 591 11,5% 178 971
GSK Consumer Healthcare 7,4% 120 973 1% 117 497
Sanofi 51% 59 194 6,5% 78 885
Berlin-Chemie Menarini Group 52% 84 433 6,4% 160 326
Teva 4,0% 64 770 5,8% 115706
Sandoz Farma 6,3% 84503 52% 86 308
Bayer AG 5,5% 114 380 4,3% 114195
Johnson & Johnson 4,4% 67 966 41% 61546
«3Banap» 3,2% 22 624 3,0% 35722
«Matepua Megunka» 3,0% 36 114 3,0% 34958
Abbott Laboratories S.A. 2,5% 25539 2,9% 35322
Reckitt Benckiser 2,9% 52 526 2,6% 49 362
Astellas Pharma 3,4% 33068 2,4% 25039
Takeda 1,8% 31301 21% 36 928
«o3utus buo» 0,3% 7389 1,6% 10 132
N®OK «06HOBNEHNEN 0,5% 6 674 1,3% 24 233
Dr. Reddy's Laboratories 1,2% 19 974 1,3% 41262
Stada CIS 2,6% 32791 1,2% 29 426
«O6oneHckoe» 0,9% 5880 1,2% 21483
Galderma 1,3% 33516 11% 26 970

OpHaKO KOJIMYECTBO BBIXOZIOB PEKIIa-
MBI CYIIECTBEHHO BO3POCIO IO CPaB-
HeHuto ¢ 2016 r. ¢ 22,6 THIC. MITYK
110 35,7 THIC. IIT., 9TO TTO3BOJIWIO OPEH-
Iy 3aHATH BEAYLIYIO 03U B 2017 T.
U 110 KOIMYECTBY PEKTAMHBIX POJIUKOB.
Hamomuunm, yto B 2016 1. MO 3TOMY
MOKA3aTeNI0  JUAUPOBAT  OPEHA
HypodeH (26 ThIC. BHIXO/IOB PEKTAMBI).
K cnosy, B 2017 r. Hypoden coxpa-
HIJI MECTO B TPOIIKE JIUAIEPOB IO KOJIH-
YEeCTBY BBIXO/IOB DEKIAMBI, YCTYIIUB
MECTO TOJBKO OpeHgy dCIyMHu3aH
(29 TeIC. WT.). BBICOKHME IOKasare-
JU IO YHUCIY PA3MEIICHUN PEKIAMBI
B 2017 . TaKKe OTMEYEHHI /I OpEH-
noB  Bonbrapen, Renewal, JIuHexc
u [lenranrun (maon. 3).

PEK/TIAMA HA TENEBUAEHUN

ITo wmroram 2017 r. MaKCHMMAaJbHBIA
OI0[KET HA PEKIAMY Ha TEIEBUJCHUU
TPAAUIMOHHO TIPHIIENCS HA TaCTPO-
SHTEPOJOTHYECKUE CPEACTBA (HONA
228%) W cpeacrsa OT IPOCTYABI
u rpunmna (gond 19,7%). dtu ase rpym-

NcTouHuk: «Pemeanym» (Ha ocHoBaHMM fAaHHbIx Mediascope)

OBl YK€ HE IIEPBBI I'OJ COXPAaHAIOT
JUJEPCTBO KAK 110 JION€ DPEKIAMHBIX
3aTpaT, TAK U IO KOJUYECTBY Pa3Me-
meHui. Tpo¥Ky aujepoB IO [Jo7e
3aTpar Ha pekaamy, Kak u B 2016 r.,
3aMBIKA€T TPYyNIa CPEACTB JJIA JIeye-
HUA HApymIeHHH OOMEHA BEIIECTB
(moma 7,7%), OJHAKO IO KOIUYECTBY
BBIXO/IOB PEKIAMBI HA TEJIEBUJCHUU
(118 TpIC. 1WT.) OHA yCcTymaer 06e360-
JUBAIUAM H KaPONOHMKAIOIIUM
cpeacreaM (138 ThIC. 1T.) ¥ AEPMATO-
JIOTHYEeCKUM cpeacTsam (136 ThiC. 1mT.).
[IpumeydaTensHo, yTo 414 8 u3 10 Kare-
rOpHUH, BOWEAMNX B PEUTHHI TOI-10
10 I0JI€ PEKIAMHBIX 3aTpart, B 2017 T.
OTMEUYEH POCT KOJIUYECTBA BBIXOJIOB
pEKIaMBl HA TEJEBUAECHUU IO CPaB-
Hernio ¢ 2016 r. Ilpuuem B 1EIOM
peKIaMa Ha TENECBUICHUH, KaK YK
OTMEYAJIOCh BBILIE, CTANA OOXOAUTHCH
IIPOU3BOAUTENAM HECKOJBKO JECIIEBIIE.
Kak cnegcrsue, g 6 u3 10 xarero-
puit JIII u BAIl B 2017 1. 3aduxcupo-
BAHO HEOOJBIIOE COKpANIEHHUE OIH
PEKIaMHBIX 3aTpaT (puc. 2).

PEK/TAMA HA PAAVNO

Cpenu HauboIee APKUX TPEH/IOB B CEI-
MEHTE DPAJUOPEKIaMbl (PapMaleBTU-
4eCKOH MPOAYKIIMU CTOUT BBIIEIUTH
CYIIECTBEHHBIH POCT JONIH 3aTpar
Ha MOPOABMKECHUEC YPOJOTHYECCKUX
cpeacrs: ¢ 17,1% B 2016 . 10 284%
B 2017 1. 32 pacCMOTPEHHBIN TEPHOL
IOYTH B 2 pa3a BO3POCJIO U KOJIHYe-
CTBO Pa3MEIEHUI JAHHOU KaTerOpUU
JII u BATL (¢ 3,7 10 6,1 ThIC. 1IT.), OAHA-
KO II0 9TOMY IIOKA3aTEII0 yPOJIOrhye-
CKHE CPEICTBA CyLUIECTBEHHO OTCTAIOT
OT Apyrux rpymm. Tak, Tporiiky jumpje-
POB IO KOJTUYECTBY BBIXO/JOB PCKIAMBI
B 2017 r. BO3IIABUIN UMMYHOCTHMY-
qupylomue cpejcrsa (11,2 Teic. mT.).
32 HUMH CJIEAYIOT CPEACTBA OT IPOCTY-
Il ¥ rpunna (8,4 THIC. BBIXOJOB PeKIa-
MbI) U [ACTPOIHTEPOSOTUIECKHE CPef-
crBa (8,3 TeIC. IIT.). B 1jeom Kommye-
CTBO PA3MEIIEHUI PEKIaMBbl HA PAJHO
BO3POCJIO /A 8 KATETOPUIL U3 PEUTHH-
ra Ton-10, a 7oxg 32TpaT HA PEKIaAMy
YBEINYMIACh TOJBKO 1A 4 U3 HUX -
3TO YPOJOTUYECKUE CPENCTBA, ICUXO-



OAPMALEBTUYECKAS PEKNAMA 1O UTOTAM 2017 TOAA

TABNULA e Ton-20 6peHA0B MO 3aTpaTtam Ha peknamy B kateropuu NN n BAL 3a 2017 . 1 ux nokasartenu 3a 2016 r.
2016 2017
BpeHa Jlons 3aTpar Ha Konuvecrso [Jlons 3aTpar Ha Konuuecreo
peKnamy BbIXOJ0B peKnamy BbIXOJ0B
peKnambl, WT. peKnambl, WT.

JBanap 32% 22 624 3,0% 35722
BonbTapeH 1,6% 19 308 1,8% 24 420
®occaniorens 21% 16 561 1,7% 17 365
Komnausut 1,4% 17 632 1,5% 18 895
JcceHumane 1,3% 14 565 1,4% 9843
Renewal 0,5% 6 674 1,3% 24 233
JInHekc 1,8% 25 491 1,3% 22 366
HypotheH 1,4% 26 361 1,3% 25018
fle-Hon 2,2% 17 363 1,2% 14 084
MeHTanrmH 1,2% 19 454 1,2% 20 548
Jcnymmnsax 1,0% 17 957 1,2% 29 161
MarHe B6 11% 12 765 11% 15 344
Tepa®nio 11% 16 060 1% 18 497
Ho-LUna 0,9% 8771 11% 12 679
AULL 1,0% 13 091 11% 13737
®ocornus - — 11% 11885
Aumnon 1,0% 15 869 11% 16 432
Karouen 11% 11 874 11% 16 448
Acbobazon 11% 14 938 1,0% 14 763
Jk30gepun 1,6% 19 250 1,0% 18 968

TPOITHBIE W HEBPOJOTHYCCKUE CPEMI-
CTBA, AE€PMATOJIOTHYECKHE CPEACTBA

u BALI (puc. 3).

PEK/IAMA B NMEYATHbIX
N3AAHNAX

O6beM (papManeBTUYECKON PEKIAMBI,
pa3MenaeMoi B MEYATHBIX U3JAHUAX,
COXPAaHMI OTMEYeHHYIO eme B 2016 T.
TEH/IEHIUIO K COKpalieHuio. Ha nepsom
MECTE TIO JIONE PACXO/I0B HA PEKIAMY
U KOJIMYECTBY PA3MEIEHUN OCTAIUCH
T'OMEOIIATUYECKUE U IPUPOAHBIE CPEX-
crBa. Ha ux gomo B 2017 1. OpUILIOCH
12,7% 3atpar B cermente JIII m BAJ,
YTO SKBUBAJIEHTHO HEMHOTHM 00jee
1 TBIC. pasMemenuit. B Tpolike 1upepos
110 KOJTMYECTBY PA3MEIECHUN PEKIAMBI
B TIpECCe U J0J€ PEKIAMHBIX 3aTpar —
CPEZICTBA OT MBIIMEYHBIX U CYCTABHBIX
6onett u BAJl. CymecTBEHHO BBIPOC-
aqa B 2017 1. x 2016 1. gons 3arpar
HA PEKIAMy TaCTPOIHTEPOTOTHYECKUX
U O(TATBMONOTHYECKUX  CPEJICTB.
CokpalneHue JJOMU 3aTPaT HA peKIaMy
[ICUXOTPOIIHBIX MU HEBPOJIOTMYECKUX

NcTounmk: «Pemeamnym» (Ha ocHoBaHUM iaHHbIX Mediascope)

PUCYHOK o PacnpeneneHune peknamHbIxX 3aTpaT ¥ KONUYECTBA BbIXOA0B
peknambl Ha TenesugeHun no Ton-10 kateropuam /M n BAA

M [lons 3aTpar, % (2016)
[ [lonsa 3atpart, % (2017)
—B- KonuuecTso BbIXO0B peKnambl, Tbic. WT. (2016)
-I- KonnyecTBo BbIXOAO0B peKnambl, Tbic. w. (2017)
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pucvuoxe PacnpefeneHune peknamHbiX 3aTpaT U KOJIMYECTBA BbIXOA0B
peknambl Ha paguo no ton-10 kateropuam J1M n BAJ

M [lons 3aTpat, % (2016)

[ flona 3atpar, % (2017)
~l- KonnuecTso BbIXOAOB peKNambl, TbiC. WT. (2016)
~B- KonnyecTBo BbIXOAOB peKnambl, TbiC. WT. (2017)
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Pucvuoxo PacnpefeneHne peknamHbiX 3aTpaT U KONMYeCcTBa BbIXOAOB
peknambl B npecce no ton-10 kateropusam JiM n bAA

M [lons 3atpart, % (2016)
@ [lons 3atpart, % (2017)
~@- KonnyecTso BbIXOJ0B peKnambl, TbiC. WT. (2016)
-[- KonuuecTso BbIXOA0B PeKnambl, Tbic. WT. (2017)
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NcTouHmk: «Pemeanym» (Ha ocHOBaHMM faHHbIX Mediascope)

CPEICTB OTTECHUIO 3Ty KATETOPHIO
Ha IIECTOE MECTO. [l JaHHOH IpyIl-
ool B 2017 T. OTMEYEHO U CHIDKEHHE
KOJIMYECTBA PEKIaMbl B mpecce. Tawke
MEHbIIE PEKIAMUPOBANUCh B II€4aT-
HBIX U31aHUAX B 2017 I. 10 CPABHEHUIO
¢ 2016 1. JITT u BAJl kateropuii yposio-
TUYECKUX CPEACTB, UMMYHOCTHMYIUPY-
IOIUX CPEACTB U CPEACTB OT IIPOCTY/bI
U rpumnmna (puc. 4).

HAPY)XXHAS PEK/TAMA

Ha HapyxHyio pexiamy NPUXOAUTCA
Jumb nopazka 0,1% oT Jomm peKIaMHbIX
3arpar 1 0,3% OT KOJIMYECTBA BLIXO/OB
ot Bcex Tunos CMU (puc. 1). Hecmorps
HA TO YTO JJAHHBIN KAaHAJ IPO/IBIKECHUA
UCIIOJIb3YETCA B KauecTBe pexnambl JIII
u bAJl pexe Bcero, B IPoIIeAIeM IOy
OTMEYEH IIOJOKUTEIBHBIN TPEHJ YBe-
JIMYEHUS KOJMYECTBA BBIXOJOB HAPYX-
HO¥ pextamsl ¢ 1889 mrryk B 2016 T.
110 4 945 wrryk B 2017 1. Kak creacrsue,
B 2,5 pa3a BO3POCJIH U 32TPATHI HA J1aH-
HBIH BUJ pernambl. CymeCTBEHHO U3Me-
HUJIACh CTPYKTYPA PA3MENIECHUA HAPYXK-
HOHM peKIaMbl 10 KareropuaM. Eciu
B 2016 1. 1O jo/e 3aTpaT HA PeKIa-
My B JaHHOM Tuie CMU nupuposanu
BAll, T0 B 2017 I. peUTHHT BO3IJIABUIN
CPeACTBA OT MBINICYHBIX M CYCTABHBIX
ooneit (noms 39,5%). CmeHmwICA Iuaep
U II0 KOJIWUYECTBY BBIXOJOB PEKIAMBL
Tak, B 2016 1. GOJIbIIE BCEIO BHIXO-
JIOB PEKIaMbl IPUXOAUNOCH Ha CPEfl-
CTBA OT MPOCTyAB! 1 rpumma (634 mr.),
a B 2017 1. UX BBITECHWIU I'ACTPOIHTE-
ponornueckue JIIT u BAIl (2424 mrt.),
CpeaCTBa, TIPUMEHAEMBIE B IIPOKTONIO-
i 1 xupyprau (2 360 urr.), u cpen-
CTBA OT MBILIEYHBIX 1 CYCTABHBIX O0I€H
(1337 mr.). Kpome Toro, B 2017 1. cTamu
6osee akTuBHO pazmemarbes JIIT u BAJL
KaTeropui 06€300MMBAIONIUX U KAPO-
NOHIKAIOIMNUX  CPEACTB, JEPMATO-
JIOTHYECKUX, HMPOTUBOUH(EKIIMOHHBIX
U CEPJICYHO-COCYAUCTBIX CPEACTB,
4 TAKKE CPE/ICTB, IPUMEHAEMBIX B aKy-
IIepCTBE ¥ r'uHeKonorun. Bee atu Kare-
rOpUM NPAKTUYECKH HE OBUIM Ipen-
CTAaBJICHBI B BUJC HAPYKHOH PEKIAMBI
B 2016 1. (maon. 4).

B 2017 1. BHOBb Pa3ropenuch JHUCKyC-
CUU O HEOOXOUMOCTH PETYINPOBAHUA
(bapmarieBTHYECKON pernIaMbl. BIuoTh
JI0 HACTOSIIIETO BPEMEHH OOCYKAAETCS
BO3MOKHOCTb BBE/ICHUS OIIpEENEH-



OAPMALEBTUYECKAS PEKNAMA 1O UTOTAM 2017 TOAA m

TABNULA o PacnpefeneHme peknamHbIX 3aTpaT U KOUYECTBa BbIXOLOB HAPY)KHOW peknambl no Ton-15 kateropusm J1M n BAL
2016 2017
Kateropuw /N n BAL Jlons 3aTpar Ha Konuuecrso [Jlons 3aTpar Ha Konuuecreo
pexknamy BbIXOJ0B, WT. pexknamy BbIXOAOB, WT.

CpeAcTBa OT MbILEYHbIX 1 CYyCTaBHbIX 6onei 1,6% 69 39,5% 1337
[acTposHTeponoruyeckue cpeacrsa 13,9% 80 23,3% 2 424
lpokTonorua u xupyprus 0,02% 2 22,5% 2360
MiMmyHOCTUMYNMpYIOLLMe CPeacTBa 4,6% 187 20,5% 230
[fpoTuBOannepruyeckne cpeacTsa 21,5% 325 53% 74
CpepacTtsa OT NPOCTYAbI U rpunna 16,1% 634 4,7% 284
06e360n1BaloLLME U XKAPOMOHMKAOLWME NpenapaTbl 0,3% 3 2,6% 279
OchTanbmonoruyeckmne cpeacTsa 1,0% 43 1,5% 100
[llepmatonoruyeckue cpeacrsa - - 0,9% 43
CpeacTsa Ans neyeHUs HapylweHUn obMeHa BelLecTB 2,8% 152 0,9% 113
NN v BAA (pa3Hoe) 1,3% 52 0,7% 55
BAQ 36,8% 338 0,4% 12
MpoTMBONHDEKLMOHHbIE CPEACTBA 0,04% 1 0,2% 24
AKyLIepCTBO, MMHEKONOorns - - 0,2% 20
CeppeyHO-coCyanCTble nMpenaparbl 0,04% 1 0,2% 27

HBIX OIDAHMYEHHUM, KOTOPHIE MOIYT
OTPA3UThCA HA COIEPAKAHUU TEKCTOBBIX
PEKIaMHBIX COOOLIEHUI U BUIEOPOIH-
KOB. B KauecTBe KpaiiHeil Mepbl HEKOTO-

NcTouHmk: «Pemeamnym» (Ha ocHoBaHUM fiaHHbIX Mediascope)

PBIMH 3KCIEPTAMU NIPEIIATAECTCA UHU-
[UATUBA U IIOJHOIO 3aIPETA PEKIAMEI
JIII Ha Tenesupenny. HecMoTpsa Ha 310,
pexiama JIII u BAJl ocraercsi OfHUM

U3 CAMBIX 3HAYMMBIX KaHAJIOB TIPOJBU-
JKeHUA  (papMaIeBTHYECKON IPOJIYK-
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Ea GENERAL ISSUES OF PHARMACEUTICAL MARKET

Pharmaceutical advertising

at-year end 2017

Remedium publishes an annual review of the pharmaceutical advertising
segment in the Drugs and Biologically Active Additives (BAA) category at
year-end 2017.!

Drugs and BAAs advertising has long
been an integral part of the brand
promotion strategy of the pharma-
ceutical companies, and its popular-
ity is not only decreasing, but grow-

The cost pattern by types of media
has undergone only minor changes
(Figure 1). Traditionally, television is
the most popular channel for adver-

tising, which accounted for about
88% of costs for all media channels
in 2017. As compared to 2016, the
share of television in terms of costs
has decreased, but the number of
adverts has remained at the same
level, which indicates that prices for
TV advertising slightly decreased in
2017 compared to the previous year.

ing. According to the current data,
the advertising activity of drugs and

BAAs producers has increased in of media in the drugs and BAAs category

FIGURE o Distribution of advertising costs and the number of ad views by type

2017 as compared to 2016. During
this period, the number of advertis-
ing outlets in total for all types of
media has increased from 1.5 mil
units in 2016 to 1.7 mil. units in
2017. Along with this, the pharma-
ceutical advertising costs? have also
increased (+6.6% in 2017 by 2016).

" Media coverage: TV, radio, press - national
placement; outdoor advertising - 50 cities.

2 We calculated the budget using official prices of TV
companies and media dealers, publishing houses,
radio stations, owners of outdoor advertising media
exclusive of taxes, discounts and allowances.

1. Television, 89,1%

2. Radio, 6,0%

3. Printed publications, 4,9%
4. Outdoor advertising, 0,04%

Mediascope is a leading research
company pertaining to media
research and monitoring of
advertising and the media on the
Russian market. The company's
activities are based on the
international standards of research.
The company is a member of

the industry associations and
associations EMRO, ESOMAR, OIROM.
Mediascope's information databases
serve as the basis for strategic
decision making for the media and
advertising market professionals. The
clients of Mediascope are the most
of media and advertising market
participants: advertising agencies
and groups, publishing houses, TV
channels, radio stations, Internet sites
and companies.

1. Television, 95,8%

2. Radio, 3,6%

3. Printed publications, 0,5%
4. Outdoor advertising, 0,1%

Share of advertising costs, %

2016 i l 2017 i I

Share of outputs, %

1. Television, 87,9%

2. Radio, 7,9%

3. Printed publications, 4%
4, Outdoor advertising, 0,1%

2017

1. Television, 95,8%

2. Radio, 3,6%

3. Printed publications, 0,4%
4, Outdoor advertising, 0,3%

Source: Remedium (based on Mediascope data)
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TABLE e Distribution of advertising costs and the number of ad views of different categories
in total for all types of media
2016 2017
Drugs and BAAs categories Share of Numl?er Share of Numl?er
advertising costs ofad YIews, advertising costs ofad VIews,
units units

Gastrointestinal drugs 21,8% 315173 21,4% 354 461
Cold and flu drugs 20,3% 301312 18,7% 307 632
Metabolic disorders drugs 72% 96 776 72% 119 903
Anesthetics and antipyretic drugs 6,8% 120 196 6,9% 142 985
Muscle and joint pain drugs 5,8% 77 453 6,7% 121913
Dermatological drugs 6,7% 115 242 6,2% 137 483
Immunostimulating agents 47% 74 422 5,2% 100 870
Urological agents 3,3% 43018 4,5% 67 906
Psychotropic and neurological agents 4% 51522 3,8% 52 053
Proctology and surgery 2,6% 45339 2,9% 69 218
Anti-infectives 3,2% 43 888 2,9% 53133
Antiallergic agents 3,5% 61469 2,8% 56 154
Drugs and BAAs (miscellaneous) 21% 23787 2,3% 34 411
Homeopathic and natural drugs 2,2% 23 941 2,3% 25 245
Cardiovascular drugs 1,9% 26 645 1,9% 35997
Ophthalmic drugs 1,4% 20 126 1,6% 25396
BAAs 11% 12235 1,3% 18 958
Obstetrics, gynecology drugs 1,9% 22 767 12% 19158
Dental drugs 1,0% 15116 0,7% 12 624
Treatment-preventive nutrition 0,2% 2 061 0,3% 4951

The average cost of placing radio
advertisements increased, which
led to an increase in the share of
this type of media in the cost pat-
tern from 6.0% in 2016 to 7.9% in
2017, but the share of the number
of ad outputs for this the channel
remained the same (3.6%). The num-
ber of media outlets in the press and
the share of costs for it decreased
somewhat, while the popularity of
outdoor advertising, on the contrary,
increased (Figure 1).

As in the previous year, the largest
share of advertising costs for all

types of media (Table 1) accounted
for gastroenterological (21.4%) and
colds and flu (18.7%) drugs in 2017.
These same categories are in the lead
for the second year in a row in terms
of the number of exits of advertising,
strengthening their positions due to
the continued growth of advertising
activity of drugs and BAA produc-
ers. Metabolic disorders drugs were
placed at rank three in terms of
advertising costs in 2017, as well
as a year earlier, (7.2%), however,
in terms of the number of adverts
(120,000), this group is inferior to

Source: Remedium (based on Mediascope data)

categories of analgesic - (143,000),
dermatological products (137,000),
and drugs for muscle and joint pain
(122,000).

Otcpharm is still the leader in terms
of market share (11.5% in 2017, Table
2) among advertisers on the market.
At the same time, in comparison
with 2016, a decrease in the com-
pany’s share of advertising costs was
noted against the background of an
increase in the number of adverts.
GSK Consumer Healthcare with a
share of 7.1% maintained the second
place in the top 20 advertisers rank-
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TABLE e Top-20 advertisers by advertising costs in the drugs and BAAs category for 2017 and their indicators for 2016
2016 2017
Advertiser Share of Number Share of Number
advertising costs ofad Views, advertising costs ofad Views,
units units
Otcpharm 12,2% 174 591 11,5% 178 971
GSK Consumer Healthcare 7,4% 120 973 % 117 497
Sanofi 51% 59 194 6,5% 78 885
Berlin-Chemie Menarini Group 5,2% 84 433 6,4% 160 326
Teva 4,0% 64770 5,8% 115706
Sandoz Farma 6,3% 84503 52% 86308
Bayer AG 55% 114 380 4,3% 114195
Johnson & Johnson 4,4% 67 966 41% 61546
Evalar 3,2% 22 624 3,0% 35722
Materia Medica 3,0% 36 114 3,0% 34958
Abbott Laboratories S.A. 2,5% 25539 2,9% 35322
Reckitt Benckiser 2,9% 52 526 2,6% 49 362
Astellas Pharma 3,4% 33068 2,4% 25 039
Takeda 1,8% 31301 21% 36928
Positive Bio 0,3% 7389 1,6% 10 132
PFC Obnovlenie 0,5% 6 674 1,3% 24233
Dr. Reddy's Laboratories 12% 19 974 1,3% 41262
Stada CIS 2,6% 3279 1,2% 29 426
Obolenskoye 0,9% 5880 1,2% 21483
Galderma 1,3% 33516 11% 26 970

ing by share of advertising costs in
the drugs and BAAs category, but in
terms of the number of adverts in
2017 (117,000) it gave up significant-
ly to the Berlin-Chemie Menarini
Group (160 th. units). The Sanofi
tops the top three in terms of adver-
tising costs (the share of costs is
6.5%). The leader in the brands rat-
ing by share of drugs and BAA adver-
tising costs is the Evalar line. The
share of products advertising costs
from the same company in 2017 was
3.0%, slightly lower than in 2016.

However, the number of ads
increased significantly from 22.6 th.
units to 35.7 th. units compared to
2016, which allowed the brand to
take a leading position in 2017 and in
the number of commercials. It bears
reminding that Nurofen brand took
the lead by this indicator in 2016 (26
th. ads). By the way, Nurofen held
its own in the top three in terms of
the number of ads, giving way only

to Espumizan brand (29 th. units)
in 2017. Brands Voltaren, Renewal,
Linex and Pentalgin also showed the
high rates of advertisement place-
ment in 2017 (Table 3).

TV ADVERTISING

According to the 2017 results, gas-
troenterological (22.8% share) and
colds and flu (19.7%) drugs have
traditionally accounted for the max-
imum budget for advertising on tele-
vision. These two groups have been
in leadership both in terms of the
share of advertising costs and in the
number of placements for a num-
ber of years. A group of drugs for
the treatment of metabolic disorders
rounded out the top three in terms
of the share of advertising costs, as
in 2016 (7.7%), but it is inferior in
terms of the number of TV adverts
(118 thousand) to fever and anti-
pyretic agents (138 thousand units)
and dermatological agents (136

Source: Remedium (based on Mediascope data)

thousand units). It is noteworthy
that there was an increase in the
number of TV advertising outlets for
8 out of 10 categories included in the
top 10 rating in terms of the share of
advertising costs in 2017 compared
to 2016. And in general, as already
mentioned above, television adver-
tising has become less expensive for
manufacturers. As a consequence,
a small reduction in the share of
advertising costs was recorded for
6 out of 10 drugs and BAA categories
in 2017 (Figure 2).

RADIO ADVERTISING

Among the most striking trends in
the radio advertising segment of
pharmaceutical products is a signifi-
cant increase in the share of costs for
the promotion of urological drugs:
from 17.1% in 2016 to 28.4% in 2017.
During the period under review, and
the number of placements of this
category of DRUGS and BAA (from
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TABLE e Top-20 brands by advertising costs in the drugs and BAAs category for 2017 and their indicators for 2016

2016 2017
Brand Share of Numl.)er Share of Numl?er
advertising costs ofad VIews, advertising costs ofad Views,

units units

Evalar 3,2% 22 624 3,0% 35722
Voltaren 1,6% 19 308 1,8% 24 420
Phosphalugel 21% 16 561 1,7% 17 365
Complivit 1,4% 17 632 1,5% 18 895
Essentiale 1,3% 14 565 1,4% 9843
Renewal 0,5% 6 674 13% 24 233
Linex 1,8% 25 491 13% 22 366
Nurofen 1,4% 26 361 1,3% 25018
De Nol 2,2% 17 363 1,2% 14 084
Pentalgin 1,2% 19 454 1,2% 20 548
Espumisan 1,0% 17 957 1,2% 29 161
Magne B6 11% 12 765 11% 15 344
Theraflu 11% 16 060 11% 18 497
No-Spa 0,9% 8771 11% 12 679
ACC 1,0% 13 091 11% 13737
Phosphogliv - — 11% 11885
Acipol 1,0% 15 869 11% 16 432
Kagocel 11% 11 874 11% 16 448
Afobazol 11% 14938 1,0% 14 763
Exoderil 1,6% 19 250 1,0% 18 968

3.7 to 6.1 thousand units), however,
in this indicator, urological facili-
ties lag significantly behind other
groups. Thus, the top three leaders
in terms of the number of exits of
advertising in 2017 were headed by
immunostimulants (11,200). They
are followed by drugs from the com-
mon cold and influenza (8,4 thou-
sand outlets of advertising) and gas-
troenterological drugs (8,3 thousand
units). In general, the number of
advertisements on radio increased
for 8 categories from the top-10 rat-
ing, and the share of advertising
costs increased only for 4 of them -
urological drugs, psychotropic and
neurological agents, dermatological
drugs and BAA (Figure 3).

PRINT ADVERTISING

The volume of pharmaceutical
advertising placed in print media has
preserved the reduction tendency
noted in 2016. Homeopathic and

Source: Remedium (based on Mediascope data)

FIGURE o Distribution of advertising costs and ad views on television by the
top 10 drugs and BAAs categories
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FIGURE e Distribution of advertising costs and ad views on radio by the top
10 drugs and BAAs categories

M Share of costs,% (2016)

[ Share of costs,% (2017)
- Number of ad views, th. (2016)
- Number of ad views, th. (2017)
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FIGURE o Distribution of advertising costs and ad views in printed publications
by the top 10 drugs and BAAs categories

W Share of costs,% (2016)
[ Share of costs,% (2017)
-l Number of ad views, th. (2016)

- Number of ad views, th. (2017)

_cll’ +— wn wn w w j4] w0 j%] wv (2]
©on Eon é an on T 4] 2 I -
c 5 5o S S cc c = = T
o= o= = = = ) [7) ) = 2
o= 5o ©° ©° Ubré" ° B © on
r=r Sc = 0 =i = ® = S
= ' = [ om© © & = o
© = a =S o SO o — 1=
= ) = =2 2 o

S < 0 5 on ) k= c =
om® [} O o °o o ] © ©
o< a s @ S8 2 S <
1S3 = £ S =0 < £ =] e
=} <] o LS > = o o
T = = ) 17 o o

4] o c o

o =

o © S

@ £

= E

Source: Remedium (based on Mediascope data)

natural remedies were ranked first
by share of advertising costs and the
number of placements. Their share
accounted for 12.7% of costs in the
drugs and BAA segment, which is
equivalent to a little over 1 th. place-
ments in 2017. Muscle and joint pain
drugs and BAA entered the top three
in terms of the number of ad place-
ments in the press and the share of
advertising costs. The share of costs
for gastroenterological and ophthal-
mologic agents advertising increased
significantly in 2017 as compared
to 2016. Reduction in the share of
costs for advertising psychotropic
and neurological agents moved this
category to sixth place. This group
showed reduction in the number of
print advertisements in 2017. Drugs
and BAA of urological agents, immu-
nostimulants and colds and flu cat-
egories were also less advertised in
print media in 2017 (Figure 4).

OUTDOOR ADVERTISING

Outdoor advertising accounts for
only 0.1% of the share of advertis-
ing costs and 0.3% of the number
of placements in all types of media
(Figure 1). Despite the fact that this
promotion channel is used least of
all for drugs and BAA advertising in
the past year, there was a positive
trend towards increasing the number
of outdoor ads from 1,889 in 2016
up to 4,945 ads in 2017. As a result,
the cost of this type of advertising
increased 2.5 times. The structure
of placement of outdoor advertis-
ing by categories has significantly
changed. If in 2016 BAAs held the
leading rank by a share of advertising
costs in this type of media, muscle
and joint pain drugs took the lead
in the 2017 rating (39.5% share). The
leader also changed by the num-
ber of adverts. Therefore, most of
the ads was accounted for by colds
and flu (634 pcs.) in 2016, and they
were replaced by gastroenterological
drugs and BAA in 2017 (2,424 ads.),
drugs used in proctology and surgery
(2,360), and muscular and joint pain
(1,337 ads) drugs. In addition,, the
drugs and BAAs of painkillers and
heat-reducing agents, dermatologi-
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TABLE ° Distribution of outdoor advertising costs and ad views by top-15 drugs and BAAs categories.
2016 2017
Drugs and BAAs categories Share of Number of ad Share of Number of ad
advertising costs views, units advertising costs views, units

Muscle and joint pain drugs 1,4% 69 39,5% 1337
Gastrointestinal drugs 13,9% 80 23,3% 2 424
Proctology and surgery 0,02% 2 22,5% 2360
Immunostimulating agents 4,6% 187 20,5% 230
Anti-allergic agents 21,5% 325 5,3% Tk
Cold and flu drugs 16,1% 634 4,7% 284
Anesthetics and antipyretic drugs 0,3% 3 2,6% 279
Ophthalmologicals 1,0% 43 1,5% 100
Dermatological drugs - - 0,9% 43
Metabolic disorders drugs 2,8% 152 0,9% 113
Drugs and BAAs (miscellaneous) 1,3% 52 0,7% 55
BAAs 36,8% 338 0,4% 12
Anti-infectives 0,04% 1 0,2% 24
Obstetrics, gynecology - - 0,2% 20
Cardiovascular drugs 0,04% 1 0,2% 27

cal, anti-infective and cardiovascular
agents categories, as well as those
used in obstetrics and gynecology,
began to be more actively placed
in 2017. All these categories were
practically not represented in the
form of outdoor advertising in 2016
(Table 4).

In 2017, discussions arose about
the need to regulate pharmaceutical
advertising. Up to now, the possibil-
ity of introducing certain restric-
tions that may affect the content of
text advertisements and videos has
been discussed. Some experts pro-
pose an initiative and a complete

Source: Remedium (based on Mediascope data)

ban on drugs advertising on televi-
sion as a last resort. Despite this,
drugs and BAA advertising remain
one of the most important channels
for the promotion of pharmaceuti-
cal products.
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