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Magazines are a prescription
for healthy results

The MARS OTC/DTC study reveals that magazine readers are by far the most likely to
take action on healthcare ads when compared to the users of any other medium.

Actions Taken Last 12 Months Due to Healthcare Advertising

magazines rOP— Sl - E—
Returned free sample card 179 88 168 139 117
Discussed an ad with your doctor 148 102 123 119 113
Called a toll free number to get additional information 161 118 136 112 138
Asked doctor for a prescription sample 140 97 118 110 104
Visited any website 142 139 129 100 124
Consulted a pharmacist 133 20 126 112 118
Switched to a different brand 145 96 134 120 104
Discussed an ad with a friend/relative 150 104 116 109 122
Asked doctor to prescribe a specific drug 135 116 122 108 114
Purchased a non-prescription product 126 29 122 107 108

Base: Top two quintiles by medium, indexed to adults 18+
Source: MARS OTC/DTC Study, April 2012
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Getting the best out of life despite pain —with Senza!

Generally, pain surfaces when prostaglandins are created —those are substances that increase the like-
lihood of pain and are at times accompanied by fever.

What now? The solution is Senza!
Senza is an effective, non-sterioidal, well-tolerated anti-inflammatory drug (NSAID) which inhibits en-

zymes triggering swelling and pain (cyclooxygenase) and, thus, prevents the creation of prostaglandins.

Don‘t ignore the warning signs your body is sending you.
Trust Senza.
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Less Pain. More Energy.

These statements have not been evaluated by the Food and Drug Administration. This product is not intended to diagnose, treat, cure, or prevent any disease.
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Generally, pain surfaces when prostaglandins are created —those are substances that increase the like-
lihood of pain and are at times accompanied by fever.

What now? The solution is Senza!

Senza is an effective, non-sterioidal, well-tolerated anti-inflammatory drug (NSAID) which inhibits en-
zymes triggering swelling and pain (cyclooxygenase) and, thus, prevents the creation of prostaglandins.

Don‘t ignore the warning signs your body is sending you. Trust Senza.

At Senza, we also accept social responsibility.
1 sold package = 1 vaccination against Tetanus

Less Pain. More Energy.
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