
Advertising plays a critical role in the biopharma industry, influencing patient communication, brand awareness, and navigating 
regulatory challenges. This study explores the multifaceted aspects of biopharma advertising, focusing on the regulatory landscape 
shaped by the Federal Trade Commission (FTC) and significant legal cases from the past decade that have resulted in substantial fines 
and penalties. The findings highlight the pivotal roles of the FTC and the FDA in ensuring that biopharma advertising remains truth-
ful and non-misleading. As the industry evolves, the study suggests that biopharma companies must prioritize ethical advertising 
practices to sustain trust and credibility with patients and healthcare

Volume 7 • Issue 1 • 2025

 Copyright © All rights are reserved by Timothy Allen.

Journal of Medical Research and Case Reports

Research Article

Timothy Allen1*, Yasmin Allen2, Nepton Sheikh-khoni3, Nasrin Momeni4, William Moradi5 and Ariella Allen6

1MD, PhD, Cancer Biology and Genetics Program, Sloan Kettering Institute, Memorial Sloan Kettering Cancer Center, New York, NY 10065, 
USA
2Student at the University of Florida, Gainesville, FL
3MD, MS, Weill Cornell Medical College of Cornell University
4student at Islamic Azad University of Tehran Medical Science, Tehran, Iran
5Student at York University, Toronto, ON
6Student at the University of Florida, Gainesville, FL

Published: January 30, 2025

*Corresponding Author: Timothy Allen, MD, PhD, Cancer Biology and Genetics Program, Sloan Kettering Institute, Memorial Sloan Ket-
tering Cancer Center, New York, NY 10065, USA.

Role of Advertising in Biopharma: Patient Communication, 
Brand Awareness, and Regulatory Challenges

Citation Timothy Allen, Yasmin Allen, Nepton Sheikh-khoni, Nasrin Momeni, William Moradi and Ariella Allen. (2025). Role of Advertising 
in Biopharma: Patient Communication, Brand Awareness, and Regulatory Challenges. Journal of Medical Research and Case Reports 7(1). 
DOI: 10.5281/zenodo.14776142

Abstract

Keywords: Biopharma advertising; Patient communication; Brand awareness; Regulatory challenges

Advertising in the biopharmaceutical industry plays a crucial role 
in shaping patient communication and brand awareness. This es-
say explores the multifaceted nature of biopharma advertising, the 
regulatory landscape governed by the Federal Trade Commission 
(FTC), and notable legal cases.

Biopharmaceutical companies rely heavily on advertising to com-
municate with patients and healthcare providers. Effective ad-
vertising can increase brand awareness, educate patients about 

Patient communication through advertising involves direct-to-con-
sumer (DTC) marketing, which aims to inform and educate patients 
about available treatments. DTC advertising can empower patients 
by providing them with information about their health conditions 

treatment options, and ultimately drive sales. However, the unique 
nature of biopharma products, which often involve complex medi-
cal information, necessitates a careful and ethical approach to ad-
vertising. 

Introduction

The Importance of Advertising in Biopharma

Patient Communication via Advertising



Journal of Medical Research and Case Reports

Citation: Timothy Allen, Yasmin Allen, Nepton Sheikh-khoni, Nasrin Momeni, William Moradi and Ariella Allen. (2025). Role of Advertis-
ing in Biopharma: Patient Communication, Brand Awareness, and Regulatory Challenges. Journal of Medical Research and Case Reports 
7(1). DOI: 10.5281/zenodo.14776142

Page 2 of 3

The FTC, in collaboration with the Food and Drug Administration 
(FDA), regulates biopharma advertising to ensure that it is truth-
ful, not misleading, and supported by scientific evidence. The FTC’s 
Health Products Compliance Guidance outlines the standards for 
substantiating health-related claims in advertisements. This in-
cludes ensuring that claims are based on reliable scientific evi-
dence and that any limitations or risks associated with the product 
are clearly communicated [3].

The FTC also monitors endorsements and testimonials used in bio-
pharma advertising. Companies must ensure that endorsements 
reflect the honest opinions of endorsers and that any material con-
nections between the endorser and the company are disclosed [4].

Over the past decade, several biopharma companies have faced le-
gal challenges and significant fines for violating advertising regula-
tions. These cases highlight the importance of compliance with FTC 
and FDA guidelines.

Merck (2011): Merck agreed to pay $950 million to resolve allega-
tions related to the illegal promotion of the painkiller Vioxx. The 
company promoted Vioxx for rheumatoid arthritis before it was 
approved for that use and made false statements about the drug’s 
safety [6].

GlaxoSmithKline (2012): GlaxoSmithKline paid $3 billion to set-
tle civil and criminal liabilities related to the promotion of several 
drugs, including Paxil and Avandia. The company was accused of 
misbranding drugs and failing to report safety data [7].

Johnson & Johnson (2013): Johnson & Johnson paid $2.2 billion 
to resolve allegations involving the prescription drugs Risperdal, 
Invega, and Natrecor. The company was accused of promoting these 
drugs for off-label uses and providing kickbacks to physicians [8].

Sanofi-Aventis (2012): Sanofi-Aventis paid $109 million to settle 
allegations that it provided free samples of Hyalgan to doctors to 
encourage them to prescribe the drug, resulting in inflated prices 
for government health programs [9].

Conclusion

Disclaimer 

Advertising in the biopharma industry is a powerful tool for patient 
communication and brand awareness. However, it comes with sig-
nificant responsibilities and regulatory requirements. The FTC and 
FDA play crucial roles in ensuring that biopharma advertising is 
truthful and not misleading. Legal cases over the past decade un-
derscore the importance of compliance and the severe consequenc-
es of violating advertising regulations. As the industry continues 
to evolve, biopharma companies must prioritize ethical advertising 
practices to maintain trust and credibility with patients and health-
care providers.

This paper was financially supported by Nexus Alliance Biopharma 
(www.NexusAllianceBiopharma.com). Nexus Alliance provided lo-
gistical support and grant funding for the development of this pa-
per; however, the authors were not directly compensated by Nexus 
Alliance for their contributions. The content, analysis, and conclu-
sions presented are solely those of the authors and do not neces-
sarily reflect the views or positions of Nexus Alliance Biopharma. 

Pfizer (2009): Pfizer was fined $2.3 billion for the illegal promo-
tion of the painkiller Bextra. The company was found guilty of mis-
branding the drug with the intent to defraud or mislead, promoting 
it for uses and dosages that were not approved by the FDA [5].

and potential therapies. This form of communication is particularly 
important in the context of rare diseases and oncology, where pa-
tients may have limited knowledge about their treatment options. 
Digital platforms have become increasingly important for patient 
communication. Social media, websites, and targeted online adver-
tising allow biopharma companies to reach specific patient demo-
graphics more effectively. For example, personalized ads based on 
patient data can provide relevant information to individuals who 
are most likely to benefit from a particular treatment [1].

Building brand awareness is essential for biopharma companies 
to establish trust and credibility with both patients and healthcare 
providers. A strong brand can differentiate a company’s products 
in a competitive market and foster loyalty among patients. Effective 
branding strategies often involve a combination of traditional ad-
vertising, digital marketing, and public relations efforts.  Pharma-
ceutical companies also engage in disease awareness campaigns, 
which aim to educate the public about specific health conditions 
and the importance of seeking treatment. These campaigns can in-
directly boost brand awareness by associating the company’s name 
with valuable health information and support [2].

Brand Awareness in Biopharma

FTC Regulations on Biopharma Advertising

Legal Cases and Penalties in the Last Decade
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Compliance Statement Nexus Alliance Biopharma operates in full 
compliance with U.S. federal laws and regulations, including those 
enforced by the Department of Justice (DOJ), the Department of 
the Treasury’s Office of Foreign Assets Control (OFAC), and other 
relevant regulatory bodies. Nexus Alliance affirms that: 1. None of 
its principles reside in Russia, China, Hong Kong, or any sanctioned 
nation, including Cuba, Iran, North Korea, Sudan, or Syria. 2. It does 
not and will not engage with the governments of Russia, China, 
Hong Kong, or any sanctioned nations. 3. It strictly adheres to U.S. 
laws and guidelines, including the Export Administration Regula-
tions (EAR), International Traffic in Arms Regulations (ITAR), the 
Foreign Corrupt Practices Act (FCPA), and all applicable sanctions 
and trade restrictions. This disclaimer reflects the organization’s 
commitment to ethical practices, compliance, and transparence.
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