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Celebrity selling

By spreading the word about ostecoporosis, Camilla Parker Bowles,
companion o Prince Charles, is inadvertently raising awareness about the

latest wend in global drug promotion

orking round the clock from her

home office in New Jersev, Amy

Doner Schuchtel is at the cutting
edge of medical research—she helps drug
companies find celebrities 10 help expand
nrkes for new medicines.

Chatting on the phone ane nighe last
week, Ms Doner Schachrel explained how
she worked with big pharmaceutical compa-
nies to locate high profle personalities 1o
talk about low profile diseases. The research
she does for the companies and their public
relations firms was not promoting diugs, she
stressed, but raising awareness. “The wend is
growing dramatically,” she said

Thanks to this experienced public rela-
tions agent and her company, Premier Enter-
tainment, the American public learnt about
irritable bowel syndrome from the star of the
sitcom Frasier, Kelsey Grammer, and his wife,
who has the condition. They appeared
publicly on behall of a foundation for yut
disorders. The celehrity  awarcniess-raising
campaign was funded by GlaxoSmithKline.
makers of the nritable bowel syndrome drug
Lotronex (alosetron hydrochloride). Aroumd
the sumne nme, that drug was withdrawn from
the market after reports of serious side effects,
including deaths.

In 1999 Ms Doner Schachte! lned up
film and twlevision star Cybill Shepherd to
talk about the menapause and a big-selling
supplement for sympuom relicf. As luck
would have it Cybill was taking the supple-
ment with “wemendous results” said Ms
Doner Schachiel That gig was funded
directly by the manufacturer, an Australian
company Gdled Novogen.

Both of the celebrity CHMpAigNs were a
huge success in the enormous US healith
care market The Frasier pair made the Ty
Shew and Cybill made Oprah Wisifrey

While Camilla Parker Bowles's recenr
appearances talking about osteoporosis have
been somewhat more modest, her comments
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on the bone condition have nevertheless
attracted media attention. Unlike the televi
sion stars she is not being paid by a diug or
supplement company, but rather is advocac
ing on behalf of a charity she helps to run: the
National Osteoporosis Suciety.

However, her awareness-raising activi-
ties do appeur somehow to be synchronised
with a much larger global campaign being
underwritten by the world's biggest pharma-
ceutical companies.

Motvated by her own [amily's health
problems, Mrs Parker Bowles became a
patron of Brimin's Batlvbased Natonal
Osteoporosis Society in 1997, and president
in 2001 But it was not undl last month that
she made her first major speech on the
subject.

The location was Lishon. The sewing was
the Roundmble of nternational Women
Leaders. The commereial sponsor for the
meeting was Lilly, the manufacturer of a new
osteoporosis drug called Evista (raloxifene).

On 11 May, at the Lishon meeting, Mrs
Parker Bowles described how her mother
and grandmorther “both uagically died as a
result of this crippling  disease”  She
explained that, as a result of her mother's
death, "I became determined o find some
wiy of helping people with osteoparosis
from experiencing the same fie and
general disregard that she encountered.”

Her message for health authorities was
cear:“There are not cnough DXA scanners,
not encugh saff to monitor theny; not
enough physios or special nurses, or meney
w© help fund the vzl research... We must
emphasise the importance of spending
more money on early diagnosis”

Importandy, Mrs Parker Bowles also
signed a “call to action” urging governmenis
across the globe to “make the diagnosis and
treatment of osteoporosis prior to the first
fracture a priority for public health” The
“call o action™ is based on a report relcased
previously by the International Osteaporo-
sis Foundation—a kind of global umbrella
for national groups. On the final pages of
that report, a few lines of fine print acknowl-
edgerd the sponsors, who provided "unre-
stricted educatdonal grants © enable us 0
produce the report” There are eiglu
sponsors and they are all global pharmaceu-
tical companies. Lilly is the “Cold Sponsor.”

Initively carly diagnosis and prevention
make perfect sense, but the debate within the
medical literature about ostcoporosis is far
mure complicated than these simple mes-
sages reveal While it is not at all clear frum
the publicity nustertal and the media storics,
there is a genuine scientific controversy abour
the role of bone mineral densizy seanning in
predicting a person’s futuwre risk of fructure,
There are also complex cost-effectiveness
arguments about the value of extending sub-
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sidised tests and weatments to the millions of
relatively healthy women who have not had a
fracture.

One of the other high profile people at
the Lilly-supported Roundtable of Inter-
national Women Leaders was the former
governor of Texas, Ann Richards. Just days
after that Lisbon meetng Ms Richards
appeared on CNN's Lamry King show,
talking about the star-stidded roundeable
on osteaporosis and swongly endorsing the
value of a4 good dier and plenty of cxercise.
She also revealed she was taking a
medication. According o the vanscript, she
told Larry it was “Evista. It works lor me”
ant later confirmed that Ann
Richards worked fur Lilly from tme o time.

Back in New Jersey, Amy Dona
tel is explaining the changing role of
s in raising awareness about dis
eases, “Companies originally wanted the
biggest names, the biggest stars. Now it s
finding the celebrity with the right fit
someone who has genuine connections,
through suffering the conditon themselves
or having a family member or friend with
the condition,” she said.

The woman who organised the Lisbon
meeting, where Camilla Parker Bowles
made her first big public speech, was Mary
Anderson, from the Iniernavonal Osigo-
porosis Foundaton. She confirmed  that
Lilly paid the airfares and accormnmodadion
of Ann Richards and some of the other high
profile guests, but that Mrs Parker Bowles
paid her own way. Asked about the influence
of drug company sponsorship i raising
awarcness about osteoporosis, she said that
individual brands were most certainly not
promoted. “The International Osteoporosis
Foundaton doesn’t want to have anything 1o
dor with product endorsement. The more
proven medications for people the beter,
The more the merrier.”
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