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Pharmaceutical Marketing Regulations:

A Comprehensive Overview

Introduction

Pharmaceutical marketing in the United States is a massive enterprise that is tightly regulated to

protect public health and ensure ethical conduct. U.S. healthcare and pharma advertising

spending is projected to exceed $30 billion in 2024 (US Healthcare and Pharma Ad Spending

2024), reflecting the extensive promotional activities directed at both consumers and healthcare

professionals (HCPs). The U.S. is one of only two countries (along with New Zealand) that allow

direct-to-consumer (DTC) prescription drug advertising (Harvard Health Ad Watch: How direct-

to-consumer ads hook us - Harvard Health). DTC ad spending alone has surged to an estimated

$14 billion per year (Harvard Health Ad Watch: How direct-to-consumer ads hook us - Harvard

Health). Given this scale, multiple federal agencies and laws govern how pharmaceutical

companies promote their products. Key regulators include the Food and Drug Administration

(FDA), Federal Trade Commission (FTC), Department of Justice (DOJ), as well as oversight

by the Department of Health and Human Services (HHS) via its Office of Inspector General (OIG)

and the Centers for Medicare & Medicaid Services (CMS). Major laws such as the Food, Drug,

and Cosmetic Act, Prescription Drug Marketing Act, Anti-Kickback Statute, the Sunshine Act,

and the False Claims Act create a complex compliance landscape. This report provides an in-

depth review of U.S. federal regulations on pharma marketing, how they affect marketing

practices (from DTC commercials and digital ads to physician engagements and drug sampling),

and the compliance obligations and enforcement trends that IT professionals in pharma must

understand.

Why IT Professionals Should Care: The regulatory framework dictates requirements for

marketing content, data tracking, and reporting. Pharmaceutical IT systems often need to

support compliance – for example, by maintaining databases of HCP payments for Sunshine Act

reporting, managing promotional material approvals and FDA submissions, tracking sample

inventories, and monitoring field sales activities for potential compliance risks. Understanding

the regulatory context helps IT teams design systems and workflows that ensure all marketing

activities stay within legal boundaries and that required data can be reported to regulators

accurately and on time.

Below, we outline the key regulatory bodies and their roles, followed by the major laws governing

pharmaceutical marketing. We then discuss each area of regulation (advertising, HCP

interactions, etc.), and highlight compliance obligations, enforcement trends, and recent case

examples.
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Regulatory Oversight and Key Authorities

Pharmaceutical marketing is subject to oversight by several federal agencies, each with a

specific mandate. The table below summarizes the key regulatory bodies involved and their

roles in pharma marketing oversight:

Agency / Office Role in Pharmaceutical Marketing Regulation

FDA – Food & Drug

Administration

(Center for Drug

Evaluation and

Research, OPDP)

Primary authority over prescription drug marketing. FDA’s

Office of Prescription Drug Promotion (OPDP) reviews

advertising and promotional labeling for prescription drugs to

ensure information is truthful, balanced, and not misleading

(The United States Food and Drug Administration and

Prescription Drug Promotion - PMC) (The United States Food

and Drug Administration and Prescription Drug Promotion -

PMC). FDA sets rules for what claims can be made, mandates

disclosure of risks, and can enforce against false or

unapproved claims (misbranding). OPDP monitors ads (TV,

print, online), sales materials, and other promos, and issues

warning or untitled letters for violations. FDA also regulates

drug samples distribution and labeling through separate

provisions.

FTC – Federal

Trade Commission

Oversees advertising practices for non-prescription drugs,

dietary supplements, and general healthcare advertising

not pre-approved by FDA. The FTC Act prohibits unfair or

deceptive advertising. For example, OTC drug ads and

supplement marketing fall under FTC jurisdiction for

truthfulness (The United States Food and Drug Administration

and Prescription Drug Promotion - PMC). The FTC can take

action on misleading claims (e.g. false “miracle cure”

advertisements) and ensures adequate substantiation of

health claims.

HHS OIG – Office

of Inspector

General

Polices healthcare fraud and abuse. OIG enforces the Anti-

Kickback Statute and other fraud laws in collaboration with

DOJ, and can impose civil monetary penalties and exclude

companies from federal health programs. OIG issues

compliance guidance (e.g. advising pharma companies on
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Agency / Office Role in Pharmaceutical Marketing Regulation

compliant HCP arrangements) and has identified certain

marketing practices (like lavish speaker programs) as high risk.

DOJ – Department

of Justice

Enforces federal laws through criminal and civil proceedings.

In pharma marketing, DOJ prosecutes criminal violations (e.g.

willful misbranding or kickbacks) and civil fraud cases under

the False Claims Act. DOJ often works from FDA or OIG

referrals or whistleblower (qui tam) lawsuits, resulting in large

settlements if companies engaged in off-label promotion or

kickback schemes.

CMS – Centers for

Medicare &

Medicaid Services

Administers the Physician Payments Sunshine Act (Open

Payments) which requires drug and device manufacturers to

report payments and gifts to physicians and teaching

hospitals. CMS collects these reports and publishes them in a

public database yearly, and can levy penalties for non-

compliance. CMS thus ensures transparency in industry

relationships as an indirect check on inappropriate marketing-

induced incentives.

Other relevant bodies: The FDA’s regulatory scope also involves its Center for Biologics (for

biologic drug promotion) and DEA (Drug Enforcement Administration) for controlled substances

(though DEA’s focus is on distribution control rather than advertising). Industry associations like

PhRMA maintain voluntary codes of conduct (e.g. PhRMA Code on Interactions with Healthcare

Professionals) that, while not law, complement the legal requirements by setting ethical

standards for marketing practices.

Major Laws Governing Pharmaceutical Marketing

Multiple federal statutes form the legal backbone of pharmaceutical marketing regulation. The

table below lists the major laws and regulations and provides a brief description and

enforcement mechanism for each:
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Law /

Regulation
Description & Key Provisions Enforcement Mechanisms

Food, Drug,

and

Cosmetic

Act (FDCA)

(1938, as

amended)

The core FDA law. Prohibits

misbranding of drugs – which

includes false or misleading

advertising or labeling (The

United States Food and Drug

Administration and Prescription

Drug Promotion - PMC). Requires

that prescription drug ads be

truthful, balanced (present

benefits AND risks), and only

promote FDA-approved uses

(The United States Food and

Drug Administration and

Prescription Drug Promotion -

PMC). Violation (e.g. a false claim

or promotion of an unapproved

use) deems the drug

“misbranded,” which is illegal.

Also authorizes FDA to regulate

labeling, mandate disclosure of

risks, and require submission of

ads to FDA.

FDA (OPDP) is the primary

enforcer via surveillance and

warning letters. FDA can require

corrections, demand cessation

of violative ads, or in severe

cases seize products or seek

injunctions. DOJ can pursue

criminal misbranding charges or

injunctions for egregious

violations (often misdemeanors

for responsible corporate

officers).

Prescription

Drug

Marketing

Act (PDMA)

(1987)

Amendment to FDCA focused on

drug distribution and samples.

Bans the sale, purchase, or

trade of drug samples and drug

coupons (FDA’s Final Rule

Implementing The Prescription

Drug Marketing Act-

Perspectives-Reed Smith LLP).

Restricts distribution of free

samples to licensed prescribers

with strict procedures – a doctor

must request samples in

FDA oversees compliance (e.g.

inspecting sample records).

Violations (e.g. selling samples)

are subject to criminal

penalties and fines under the

FDCA. Companies must

maintain sample inventories and

audit trails; FDA can pursue

those illegally distributing or

trafficking samples.
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Law /

Regulation
Description & Key Provisions Enforcement Mechanisms

writing, delivery must be to the

doctor or pharmacy of a

hospital, and the recipient must

sign a receipt (FDA Issues

Guidance on Prescription Drug

Sample Distribution During

COVID-19-Insights-Skadden,

Arps, Slate, Meagher & Flom

LLP). Also prohibits re-

importation of U.S.-made

prescription drugs (to prevent

diversion/counterfeits) and

requires state licensing of

wholesalers.

Anti-

Kickback

Statute

(AKS) (42

U.S.C.

§1320a-

7b(b))

A federal anti-fraud law that

criminalizes offering or paying

“anything of value” to induce

someone to purchase,

prescribe, or recommend a

product that is reimbursed by

federal health programs

(Federal Anti-kickback Statute-

Office of Inspector General-

Government Oversight-U.S.

Department of Health and Human

Services). In pharma, this means

companies cannot give

remuneration (cash, gifts, lavish

meals, extravagant speaking fees,

etc.) to doctors, pharmacies,

patients, or others as a reward or

incentive for prescribing their

drugs. Even offering excessive

consulting fees or improper

DOJ (Criminal Division)

prosecutes AKS violations as

felonies – penalties can include

up to 5 years in prison and fines

~$25,000 per violation (Federal

Anti-kickback Statute-Office of

Inspector General-Government

Oversight-U.S. Department of

Health and Human Services).

HHS OIG can also impose civil

penalties (up to $50k per

violation + triple the kickback

amount (Federal Anti-kickback

Statute-Office of Inspector

General-Government Oversight-

U.S. Department of Health and

Human Services)) and can

exclude violators from

Medicare/Medicaid. Violations

often also trigger False Claims
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Law /

Regulation
Description & Key Provisions Enforcement Mechanisms

sponsorships can qualify as

kickbacks. The law is intent-

based (knowing and willful

violations). It includes safe

harbors that protect certain

arrangements (e.g. legitimate

consulting or discount programs)

if strict criteria are met.

Act liability (any claim to

Medicare tainted by a kickback

is false) (Federal Anti-kickback

Statute-Office of Inspector

General-Government Oversight-

U.S. Department of Health and

Human Services). Many pharma

companies have paid large

settlements under AKS (often

via FCA cases) rather than face

criminal trial.

Physician

Payments

“Sunshine”

Act (2010) –

Open

Payments

program

Part of the Affordable Care Act, it

mandates transparency of

financial relationships between

drug/devicemakers and

healthcare providers. Requires

applicable manufacturers to

track and annually report to

CMS virtually all payments or

transfers of value to physicians,

certain other clinicians (physician

assistants, nurse practitioners,

etc.), and teaching hospitals

(Physician Open Payments Data

Publication Incorporate New Final

Rule Changes). This includes

consulting fees, speaker

honoraria, travel, meals, research

funding, royalties, and more,

above small de minimis

thresholds. Also requires

reporting of physician ownership

interests. CMS publishes the data

on a public website.

CMS enforces reporting.

Companies must submit

detailed reports yearly; failure to

report or inaccuracies can lead

to civil penalties up to

$11,000+ per unreported item

(inflation-adjusted) and annual

caps over $1 million for

knowing violations (Physician

Open Payments Data

Publication Incorporate New

Final Rule Changes). The data is

public, enabling oversight by

regulators, media, and the

public. DOJ has begun using

Sunshine Act data in

investigations (and non-

reporting can factor into FCA

cases (Emerging Enforcement

Trend: Sunshine Act Penalties

Coupled With …)), though

primary enforcement is through

CMS audits and penalties.
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Law /

Regulation
Description & Key Provisions Enforcement Mechanisms

False Claims

Act (FCA)

(31 U.S.C.

§§3729–

3733)

A Civil War-era anti-fraud law,

empowers the government to

recover treble damages and

penalties for false or fraudulent

claims for payment submitted to

the government. In pharma, off-

label promotion (marketing for

unapproved uses) or kickback

schemes often lead to FCA

liability because they cause

providers to bill

Medicare/Medicaid for non-

covered or tainted prescriptions.

The FCA allows private

whistleblowers (relators) to file

qui tam lawsuits on the

government’s behalf, with

potential rewards. Each false

claim can incur a penalty

(~$12,000+ each) plus triple the

government’s damages.

DOJ (Civil Division) is the main

enforcer, often following

whistleblower suits. Companies

found liable (or settling) under

FCA have paid huge sums – e.g.

nearly every major pharma firm

has faced FCA settlements for

off-label marketing or

kickbacks. Penalties are severe:

triple the government’s losses

plus per-claim fines (Federal

Anti-kickback Statute-Office of

Inspector General-Government

Oversight-U.S. Department of

Health and Human Services).

DOJ recovered $1.67 billion

from healthcare industry FCA

cases in FY2024 alone (Office

of Public Affairs-False Claims

Act Settlements and Judgments

Exceed $2.9B in Fiscal Year

2024-United States Department

of Justice). Most cases settle

with companies paying fines

and agreeing to Corporate

Integrity Agreements

(mandating compliance

measures). Individuals

(including sales execs or

doctors) can also be pursued.

Federal

Trade

Commission

Act (FTC Act,

Broad consumer protection law

prohibiting “unfair or deceptive

acts or practices.” Underpins

FTC’s authority over advertising.

FTC can investigate and bring

enforcement actions in federal

court or through administrative

processes. Remedies include
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Law /

Regulation
Description & Key Provisions Enforcement Mechanisms

1914) –

Section 5

For pharma, it mainly applies to

consumer ads for products not

regulated by FDA pre-approval

– e.g. OTC drug advertising,

supplement and device ads,

and any deceptive health

claims. Advertisements must be

truthful and substantiated. The

FTC often acts against

outrageous health frauds (fake

cancer cures, weight-loss scams)

and works with FDA in

overlapping areas.

cease-and-desist orders,

fines, and consumer redress.

For serious fraud, DOJ (on

FTC’s behalf) can seek court

injunctions and disgorgement.

In pharma marketing, FTC

notably monitors OTC drug ads

(since FDA regulates OTC

labeling but FTC oversees the

advertising) and requires

substantiation (often competent

scientific evidence) for any

health-related claims.

Note: Many states also have laws on pharma marketing (e.g. gift bans, marketing disclosure

requirements), but this report focuses on federal regulations. Industry self-regulation, such as

the PhRMA Code on interactions with HCPs, while voluntary, is widely adopted and effectively

required to avoid the appearance of impropriety. Companies adhering to the PhRMA Code, for

example, limit gifts and meals to modest amounts, which helps them steer clear of kickback

risks.

FDA Regulation of Prescription Drug Marketing

The FDA has primary authority over prescription drug advertising and promotion under the

FDCA. The FDA’s mission in this area is to ensure that drug promotions are accurate and

advance public health by enabling appropriate medication use (Background on Drug Advertising-

FDA) (Background on Drug Advertising-FDA). Key FDA regulatory requirements and mechanisms

include:
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Truthful, Balanced, Non-Misleading Claims: The FDCA and FDA regulations (21 C.F.R. §202.1)

require that prescription drug advertisements and promotional labeling “be truthful, balanced, and

not misleading.” All claims about a drug’s benefits must be factual and supported by evidence, and

risks must be disclosed with equal prominence (the “fair balance” requirement) (The United

States Food and Drug Administration and Prescription Drug Promotion - PMC) (Harvard Health Ad

Watch: How direct-to-consumer ads hook us - Harvard Health). For example, if a drug ad discusses

what the drug treats, it must also communicate major side effects or contraindications in a clear way

(Harvard Health Ad Watch: How direct-to-consumer ads hook us - Harvard Health). It is illegal to

promote a drug for any use not approved by the FDA (no off-label promotion), or to make false or

unsubstantiated efficacy claims. If promotional materials are false or misleading in any particular, the

drug is considered misbranded under the FDCA (The United States Food and Drug Administration

and Prescription Drug Promotion - PMC), which is a violation that can trigger FDA enforcement.

Scope of FDA-Regulated Promotion: FDA’s Office of Prescription Drug Promotion (OPDP)

(within CDER) oversees any promotional activity by a drug’s manufacturer or agents for prescription

drugs. This covers broadcast ads (TV, radio), print ads (journals, magazines), promotional

labeling (brochures, sales aids, mailed materials, slides, etc. distributed by the company), and now

internet and social media promotion (The United States Food and Drug Administration and

Prescription Drug Promotion - PMC). OPDP does not regulate truthful, non-promotional

communications (like independent medical education) or non-prescription product ads (those fall to

FTC) (The United States Food and Drug Administration and Prescription Drug Promotion - PMC). In

practice, any message a pharma company disseminates about a prescription drug – whether a

magazine ad, a physician brochure, a sponsored Facebook post, or a patient brochure – must comply

with FDA advertising rules.

Direct-to-Consumer (DTC) Advertising: DTC ads (aimed at the general public) are held to the

same truthfulness and risk disclosure standards. Notably, the U.S. (and New Zealand) allows DTC

prescription drug ads (Harvard Health Ad Watch: How direct-to-consumer ads hook us - Harvard

Health), so FDA closely monitors them. Broadcast DTC ads (TV/radio) have specific FDA rules: they

must include a “major statement” of major risks spoken in the ad and either a “brief summary” of all

risks or make “adequate provision” for viewers to get full prescribing information (such as providing a

website and toll-free number) (Harvard Health Ad Watch: How direct-to-consumer ads hook us -

Harvard Health). Print ads must include a brief summary of side effects and contraindications in fine

print. FDA also requires DTC ads to advise patients to seek a doctor’s advice and (since 2007)

include a statement like “You are encouraged to report negative side effects of prescription drugs to

the FDA…” with the MedWatch phone/web info. Importantly, ads cannot make claims that a drug is

better or safer than has been demonstrated, and any statistics must be presented in context. FDA

reviews many DTC ads for compliance, and if an ad is found misleading (for example, an ad that

downplays risks or overstates effectiveness), OPDP may issue a warning letter. Companies have

pulled or corrected ads in response to FDA enforcement. The high visibility of DTC ads means

companies are typically cautious: as of 1997 FDA guidance clarified how they can legally advertise on

TV, and spending has since soared (Harvard Health Ad Watch: How direct-to-consumer ads hook us

- Harvard Health), but compliance remains under scrutiny.

Pharmaceutical Marketing Regulations: A Comprehensive Overview

© 2025 IntuitionLabs.ai. All rights reserved. Page 10 of 31

https://pmc.ncbi.nlm.nih.gov/articles/PMC7252651/#:~:text=Under%20the%20Federal%20Food%2C%20Drug%2C,be%20subject%20to%20enforcement%20action
https://pmc.ncbi.nlm.nih.gov/articles/PMC7252651/#:~:text=Under%20the%20Federal%20Food%2C%20Drug%2C,be%20subject%20to%20enforcement%20action
https://www.health.harvard.edu/blog/harvard-health-ad-watch-how-direct-to-consumer-ads-hook-us-201909201968#:~:text=The%20FDA%20has%20a%20limited,role%20in%20DTC%20advertising
https://www.health.harvard.edu/blog/harvard-health-ad-watch-how-direct-to-consumer-ads-hook-us-201909201968#:~:text=The%20FDA%20has%20a%20limited,role%20in%20DTC%20advertising
https://www.health.harvard.edu/blog/harvard-health-ad-watch-how-direct-to-consumer-ads-hook-us-201909201968#:~:text=The%20FDA%20has%20a%20limited,role%20in%20DTC%20advertising
https://pmc.ncbi.nlm.nih.gov/articles/PMC7252651/#:~:text=prescription%20drugs.,be%20subject%20to%20enforcement%20action
https://pmc.ncbi.nlm.nih.gov/articles/PMC7252651/#:~:text=prescription%20drugs.,be%20subject%20to%20enforcement%20action
https://pmc.ncbi.nlm.nih.gov/articles/PMC7252651/#:~:text=The%20OPDP%20is%20responsible%20for,to%20help%20sell%20prescription%20drugs
https://pmc.ncbi.nlm.nih.gov/articles/PMC7252651/#:~:text=The%20OPDP%20is%20responsible%20for,to%20help%20sell%20prescription%20drugs
https://pmc.ncbi.nlm.nih.gov/articles/PMC7252651/#:~:text=The%20OPDP%20does%20not%20regulate,FTC
https://www.health.harvard.edu/blog/harvard-health-ad-watch-how-direct-to-consumer-ads-hook-us-201909201968#:~:text=Almost%20every%20country%20in%20the,year%2C%20according%20to%20one%20estimate
https://www.health.harvard.edu/blog/harvard-health-ad-watch-how-direct-to-consumer-ads-hook-us-201909201968#:~:text=Almost%20every%20country%20in%20the,year%2C%20according%20to%20one%20estimate
https://www.health.harvard.edu/blog/harvard-health-ad-watch-how-direct-to-consumer-ads-hook-us-201909201968#:~:text=The%20FDA%20has%20a%20limited,role%20in%20DTC%20advertising
https://www.health.harvard.edu/blog/harvard-health-ad-watch-how-direct-to-consumer-ads-hook-us-201909201968#:~:text=The%20FDA%20has%20a%20limited,role%20in%20DTC%20advertising
https://www.health.harvard.edu/blog/harvard-health-ad-watch-how-direct-to-consumer-ads-hook-us-201909201968#:~:text=Almost%20every%20country%20in%20the,year%2C%20according%20to%20one%20estimate
https://www.health.harvard.edu/blog/harvard-health-ad-watch-how-direct-to-consumer-ads-hook-us-201909201968#:~:text=Almost%20every%20country%20in%20the,year%2C%20according%20to%20one%20estimate
https://intuitionlabs.ai/?utm_source=pdf&utm_medium=document&utm_campaign=article&utm_content=pharmaceutical-marketing-regulations-a-comprehensive-overview.pdf
https://intuitionlabs.ai/?utm_source=pdf&utm_medium=document&utm_campaign=article&utm_content=pharmaceutical-marketing-regulations-a-comprehensive-overview.pdf


Digital and Social Media Marketing: The same rules apply online – company websites, YouTube

videos, Facebook pages, sponsored search engine ads, etc., must be accurate and include risk

information. FDA has issued guidance on using platforms with character limits (e.g. Twitter),

essentially advising that if the platform doesn’t allow inclusion of appropriate risk info and

indications, companies should reconsider using it for product promotion. Companies must also

ensure that user-generated content they host (like comments on a sponsored forum) doesn’t

become an implicit promotion of unapproved uses. In recent years, FDA has encouraged companies

to correct misinformation on independent third-party sites under certain guidelines, but any

company-sponsored communications remain fully subject to FDA rules. Digital media pose

challenges in presentation of balanced information; for instance, a banner ad must not just tout

benefits with a link to risks – the key risks often need to be on the banner or immediately visible.

Violations in the digital realm have led to FDA warning letters just as in traditional media (e.g. a

pharma-sponsored influencer post on Instagram that mentioned a drug’s benefits but omitted risks

drew OPDP enforcement). IT systems in pharma assist by maintaining approval workflows for online

content and archives of webpages/ad copy as submitted to FDA.

Pre-Submission and FDA Review: Generally, FDA does not pre-approve promotional materials

before use (OPDP Frequently Asked Questions (FAQs)-FDA). Companies are free to create and

disseminate ads once a drug is on the market, but they must submit copies to FDA at the time of

first use (on Form FDA 2253) for record-keeping ([PDF] Regulation of Drug Marketing: Advertising &

Promotion Basics). OPDP typically reviews these post-dissemination submissions selectively. One

exception is for drugs approved under Accelerated Approval: those sponsors are required to submit

all promotional materials to FDA 30 days prior to dissemination (OPDP Frequently Asked Questions

(FAQs)-FDA), so that FDA can review claims especially given the drugs’ preliminary approval status.

Also, if a company has violated rules in the past, FDA may, as part of a settlement, require pre-

clearance of ads (OPDP Frequently Asked Questions (FAQs)-FDA). In most cases, though, FDA acts

after an ad is launched if it finds a problem (or if competitors or consumers complain).
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OPDP Oversight and Enforcement: OPDP employs reviewers who monitor promotional materials

and compare them against the product’s approved labeling (The Office of Prescription Drug

Promotion (OPDP)-FDA). They do this via surveillance (e.g. watching TV ads, checking medical

journals, attending medical conferences to observe booth displays) and through complaints. If OPDP

finds a violation, it typically sends the company a letter. Untitled Letters (often called Notice of

Violation letters) cite the issues and ask for voluntary correction. More serious Warning Letters are

issued for significant public health concerns or repeated violations; they demand prompt cessation

of the violative promotion and often require the company to disseminate corrective messages. These

letters are published publicly on FDA’s website. For example, OPDP has issued warning letters when

companies omitted major risk information in an ad, made efficacy claims not supported by data, or

promoted a drug for an off-label use in marketing materials (The United States Food and Drug

Administration and Prescription Drug Promotion - PMC) (The United States Food and Drug

Administration and Prescription Drug Promotion - PMC). Non-compliance with a warning letter can

lead to further action (injunctions, seizures), though most companies correct issues immediately. In

recent years, OPDP has been issuing relatively few enforcement letters (single digits per year), a

steep drop from the dozens issued annually in the 1990s and early 2000s (Client Alert - 2021 End-

of-Year Summary of FDA Advertising and Promotion Enforcement Activity). This decline may be due

to better compliance by companies and legal considerations (First Amendment debates on

commercial speech (Client Alert - 2021 End-of-Year Summary of FDA Advertising and Promotion

Enforcement Activity)), but FDA has signaled it remains vigilant. Notably, in 2023 OPDP showed a

modest uptick in enforcement after a “lull,” issuing its first warning letter in over a year (New Warning

Letter Reflects Recent Shifts in FDA Enforcement of Drug Promotion-Insights-Sidley Austin LLP).

In summary, FDA’s framework heavily influences how pharma markets: promotional content must

stick to approved prescribing information, clearly communicate risks, and avoid overstating

anything. From an IT perspective, companies use promotional material management systems

to ensure all claims in an ad are referenced to approved sources and to track the required FDA

submissions. All promotional pieces are typically reviewed by Medical, Legal, and Regulatory

(MLR) committees internally before release. Those systems and workflows are designed to catch

regulatory issues (e.g. unbalanced claims) before FDA does. Additionally, IT systems archive all

past promotional materials in case of future FDA audits or investigations. By adhering to FDA’s

advertising standards, pharma companies not only avoid enforcement actions but also build

trust and reduce legal risks.

Prescription Drug Marketing Act and Sample Distribution

The Prescription Drug Marketing Act (PDMA) of 1987 regulates the distribution of prescription

drug samples and helps prevent diversion of pharmaceuticals. PDMA was enacted to protect

the drug supply chain from counterfeit, adulterated, or misbranded drugs, partly in response to

abuses in the sale of free samples and a “gray market” in diverted pharmaceuticals (Prescription

Drug Marketing Act of 1987-FDA) (Prescription Drug Marketing Act - StatPearls - NCBI

Bookshelf). Key PDMA provisions affecting pharma marketing and sales operations include:
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Drug Sample Controls: Companies often give physicians free samples as a marketing tactic (to

encourage trial of a medication). PDMA strictly controls prescription sample distribution. It is

illegal to sell, purchase, or trade drug samples (FDA’s Final Rule Implementing The Prescription

Drug Marketing Act-Perspectives-Reed Smith LLP) – samples can only be provided free to

prescribers or pharmacies of hospitals/healthcare entities (for patient use) and only on a

physician’s written request. The law requires meticulous record-keeping. According to PDMA and

FDA rules, a licensed practitioner must request samples in writing, the samples must be

delivered to that practitioner (or a pharmacy on their behalf), and upon delivery the recipient

must sign and return a receipt confirming they got them (FDA Issues Guidance on Prescription

Drug Sample Distribution During COVID-19-Insights-Skadden, Arps, Slate, Meagher & Flom LLP).

Reps or carriers cannot just drop off samples unaccounted; every transfer is documented. No

standing orders are allowed – each request must be separate (to prevent stockpiling). Companies

must also inventory samples annually and audit their sales forces to prevent any diversion or loss

(New PDMA regulations take effect) (New PDMA regulations take effect). For example, a pharma rep

is typically required to do an inventory count of all sample units in their possession and reconcile

against distribution records; any discrepancies or thefts must be investigated and reported to FDA.

Security and Accountability: PDMA and its implementing regs (21 C.F.R. Part 203) impose security

measures. Companies must maintain lists of registered sales representatives and have written

policies for sample storage and handling. Reps must secure samples (often kept in locked cases) and

are responsible for any entrusted to them. Pedigree requirements (a documentation trail) were

introduced for wholesalers to ensure drugs can be traced, though those were later superseded by

the Drug Supply Chain Security Act (DSCSA) in 2013. Under PDMA, manufacturers must report any

convictions of sample-related crimes and report significant losses. FDA can inspect sample records

during audits of companies.

Hospital and Charity Drug Sales: PDMA also prohibits hospitals and other health care entities

from reselling drugs that were purchased at preferential prices (to prevent arbitrage). There are

narrow exceptions (e.g. sales among hospitals under common control, or for emergency shortages).

This prevents low-price hospital-only drugs from leaking into the commercial market. Additionally,

charitable institutions can receive donated drugs (including samples) to give to patients, but cannot

sell them. PDMA clarified the conditions for such donations to free clinics (FDA issued guidance to

facilitate sample donation to charities under certain safeguards).

Re-importation Ban: To address the concern of drugs made in the U.S. being exported and then re-

imported (potentially after adulteration or improper storage), PDMA prohibits re-importation of

prescription drugs into the U.S. except by the original manufacturer (Prescription Drug

Marketing Act - StatPearls - NCBI Bookshelf). (This is why, for example, commercial importation of

cheaper drugs from Canada by parties other than the manufacturer is generally illegal under federal

law, absent a specific waiver). This provision is aimed at preventing counterfeit or sub-potent foreign

versions from entering the U.S. supply via secondary channels.

Enforcement and Impact: FDA enforces PDMA primarily through inspections and

investigations. Violations of sample rules (e.g. a rep diverting samples for sale) carry criminal

penalties (up to 10 years imprisonment and fines). There have been cases of prosecutions of

individuals for selling samples. For companies, failure to maintain PDMA controls can result in

FDA warning letters or injunctions. In practice, pharma companies have developed extensive
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Sample Management Systems (often integrated into CRM software) to comply. These systems

track each sample unit from warehouse to rep to doctor, require electronic signatures or paper

receipts from doctors, and flag any inconsistencies. Audit trails are built to detect if a rep is

requesting unusually large quantities or if acknowledgments are missing. From an IT perspective,

ensuring the integrity and availability of these records is crucial – if the FDA audits your sample

records, the data should readily show that every sample is accounted for or properly

destroyed/returned if not used.

PDMA’s sample restrictions also shape marketing strategy: companies often limit which products

they sample (e.g. only newer or targeted drugs) given the administrative burden. No sale of

samples means companies give them purely as promotional expense and cannot recoup costs,

so systems help optimize sample inventory to match demand and avoid waste. For IT

professionals, understanding PDMA is important because systems that manage sales force

activities and supply chain must incorporate PDMA compliance features (electronic signatures

for sample receipts, verification of practitioner licenses before shipment, etc.).

Overall, PDMA helps ensure that free samples remain a bona fide marketing and patient care

tool, not a source of illicit revenue, and that the drug supply chain is not contaminated by

diverted products. Compliance with PDMA is a fundamental part of pharma companies’ standard

operating procedures.

Interactions with Healthcare Professionals: The Anti-

Kickback Statute

Pharmaceutical companies routinely interact with healthcare professionals (HCPs) – for example,

detailing to physicians, sponsoring medical education, paying clinician consultants or speakers,

or providing meals at presentations. While many such interactions are legitimate, the federal

Anti-Kickback Statute (AKS) draws a bright line: companies cannot offer or give anything of

value to induce or reward the prescribing or recommendation of their products when

federal healthcare programs are involved (Federal Anti-kickback Statute-Office of Inspector

General-Government Oversight-U.S. Department of Health and Human Services). In essence,

decision-making on patient care should not be influenced by improper financial incentives.

Key aspects of the Anti-Kickback Statute in pharma marketing:
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Broad Prohibition: The AKS (42 U.S.C. §1320a-7b(b)) is very broad. It covers any remuneration –

not only cash payments, but also gifts, free services, lavish hospitality, excessive compensation,

rebates, etc. If one purpose of giving something to a person (e.g. a doctor) is to induce them to

prescribe or use a drug that’s paid for by Medicare/Medicaid, it can violate the AKS. This applies

on the flip side as well – doctors cannot solicit or receive kickbacks for prescribing. For pharma,

classic prohibited schemes would include: paying doctors “honoraria” or consultant fees far above

fair-market value in return for increased prescriptions; offering free luxury trips or entertainment to

high-prescribing physicians; rebates to pharmacies or PBMs that are conditioned on favoring a drug;

or even bribes to patients (like cash or gifts to encourage prescription fills). One noteworthy area is

Speaker Programs – pharma often pays physicians to give educational talks to peers about a drug.

These are legal only if they are truly educational and the compensation is for the service of teaching,

not a reward for writing scripts. Regulators have scrutinized some programs as veiled kickbacks (for

instance, dinners at expensive restaurants with the same doctors repeatedly paid to “attend” or

“speak” with little educational value).

Safe Harbors: The law and subsequent regulations establish safe harbor provisions – essentially,

defined criteria which if met, insulate an arrangement from AKS liability (Federal Anti-kickback

Statute-Office of Inspector General-Government Oversight-U.S. Department of Health and Human

Services). Pharma companies structure many programs to fit safe harbors. For example, bona fide

consulting agreements with physicians (for research, advisory boards, etc.) are allowed if the

physician is paid fair-market value for real, necessary services, pursuant to a written contract that is

not tied to the volume of prescriptions. Similarly, discounts to purchasers are permitted under a safe

harbor (as long as they are properly disclosed). Educational grants and support for third-party

medical conferences are permitted if no strings attached regarding drug prescribing. The existence

of safe harbors means companies work closely with legal/compliance to ensure payments to HCPs

are for legitimate services, at reasonable rates, and well-documented.
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Enforcement and Penalties: Violating the AKS is a criminal felony. DOJ prosecutes cases – a

conviction can result in up to 5 years in prison and $25,000 fine per offense (per kickback)

(Federal Anti-kickback Statute-Office of Inspector General-Government Oversight-U.S. Department

of Health and Human Services), though under inflation adjustment and Title 18, fines can effectively

be much higher. The AKS is also linked to the False Claims Act: any claim submitted to

Medicare/Medicaid that results from a kickback is deemed false, exposing the offender to civil FCA

suits with treble damages (Federal Anti-kickback Statute-Office of Inspector General-Government

Oversight-U.S. Department of Health and Human Services). HHS OIG can impose Civil Monetary

Penalties up to $50,000 per kickback and assess treble damages administratively (Federal Anti-

kickback Statute-Office of Inspector General-Government Oversight-U.S. Department of Health and

Human Services), and can exclude companies or individuals from participating in federal healthcare

programs (which is a corporate death sentence in healthcare). In practice, most AKS enforcement in

pharma happens via large civil settlements under the FCA (often initiated by whistleblowers). For

example, in 2022, Biogen paid $900 million to settle a whistleblower case alleging it paid kickbacks

to doctors (through speaker fees and consulting) to boost prescriptions of its MS drugs (Biogen

agrees to $900 million drug kickback settlement on eve of trial-Reuters). In another case, in 2024

Teva Pharmaceuticals agreed to pay $425 million to resolve allegations it violated the AKS by

funneling money through a charity to cover Medicare patients’ copays (thus effectively inducing

patients to stay on its drug) (Office of Public Affairs-False Claims Act Settlements and Judgments

Exceed $2.9B in Fiscal Year 2024-United States Department of Justice). These cases underscore

that kickbacks can take many forms – payments to patient charities, lavish physician programs, etc.

– and remain a major enforcement focus.

Industry Practices to Ensure Compliance: Over the years, pharma companies have implemented

extensive compliance measures around HCP interactions. Many follow the PhRMA Code, which, for

instance, prohibits non-educational gifts to physicians (no more logo-branded golf balls or lavish

dinners unrelated to education). Company policies typically cap meal values and restrict

entertainment. Speaker programs are now tightly controlled (attendance tracked, content vetted,

locations modest). Consulting arrangements require contracts detailing the work to be done, and

payment rates are benchmarked to fair-market compensation for the specialty. IT systems often

support these efforts: e.g., a centralized HCP engagement system may track all payments or

transfers of value to each HCP, feeding data both to compliance officers (to monitor frequency and

amounts) and to the Sunshine Act reports. Before paying a healthcare provider, companies will run

them through exclusion databases (ensuring the provider isn’t barred from Medicare, which could

pose additional risk). Training and auditing are ongoing – sales and marketing staff are trained to

avoid even appearing to offer quid pro quo.

State Laws and Company Codes: Note that many states augment the AKS with their own laws

(some extend anti-kickback-like prohibitions to all payers, not just federal; others ban certain gifts

outright). Companies tend to enforce the strictest applicable rule nationwide for simplicity. Voluntary

codes (PhRMA Code) also fill gaps – for example, even though federal law doesn’t outlaw modest

gifts, the PhRMA Code’s ban on “swag” and non-educational items (like coffee mugs, pens, etc.)

has become the norm. This self-regulation aligns with AKS goals by removing small inducements

that, while not explicitly illegal, were viewed as unethical.

For IT professionals, the AKS means that systems dealing with payments to HCPs, pricing, and

contracting must incorporate compliance checks. Examples include ensuring that any discount
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given to a hospital is properly documented (for the Discount safe harbor), or that a speaker

program tracking system doesn’t allow a rep to repeatedly invite the same high-prescribing

doctor to multiple paid events in ways that look like a reward. Data analytics can also be applied:

companies examine prescribing patterns versus payments – a sudden spike in prescriptions

following a large payment could be a red flag internally, prompting a compliance review before

regulators step in.

In summary, the Anti-Kickback Statute aims to keep medical decisions free from undue

influence. Pharma marketers must navigate this by focusing on genuine education and scientific

exchange with HCPs, rather than sales gimmicks or under-the-table deals. The law’s heavy

penalties and the high-profile settlements in recent years have made compliance with AKS a top

priority at all pharma companies.

Transparency Requirements: The Sunshine Act (Open

Payments)

To further deter conflicts of interest in healthcare, the Physician Payments Sunshine Act (also

known as Open Payments) mandates public disclosure of the financial relationships between

pharma companies and healthcare providers. While not a restriction on marketing per se, it

creates a powerful incentive for marketing practices to stay within acceptable bounds, since any

payment or gift will be subject to scrutiny once disclosed.

Key points about the Sunshine Act:

Who Must Report: Applicable manufacturers of drugs, biologics, medical devices, and medical

supplies that are reimbursable by Medicare, Medicaid, or CHIP are required to report. In pharma, this

covers virtually all drug companies with products covered by federal programs. Group Purchasing

Organizations (GPOs) also report ownership interests. Initially, the law covered M.D. and D.O.

physicians and teaching hospitals; it has since been expanded to include other clinicians such as

physician assistants and nurse practitioners (since 2021).

What Must Be Reported: All “transfers of value” to covered recipients (physicians, certain other

HCPs, and teaching hospitals) must be tracked and reported, with few exceptions. This includes:

consulting fees, speaking honoraria, advisory board payments; travel and lodging; food and

beverages (even small meals, though items under $10 can be excluded unless the annual sum to that

doctor exceeds $100); research grants; stock or ownership interests provided; royalties/license fees;

and even non-cash items like textbooks or conference registration fees that the company covered.

Educational materials for patient use (like anatomical models) and product samples intended for

patients are excluded from reporting, as are loans of a device for short-term trial. However, most

marketing-related payments (even small lunches) are reportable. Companies categorize each

payment by nature (consulting, food, travel, etc.) and link it to a specific product if applicable.

Pharmaceutical Marketing Regulations: A Comprehensive Overview

© 2025 IntuitionLabs.ai. All rights reserved. Page 17 of 31

https://intuitionlabs.ai/?utm_source=pdf&utm_medium=document&utm_campaign=article&utm_content=pharmaceutical-marketing-regulations-a-comprehensive-overview.pdf
https://intuitionlabs.ai/?utm_source=pdf&utm_medium=document&utm_campaign=article&utm_content=pharmaceutical-marketing-regulations-a-comprehensive-overview.pdf


Reporting Process: Manufacturers must submit data annually to CMS. For example, all payments

made in a calendar year must be reported by March 31 of the following year (Physician Open

Payments Data Publication Incorporate New Final Rule Changes). Before public release, physicians

have a 45-day period to review and dispute any data. The data is then published on CMS’s Open

Payments website by June 30 each year (Physician Open Payments Data Publication Incorporate

New Final Rule Changes). The database is public and searchable by physician or company. In 2022,

for instance, CMS reported $12.59 billion in payments and ownership interests across 14.1

million records that companies submitted, covering over 560,000 physicians and 1,240 teaching

hospitals (CMS Publishes Program Year 2022 Open Payments Data). Cumulatively, from 2014–2022,

over $68 billion of payments have been disclosed (CMS Publishes Program Year 2022 Open

Payments Data) – illustrating the significant financial interactions now out in the open.

Penalties for Non-compliance: The Sunshine Act imposes civil monetary penalties for failing to

report or for reporting errors. For inadvertent failures, the penalty can be up to about $13,000 per

incident, and for “knowing” (intentional) failures up to $136,000 per incident, with a yearly cap

(currently around $1.1–$1.2 million for knowing violations) (Physician Open Payments Data

Publication Incorporate New Final Rule Changes). These amounts adjust with inflation. CMS can

audit companies and has done so in recent years with increasing rigor (Prepare for Increased CMS

Audits Under the Sunshine Act). Typically, companies have been compliant in reporting to avoid

these fines and the reputational damage of non-compliance. There have been a few enforcement

actions – for example, a device company was fined in 2021 for late and inaccurate reporting in

conjunction with a False Claims Act settlement (Emerging Enforcement Trend: Sunshine Act Penalties

Coupled With …), signaling that DOJ can pair Sunshine Act violations with larger fraud cases.

Effect on Marketing Practices: The transparency has had a noticeable “sunlight” effect. Knowing

that payments will be public, companies have curbed or modified certain practices. For instance,

prior to Sunshine, a sales rep might routinely bring catered lunches to a doctor’s office; this still

occurs, but now the doctor knows their name will show up with a tally of those lunch values. Some

hospitals and physicians preemptively began refusing meals or requiring reps to log details with

compliance offices. Large consulting fees or honoraria to a physician will be visible to their peers and

the public, prompting companies to more rigorously justify and document those as legitimate. There

is evidence (e.g. in research published in medical journals) that prescribing patterns can be

correlated with payments received, so academic and media scrutiny of the Open Payments data is

high. This scrutiny itself pressures companies to keep payments reasonable and tied to genuine

educational or research purposes.

From an IT standpoint, Sunshine Act compliance is a data management challenge. Companies

have implemented aggregate spend systems that collect data from many sources – expense

reports (for meals and travel), accounts payable (consultant fees), contracts, and even third-

party vendors (event organizers, etc.) – into one database to compile the reportable

transactions. Ensuring accuracy (correct physician identifiers, correct dollar amounts, proper

category) is non-trivial, especially for large companies with thousands of interactions. IT

professionals often work on integrating various data streams, de-duplicating entries, and

matching payments to the correct HCP (e.g. choosing the correct Dr. John Smith in the CMS

database). Additionally, companies must keep records for at least 5 years and be prepared to
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respond to physician disputes (which might involve showing receipts or signed attendance

sheets to prove a doctor did attend a dinner, for example).

Overall, the Sunshine Act does not ban any particular payment, but it raises the stakes for

questionable marketing practices by making them visible. Pharma companies have adapted

by enhancing their internal review of HCP engagements (often requiring a stated business

rationale for each payment) and by leveraging technology to track everything. In combination

with laws like the AKS, the Sunshine Act reinforces a culture of compliance: if you wouldn’t be

comfortable seeing it in the newspaper, don’t do it. Now that effectively every doctor in the U.S.

can see what payments their peers (or competitors) receive from industry, companies compete

not just on sales, but on maintaining a reputation of ethical collaboration with the medical

community.

Combatting Fraudulent Marketing: The False Claims Act

and Enforcement Trends

Many of the FDA and OIG rules discussed are preventive – telling companies what not to do.

When companies nonetheless engage in illicit marketing practices, the government often uses

the False Claims Act (FCA) as a powerful enforcement tool to seek redress. The FCA (31 U.S.C.

§§3729–3733) is not specific to pharma, but it has been the avenue for numerous blockbuster

settlements involving pharmaceutical marketing fraud.

False Claims Act basics in pharma context:

Liability for Causing False Claims: The FCA imposes liability on anyone who knowingly submits,

or causes another to submit, a false or fraudulent claim for payment to the U.S. government

(Office of Public Affairs-False Claims Act Settlements and Judgments Exceed $2.9B in Fiscal Year

2024-United States Department of Justice). In healthcare, the “claim” typically is a request for

payment from Medicare, Medicaid, or other federal programs. A drug company usually doesn’t

submit claims directly (the providers and pharmacies do), but if a company’s illegal marketing tactics

result in prescriptions that Medicare/Medicaid paid for, the government considers the company to

have caused false claims. Two common theories:

Off-label marketing: Promoting a drug for uses not approved by FDA can lead to prescriptions

for those uses. Medicare and Medicaid generally only cover drugs for FDA-approved indications

or uses listed in compendia. A prescription for a non-covered, off-label use that was driven by

company promotion may be a false claim. The company can be liable for all the government

payments for those prescriptions, on the theory that but for the illegal promotion, the claims

wouldn’t have been submitted.

Kickbacks: As noted, claims resulting from kickbacks are false by law. Even if the drug was

prescribed for a legitimate use, the presence of a kickback taints the claim. Thus, DOJ often

uses FCA to pursue kickback cases civilly. In fact, many of the largest pharma settlements –

which are often reported in the news as “off-label marketing cases” – also had AKS elements,
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and the settlement is actually under the False Claims Act (since FCA allows bigger monetary

penalties than the AKS criminal statute alone).

Qui Tam Whistleblowers: The FCA’s unique potency comes from its whistleblower (qui tam)

provisions. An insider (e.g. a sales representative, marketer, or other employee) who knows of

wrongdoing can file a sealed lawsuit on behalf of the government. The DOJ investigates and may

intervene. Whistleblowers (relators) are entitled to 15–30% of the recovery. This has incentivized

many to come forward with evidence of fraudulent marketing. Famous cases started this way – for

example, the record-breaking $3 billion settlement with GlaxoSmithKline in 2012 was triggered by

multiple whistleblower suits alleging off-label promotion and kickbacks. The Biogen case mentioned

earlier was actually a rare instance where the whistleblower went to trial without DOJ and achieved a

$900M settlement (Biogen agrees to $900 million drug kickback settlement on eve of trial-Reuters).

The number of FCA qui tam filings remains high (979 new healthcare-related qui tam suits in

FY2024, a record) (Office of Public Affairs-False Claims Act Settlements and Judgments Exceed

$2.9B in Fiscal Year 2024-United States Department of Justice), meaning any significant compliance

lapse can quickly become a legal and financial nightmare via an employee blowing the whistle.

Penalties: FCA penalties are steep – they include treble damages (three times the government’s

losses) and statutory fines per false claim (adjusted over time, currently around $12,000-$25,000

per claim). For a drug that becomes widely used off-label due to illicit promotion, the damages can

multiply quickly. It’s not uncommon for settlements to reach hundreds of millions or over a billion

dollars. As noted, DOJ recovered $1.67 billion from healthcare fraud cases in FY2024 alone

(Office of Public Affairs-False Claims Act Settlements and Judgments Exceed $2.9B in Fiscal Year

2024-United States Department of Justice), and most of that involved pharma or medical device

industries. Resolutions often come with a Corporate Integrity Agreement (CIA) – a settlement

condition where the company agrees to defined compliance obligations and monitoring for 5 years or

more, overseen by the OIG (e.g. requiring enhanced training, independent audits, and reports to

OIG).

Notable Cases: The past two decades are replete with high-profile FCA cases tied to pharma

marketing:

Off-Label Promotion: Nearly every major pharma company has paid settlements for off-label

promotion at some point. For instance, Pfizer’s $2.3 billion settlement in 2009 (which

included a record $1.3B criminal fine under FDCA and $1B civil under FCA) was for off-label

marketing of several drugs and paying kickbacks to doctors. Johnson & Johnson paid $2.2B in

2013 over off-label promotion of an antipsychotic to elderly dementia patients and related

kickbacks. These cases often reveal egregious conduct: sales reps coached to mislead doctors

about unapproved uses, or marketing plans targeting patient populations for which the drug

wasn’t proven safe.

Kickbacks (Physician Payments): Novartis in 2020 paid over $642M to settle claims that it ran

sham speaker programs (fancy dinners, fishing trips, etc.) to induce doctors to prescribe its

drugs. Biogen’s $900M case in 2022 (already discussed) similarly revolved around excessive

payments to prescribers (Biogen agrees to $900 million drug kickback settlement on eve of trial-

Reuters). These cases underscore that even if the drug itself is effective, how you promote it can

lead to massive liability.
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Kickbacks (Patient Assistance): In recent years, DOJ targeted the practice of pharma

companies donating to co-pay assistance charities earmarked for their own drugs. Numerous

companies – Teva, Novartis, Pfizer, United Therapeutics, Astellas, and more – settled for

tens or hundreds of millions each for allegedly using charities as pass-throughs to cover

Medicare patients’ co-pays (which is essentially giving a benefit to the patient to keep them on

the drug) (Office of Public Affairs-False Claims Act Settlements and Judgments Exceed $2.9B in

Fiscal Year 2024-United States Department of Justice). This is a newer enforcement angle,

showing the breadth of AKS/FCA reach.

False Claims in Pricing: Another angle is when marketing schemes involve false pricing or

rebate information (e.g. concealing best price to avoid larger Medicaid rebates – which can also

fall under FCA). While not “marketing” in the promotional sense, these violations often come

hand-in-hand if a company is manipulating pricing to gain market share.

Criminal Enforcement: While FCA is civil, DOJ can and sometimes does prosecute outright fraud

criminally (e.g. wire fraud or FDCA misbranding). One of the most notorious was the case of Insys

Therapeutics, whose executives were convicted in 2019 for a scheme to bribe doctors to prescribe

its fentanyl spray (a case involving outrageous tactics like a sham “speaker” program and even hiring

a doctor’s mistress as a phony employee). The Insys case was prosecuted criminally (racketeering),

resulting in jail time for executives. Such cases are less common but send a strong message.

Generally, companies strive to avoid criminal charges by cooperating and settling via FCA.

Implications for Compliance: The shadow of the False Claims Act looms over all marketing

decisions. Companies now have FCA risk assessments as part of compliance: they actively

monitor field activities and promotional strategies for red flags that a whistleblower might seize

on. From an IT viewpoint, data analytics are increasingly used – for instance, tracking

prescription trends against marketing efforts to detect if any unusual patterns emerge (which

could indicate inappropriate promotion). Whistleblower management is also key: having internal

reporting channels (and a culture where concerns are addressed) can help identify and correct

issues before an employee feels the need to go to a lawyer.

Moreover, documentation is critical. In an FCA investigation, years’ worth of emails, call notes,

training materials, and marketing plans may be subpoenaed. Companies rely on document

management systems and communication archives that can be searched and produced. IT might

be involved in setting up compliance monitoring tools – e.g., systems that log which promotional

materials a sales rep uses in the field and whether they deviated from approved messaging

(some companies use tablet-based e-detailing that only allows approved slide content,

preventing reps from making unapproved claims).

In summary, the FCA is the government’s hammer to punish and deter fraudulent marketing after

the fact. It has reshaped the industry – huge settlements have led to more cautious, compliance-

driven marketing approaches. The recent trends show a mixed enforcement landscape: while

FDA’s OPDP has been quieter in issuing warning letters, the DOJ is very active in pursuing big

cases. In FY2024, DOJ reported over $2.9 billion in FCA settlements/judgments, with

$1.67 billion from healthcare cases (pharma, devices, providers, etc.) (Office of Public

Affairs-False Claims Act Settlements and Judgments Exceed $2.9B in Fiscal Year 2024-United
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States Department of Justice). This indicates that large-scale enforcement has not waned.

Pharmaceutical companies thus continue to invest heavily in compliance infrastructure. The

presence of large whistleblower rewards means pharma IT systems must maintain data integrity

and audit trails – because if a case arises, being able to demonstrate a robust compliance effort

(or quickly provide data to investigate and address an allegation) can influence outcomes. The

goal is to avoid ever getting to that point by embedding compliance into everyday marketing

operations, supported by technology and data oversight.

The Role of the FTC and Other Regulations in Pharma

Marketing

While the FDA and healthcare fraud laws are the dominant forces in prescription drug marketing

regulation, the Federal Trade Commission (FTC) also plays an important role, especially for

products and promotions at the margins of FDA’s jurisdiction:

FTC Oversight of Non-Rx Drug Advertising: By a longstanding understanding between agencies,

the FTC regulates advertising for over-the-counter (OTC) drugs, while the FDA regulates their

labeling. This means commercials or magazine ads for OTC medications (e.g. pain relievers, allergy

meds available without prescription) must be truthful and not misleading per the FTC Act. The

standard the FTC applies is that advertisers must have a “reasonable basis” for claims – generally

competent and reliable scientific evidence for health-related claims. If a company overstates an

OTC drug’s effectiveness or makes unsubstantiated comparisons (“works better than Brand X”), the

FTC can investigate and enforce. Since OTC products are sold directly to consumers without a

doctor’s prescription, the FTC’s role is crucial in policing that advertising is accurate. For example,

the FTC has taken action in the past against claims in cold medicine ads that lacked proper support.

Dietary Supplements and Other Health Products: The FTC is the primary enforcer for advertising

of dietary supplements, which are regulated as food products by FDA (FDA can act against them if

unsafe or mislabeled, but advertising falls to FTC). Pharma companies that market supplements (or

have supplement subsidiaries) must heed FTC rules. Weight loss claims are a frequent target – the

FTC has cracked down on numerous over-the-counter weight loss pills for false advertising. Any

pharmaceutical company dabbling in that space would face similar scrutiny. The FTC also oversees

marketing of medical devices (particularly consumer-facing ones) in coordination with the FDA’s

Center for Devices, and even health-related apps or services can fall under FTC jurisdiction if

deceptive claims are made.

Enforcement Powers: The FTC can bring enforcement actions for false advertising either

administratively or in federal court (often in conjunction with the DOJ or state attorneys general).

Remedies can include cease and desist orders, civil penalties, and requiring consumer refunds.

For example, if an ad for a dietary supplement falsely claimed it’s “clinically proven to cure

Alzheimer’s,” the FTC could order the ad stopped and impose fines. In recent years, the FTC has also

required some supplement sellers to notify consumers of the deception and offer refunds.
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Antitrust Considerations: Though not “marketing” in the promotional sense, pharma companies’

dealings can also raise antitrust issues which the FTC polices. One relevant area is “pay-for-delay”

settlements, where a brand drug company pays a generic competitor to delay launching a generic

version. The FTC views those as anti-competitive agreements that keep drug prices high, and has

challenged many under antitrust laws. This is separate from marketing regulation, but it affects how

pharma companies strategize the lifecycle of products. Another area is product hopping (slight

reformulations to extend market exclusivity) which the FTC monitors. IT professionals might not

directly deal with antitrust in marketing systems, but it’s part of the regulatory backdrop that pharma

executives consider in broader market strategy.

Privacy and Communications Laws: As marketing goes digital, other laws come into play. HIPAA

(Health Insurance Portability and Accountability Act) generally prohibits hospitals or doctors from

sharing patient-identifiable health information with pharma for marketing without patient consent.

Pharma companies that run patient support programs or targeted ads must ensure compliance with

privacy regulations. For instance, if a pharma company uses a list of patients (from a specialty

pharmacy) to send educational or promotional mailers, there are specific HIPAA rules and patient

authorization requirements to navigate. CAN-SPAM Act and TCPA (Telephone Consumer Protection

Act) govern email and text message marketing – ensuring there are opt-outs and no unsolicited

telemarketing to patients without permission. While these are not unique to pharma, they are part of

the compliance landscape for any digital outreach programs.

In summary, the FTC and other laws fill gaps that FDA’s oversight doesn’t cover. A pharma

company must ensure that every consumer-facing claim – whether for an OTC allergy drug, a

nutritional supplement, or a patient-directed wellness app – meets truth-in-advertising

standards. The multi-agency framework means companies often consult both FDA and FTC

regulations when developing a campaign. Fortunately, the core principle is consistent:

advertising must be truthful and not misleading, regardless of who regulates it. For IT

professionals, one takeaway is that promotional review systems might need to incorporate

different rule-sets depending on product type (prescription vs. OTC vs. supplement) and to log

approvals from regulatory or legal staff accordingly.

Finally, it’s worth noting that self-regulatory bodies also exist: e.g., the National Advertising

Division (NAD) of the BBB National Programs reviews advertising claims (including pharma ads)

and competitors can challenge claims there. While NAD decisions are not law, companies often

abide by them to avoid escalation to FTC. These layers together create a comprehensive net of

oversight on pharma marketing.

Compliance and Reporting Obligations for Pharma

Companies

Given the extensive regulations outlined, pharmaceutical companies have developed robust

compliance programs to ensure marketing practices remain within legal bounds. IT systems are

integral to implementing and documenting many of these compliance measures. Here we
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highlight how companies operationalize compliance and the implications for IT and data

management:

Promotional Material Review and Approval: Every advertisement, brochure, website, or sales aid

goes through Medical-Legal-Regulatory (MLR) review prior to use. Companies use document

management systems (often electronic workflow tools) where promotional pieces are drafted and

then reviewed by Medical (for scientific accuracy and fair balance), Legal (for regulatory and liability

issues), and Regulatory Affairs (for FDA rules compliance). These systems track versions, require

approvers’ sign-off, and ensure that only the approved final version can be disseminated (often a

unique identification code is printed on each piece to confirm it’s approved and submitted to FDA). IT

supports this by maintaining the review platform, access controls, and archives. The system also

facilitates the FDA submission (Form 2253) at first use – many companies now submit

electronically via eCTD. The archive of all promotional materials (and their approval history) is critical

if ever challenged by FDA or in court – it can show that due diligence was done to comply with

regulations.

Training and Monitoring of Sales Reps: Pharma sales representatives and marketing staff receive

regular compliance training (e.g., on FDA rules, what they can/can’t say, how to handle off-label

questions by doctors – which should be referred to Medical Affairs in accordance with FDA

guidance). E-learning systems track completion of these courses. Reps often have Customer

Relationship Management (CRM) systems on their tablets where they record details of each

doctor visit. Companies may configure these CRM tools to include compliance checks – for instance,

reps might have to choose which approved key messages were delivered during a call, and the

system may restrict them from distributing an outdated brochure. Some CRM e-detailing apps can

record if a rep deviated from an approved slide sequence. Managers may periodically ride along or

review call notes, and some companies even do “mystery shopping” or audits to ensure messages

stay on-label. All these create data (call records, sampling logs, etc.) that must be stored, and

potentially mined, to flag compliance issues.

HCP Engagement and Payment Tracking: As discussed in the Sunshine Act section, companies

maintain aggregate spend databases to track any value provided to HCPs. When a rep logs an

expense for a lunch, it goes into this system tagged to that HCP. Contracts with HCPs for consulting

or speaking are often managed through a contract management system that feeds payment info

into the spend database. This unified tracking ensures that when reporting time comes, every meal,

travel reimbursement, consulting fee, or educational item provided is accounted for. Many

companies have portals for healthcare professionals to log details as well (e.g., a speaker might have

to electronically sign off on the payment they’ll receive and the program details). IT must ensure

these systems integrate correctly (so that, for example, if the company’s meeting management

software shows Dr. X attended a dinner, a $50 value gets attributed to Dr. X in the spend report).
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Sample Accountability Systems: To comply with PDMA, companies use specialized Sample

Management modules (often within CRM). When a rep drops off samples at a clinic, the physician’s

electronic signature (or a paper form scanned) is captured. The system decrements that rep’s

sample inventory, and backend systems ensure the total inventory matches what was shipped to the

rep minus what was delivered. Discrepancies might trigger an automated alert for an investigation.

Annual sample inventories are facilitated by these systems, generating reports of what each rep

should have. These tools not only satisfy FDA requirements but also help business planning (to avoid

sending too many samples to a rep who isn’t using them, etc.). IT support is needed to maintain the

security and accuracy of these records (since falsification of sample records can be a criminal

offense under PDMA).

Adverse Event Reporting: An important compliance aspect intersects with marketing – if during a

promotional activity a company employee (or agent) learns of an adverse event (side effect)

associated with their drug, they are required to report it to the FDA (per pharmacovigilance rules).

Hence, sales reps and others are trained to forward any such information to the company’s drug

safety department. IT systems are in place to make this seamless (for instance, reps might have a

button in the CRM to flag an adverse event report, or a dedicated mobile app to submit the details to

safety). This ensures marketing personnel assist in post-market surveillance compliance.

Documenting Interactions and Promotional Claims: In anticipation of potential audits or

investigations, companies keep thorough documentation. For speaker programs, for instance, they’ll

keep sign-in sheets, slides presented, and proof that the content was approved. For digital

promotions, they keep screenshots or copies of each unique ad as it was displayed. Modern digital

asset management systems catalog these materials. Should the FDA or DOJ ask, the company can

produce the record showing, “Here’s what we disseminated, and here’s when and to whom.” Having

this information organized and retrievable is very much an IT challenge (ensuring adequate storage,

search capability, and data retention policies that meet legal requirements).

Auditing and Monitoring: Compliance departments, often with help from internal audit, will

periodically examine marketing activities. They might audit a sample of sales calls, or check that

payments to a particular high-volume prescriber were indeed for real services (e.g. did the advisor

attend the advisory board meetings for which they were paid?). They may also use analytics to spot

outliers (e.g., one territory giving significantly more samples or more speaker fees than others). IT

provides the data and reporting tools for such audits. Sometimes, external audits are mandated

(especially if under a Corporate Integrity Agreement, where an independent review organization will

need access to data).

Reporting to Regulators: Beyond the FDA submission of promotional materials and CMS Open

Payments reporting, companies must also be ready to report to or cooperate with other regulators.

For example, if FDA’s OPDP sends an inquiry or if the FTC investigates a direct-to-consumer ad

claim, the company will lean on its databases of claims support (clinical studies, etc.) to respond. If

under a Corporate Integrity Agreement, companies file annual reports to OIG certifying compliance,

which requires collecting evidence from their systems that all training was done, all reports filed, etc.

In effect, compliance is deeply intertwined with IT in modern pharma operations. Many

companies treat their compliance systems as part of the overall “commercial IT” infrastructure. A

failure in an IT system (say, a spend tracking system that drops some payments) can lead to
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regulatory non-compliance (e.g., an incomplete Sunshine report, risking penalties). Thus, IT

professionals must prioritize data integrity, security, and completeness for these systems.

Cybersecurity is also a concern – imagine if a system containing physician payment data is

breached; it could expose sensitive info and cause regulatory issues. Similarly, access controls

are important so that only authorized personnel can, for example, modify a promotional material

or enter a payment record.

In summary, compliance in pharma marketing is an ongoing process of plan, do, check, act –

with IT enabling each step. The regulations have prompted the industry to adopt a culture of “if

it’s not documented, it didn’t happen; and if it is documented, be prepared to defend it.”

For IT, that means delivering tools that make documentation and reporting as automated and

foolproof as possible, so that sales and marketing folks can carry out strategy within a

compliance “guardrail” environment.

Recent Enforcement Trends and Notable Cases

In the past few years, enforcement of pharma marketing regulations has continued to evolve.

Some notable trends and cases include:

FDA’s OPDP Enforcement Lull and Resurgence: As mentioned, FDA’s OPDP has issued historically

low numbers of warning letters in recent years (e.g., only 4 letters in 2022 and none in a stretch

from mid-2022 to mid-2023) (New Warning Letter Reflects Recent Shifts in FDA Enforcement of

Drug Promotion-Insights-Sidley Austin LLP). This marked a big change from a decade prior when

dozens of letters per year were common. Reasons speculated include better baseline compliance by

companies, higher thresholds for FDA action, and the impact of legal cases like U.S. v. Caronia (2012)

that raised First Amendment questions around truthful off-label speech. However, 2023 saw a slight

uptick – OPDP issued a few letters including a notable warning letter in August 2023 focusing on a

COPD drug sales aid that OPDP said made misleading claims consistent-with-labeling (CFL) (New

Warning Letter Reflects Recent Shifts in FDA Enforcement of Drug Promotion-Insights-Sidley Austin

LLP) (New Warning Letter Reflects Recent Shifts in FDA Enforcement of Drug Promotion-Insights-

Sidley Austin LLP). FDA signaled renewed focus on opaque areas like communications that, while

technically on-label, might overstate efficacy. Takeaway: We may see OPDP more active in specific

areas (like how companies present real-world data or observational findings). Companies should not

become complacent due to recent low enforcement; a single warning letter can still have significant

impact (need for corrective action, public scrutiny, etc.). OPDP has also been hiring social science

experts and conducting research on DTC advertising formats, indicating ongoing interest in how ads

influence consumer understanding.
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DOJ and Multi-Agency Crackdowns: The DOJ’s use of the False Claims Act remains very

aggressive, as detailed. Not only have huge settlements continued (Biogen, Teva in 2022-2024), but

DOJ also introduced policies to encourage corporate accountability (e.g., emphasizing that

companies won’t get full credit for cooperation unless they provide info on individuals responsible).

This has led to individuals being charged more frequently. For instance, several pharma district

managers and even executives have faced liability for directing salesforces to promote off-label. The

DOJ has also formed strike forces (like the Healthcare Fraud Strike Force) which include FBI and OIG

agents focusing on healthcare fraud hot spots (this historically targeted Medicare fraud by providers,

but in recent years pharma marketing practices, especially involving opioids or kickbacks, have been

within scope).

Opioid Litigation and Marketing Practices: A development somewhat outside the typical FDA/DOJ

enforcement channels is the massive wave of opioid-related lawsuits. States and local governments

sued opioid manufacturers (e.g., Purdue Pharma, Johnson & Johnson, Endo) for deceptive marketing

that downplayed addiction risks. These were pursued under public nuisance and consumer

protection laws rather than FDA regulations. They led to multi-billion dollar settlements (e.g., a $8.3B

tentative deal with Purdue, $5B+ from J&J, and large settlements with drug distributors). While these

were civil suits, not regulatory enforcement, they underscore that misleading marketing can create

catastrophic legal liability beyond FDA fines – entire companies can be bankrupted (Purdue filed

for bankruptcy) or forced out of certain businesses. As a result, companies are far more cautious in

marketing high-risk products (like opioids) today. Expect intense scrutiny on any pharma marketing

that could be seen as contributing to public health crises.

Emerging Areas – Digital Marketing Enforcement: Regulators are catching up with the digital age.

FDA has issued guidance on social media and even recently (June 2023) a draft guidance on using

interactive media and correcting misinformation. While we haven’t yet seen an OPDP warning letter

about, say, a TikTok influencer, it could be coming as companies experiment with new platforms. The

FTC is also watching influencer marketing – they issued updated endorsement guidelines in 2022

stressing that connections must be disclosed (#ad hashtags, etc.). A few instances of influencers

touting prescription drugs have already drawn criticism, and companies quickly corrected them.

Future trend: clearer rules and cases around online promotion – for example, how to present risk

info on a platform like Instagram where visual/video content is main. IT teams might need to

incorporate new guidances into the promotional review process (e.g., ensuring character-limited ads

go through a special checklist).

International Impact: While this report is about U.S. regulations, many large pharma are global and

thus also adhere to codes and laws abroad (most other countries ban DTC ads and heavily regulate

HCP interactions). We see some companies choosing to apply certain stricter standards company-

wide. For instance, anti-bribery laws like the Foreign Corrupt Practices Act (FCPA) apply if U.S.

companies bribe foreign doctors (who may be government employees in socialized systems). DOJ

has prosecuted pharma for overseas marketing bribery (e.g., several big companies settled FCPA

cases for alleged bribery of doctors in China or Eastern Europe). This means global compliance

systems might track interactions similarly worldwide. IT infrastructure thus may be consolidated to

manage different countries’ rules concurrently (with configuration to account for local nuances). The

trend is toward harmonizing compliance globally as much as possible.
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Notable Quote and Statistics: The impact of enforcement is perhaps best illustrated by numbers:

the top 10 pharma marketing settlements of the 2010s totaled over $13 billion in penalties.

Companies have fundamentally reorganized compliance departments as a result. Industry

promotional spending has also shifted – there’s somewhat more emphasis on digital marketing and

patient engagement now (areas that have rules but also uncharted territory) versus the traditional

heavy spending on physician meals and events (which faced more constraints). According to recent

analyses, pharma companies still spend more on marketing than R&D on average (Do Biopharma

Companies Really Spend More on Marketing Than …), but the marketing spend is being reallocated in

ways to manage risk (e.g., funding disease awareness campaigns or patient education, which have

compliance considerations but are not as directly promotional).

In conclusion, the regulatory environment for pharmaceutical marketing in the U.S. is extensive

and dynamic. IT professionals in pharma must treat compliance requirements as fundamental

design parameters for any system handling promotional activities or HCP data. By staying

abreast of the latest regulations and enforcement trends, they can better anticipate the needs

for data tracking, controls, and reporting. The goal of regulators is not to stifle truthful

promotion, but to ensure that promotion is done in a way that prioritizes patient welfare and

informed decision-making. Pharma companies that succeed are those that weave compliance

into their corporate culture – using technology and training as enablers – so that innovative

marketing can flourish within a framework of ethics and legal compliance. As the industry moves

forward, ongoing collaboration between compliance experts, IT system designers, and

commercial teams will be key in navigating the complex but critical landscape of pharmaceutical

marketing regulations.

Summary and References

In summary, U.S. pharmaceutical marketing is governed by a network of federal regulations

designed to prevent false advertising, undue influence on prescribing, and fraud. The FDA’s rules

(under the FDCA) set the standards for truthful promotion and allow the FDA to take action

against misleading drug ads (The United States Food and Drug Administration and Prescription

Drug Promotion - PMC). The Prescription Drug Marketing Act protects the integrity of drug

distribution by prohibiting sale of samples and tightening control on their dispensing (FDA’s Final

Rule Implementing The Prescription Drug Marketing Act-Perspectives-Reed Smith LLP) (FDA

Issues Guidance on Prescription Drug Sample Distribution During COVID-19-Insights-Skadden,

Arps, Slate, Meagher & Flom LLP). The Anti-Kickback Statute criminalizes quid pro quo

payments for drug referrals, with severe penalties and broad application to pharma sales

practices (Federal Anti-kickback Statute-Office of Inspector General-Government Oversight-

U.S. Department of Health and Human Services) (Federal Anti-kickback Statute-Office of

Inspector General-Government Oversight-U.S. Department of Health and Human Services). The

Sunshine Act has pulled back the curtain on industry-provider financial relationships by making

all transfers of value public (Physician Open Payments Data Publication Incorporate New Final

Rule Changes) (CMS Publishes Program Year 2022 Open Payments Data). And the False Claims

Act creates a powerful mechanism to enforce all of the above by tying fraudulent marketing to
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financial liability in the billions (Office of Public Affairs-False Claims Act Settlements and

Judgments Exceed $2.9B in Fiscal Year 2024-United States Department of Justice).

For IT professionals, each of these regulations translates to concrete system requirements: data

capture for every meal, every speaker fee (Sunshine reporting); controlled content

management for ads (FDA compliance); auditable trails for sample deliveries (PDMA);

master data on HCP engagements (to detect AKS red flags); and enterprise-wide analytics to

monitor compliance. The complexity is high, but the regulatory intent is clear – to ensure that

drug promotion is done responsibly, transparently, and with patient well-being as the foremost

goal.

Sources:

FDA, “FDA Authority Over Advertising” – FDA’s mandate under FDCA that drug ads must be

accurate and not misleading (Background on Drug Advertising-FDA) (The United States

Food and Drug Administration and Prescription Drug Promotion - PMC).

FDA OPDP Overview – OPDP Mission and Functions (truthful promotion, surveillance,

advisory comments, enforcement letters) (The Office of Prescription Drug Promotion

(OPDP)-FDA) (The United States Food and Drug Administration and Prescription Drug

Promotion - PMC).

FDA, Background on Drug Advertising – notes on the rise of DTC advertising in the US

(allowed since 1980s, only US and NZ permit it) (Harvard Health Ad Watch: How direct-to-

consumer ads hook us - Harvard Health).

Harvard Health Publishing (2025) – Discussion of DTC ads and FDA requirements (must

include risk info, only for approved uses, etc.) (Harvard Health Ad Watch: How direct-to-

consumer ads hook us - Harvard Health) (Harvard Health Ad Watch: How direct-to-

consumer ads hook us - Harvard Health).

FDA OPDP FAQs – clarification that FDA does not pre-approve ads (except accelerated

approval) but requires submission at time of first use (OPDP Frequently Asked Questions

(FAQs)-FDA).

Skadden Arps (2020) – Summary of PDMA sample rules: written requests, delivery to

licensed practitioner, signed receipt (FDA Issues Guidance on Prescription Drug Sample

Distribution During COVID-19-Insights-Skadden, Arps, Slate, Meagher & Flom LLP).

Reed Smith (1999) – PDMA final rule highlights: ban on sale/trade of samples and other

key provisions (FDA’s Final Rule Implementing The Prescription Drug Marketing Act-

Perspectives-Reed Smith LLP).

HHS OIG Podcast/Transcript – Explanation of Anti-Kickback Statute (no payments to induce

federal program referrals; penalties including jail and FCA liability) (Federal Anti-kickback

Statute-Office of Inspector General-Government Oversight-U.S. Department of Health and

Human Services) (Federal Anti-kickback Statute-Office of Inspector General-Government

Oversight-U.S. Department of Health and Human Services).
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DOJ Press Release (2024) – False Claims Act recoveries in FY2024, with $1.67B from

healthcare cases (Office of Public Affairs-False Claims Act Settlements and Judgments

Exceed $2.9B in Fiscal Year 2024-United States Department of Justice); describes treble

damages and whistleblower role (Office of Public Affairs-False Claims Act Settlements and

Judgments Exceed $2.9B in Fiscal Year 2024-United States Department of Justice) (Office

of Public Affairs-False Claims Act Settlements and Judgments Exceed $2.9B in Fiscal Year

2024-United States Department of Justice).

Reuters (2022) – Coverage of Biogen’s $900M settlement for alleged kickbacks to doctors

(FCA case) (Biogen agrees to $900 million drug kickback settlement on eve of trial-

Reuters).

DOJ Press Release (2024) – Teva’s $425M settlement for paying Medicare patient copays

(kickback via charity) (Office of Public Affairs-False Claims Act Settlements and Judgments

Exceed $2.9B in Fiscal Year 2024-United States Department of Justice).

CMS Open Payments Data (2023) – Statistics on 2022 Sunshine Act data: $12.59B

payments disclosed (CMS Publishes Program Year 2022 Open Payments Data).

Pietragallo law firm (2024) – Summary of Sunshine Act penalties (up to ~$136k per violation

for knowing failures) (Physician Open Payments Data Publication Incorporate New Final Rule

Changes).

Covington & Burling (2022) – OPDP enforcement trend: only 6 letters in 2021, down from 52

in 2010 (Client Alert - 2021 End-of-Year Summary of FDA Advertising and Promotion

Enforcement Activity) (Client Alert - 2021 End-of-Year Summary of FDA Advertising and

Promotion Enforcement Activity).

Sidley Austin (2023) – OPDP’s recent enforcement uptick: 4 letters in 2022, none for a year,

then 2 letters mid-2023 (New Warning Letter Reflects Recent Shifts in FDA Enforcement of

Drug Promotion-Insights-Sidley Austin LLP).

Federal Trade Commission – various press releases/guidance on supplement advertising and

influencer guidelines (illustrating FTC’s role in non-Rx product claims) (New Warning Letter

Reflects Recent Shifts in FDA Enforcement of Drug Promotion-Insights-Sidley Austin LLP).
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