
Don’t Mistake Copy for 

M

By Robin Robinson

ore than half — 58% — of the 
pharma/biotech industry is spend-
ing more than $50 million in con-

tent development every year, but much of 
that content is not connected to a solid objec-
tive, which means money and time are being 
wasted. In a recent Accenture study, only 11% 
of pharma/biotech marketers reported they 
have a clear content management strategy and 
only 9% feel their organization has clear mar-
keting objectives, but 93% report the volume 
of digital content and assets they manage is 
higher today than it was two years ago.

“The fact that the industry is investing 
heavily in a lot of content without a strategy 
makes us believe companies are not investing 
wisely,” says Jamie Antis, managing director, 
Accenture Life Sciences, Intelligent Marketing 
Services at Accenture. Especially since the 
report shows that 97% of respondents within 
pharma said they spent more time managing 
the operational details of content today than 
actually focusing on its alignment to the 
overall marketing strategy. “This number is 
significantly higher for the pharma industry 
than for some of the other industries that we 
have polled,” Ms. Antis says. 

Many pharma marketers are perhaps mis-
takenly thinking that if they have content up 
on a website or a video connected to a tweet 
that they are using content marketing meth-
ods. However, if the content does not drive 
or change the consumer behavior, it has no 
value to the marketer and possibly not even 
the consumer.  

“Right now content marketing is consid-
ered copy, and it’s not copy,” says Ritesh Patel, 
chief digital officer at Ogilvy CommonHealth 

Pharma marketers generate 
copious amounts of copy, but 
are often missing the mark 
because they don’t have a 
content marketing strategy.

FAST FACT

ONLY 13% OF PHARMA AND  

BIOTECH MARKETERS FEEL  

THEY ARE LEVERAGING  

CONTENT MARKETING WELL. 
Source: Accenture
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tent, but they don’t have the specific goals and 
measurements set up to guide what they want 
to accomplish.

Strategy First, Then Content

A good content marketing plan must start 
with a goal that meets an overall objective 
of the marketing strategy. According to the 
recent Accenture report, only 11% of respon-
dents within the pharma and biotech sectors 
reported having a clearly documented content 
strategy that met both current and future 
needs. Compared with other industries, which 
reported around 42%, this percentage is very 
low. “Content strategy and objectives within 
the pharma industry are not clear,” Ms. Antis 
says. “Creating a strategy truly requires an 
organizational shift and it’s not just a process 
change or an implementation of a technology.” 

First, the C-suite — not just the mar-
keting organization — needs to determine 
the overall objective for a content marketing 
approach. According to the Accenture results, 
90% of respondents felt C-level executives 
were responsible for driving the content strat-
egy; with 35% pointed to the CEO.  

“This tells me that there is an acknowl-
edgement within the industry that content 
marketing is an enterprisewide problem and 
it needs to be on the radar of the senior lead-
ership team within the organization to resolve 
it,” Ms. Antis says. “Pharma leaders will need 
to evaluate what changes need to happen 
within their organizational models to help 
them achieve the strategy, which is going to 
require them to break down barriers between 
the business and IT,” she adds. “It’s going to 
require them to create better alignment with 

Worldwide. “It’s not called a copy writing 
strategy. It’s a content marketing strategy and 
should live within the overall marketing strat-
egy. There are lots of marketers who still don’t 
understand the difference between a content 
strategy and a copy strategy.”  

All too often, marketers will create online 
copy and focus only on search engine optimi-
zation and that is only one small part of con-
tent marketing.  Mr. Patel often hears: “It’s a 
website, so write the copy and make sure it’s 
tagged for SEO.” This is not a content market-
ing strategy, he adds. 

Joe Pulizzi, founder and executive director 
of the Content Marketing Institute, defines 
a content marketing strategy as the creation 
of valuable, relevant, compelling information 
published on a consistent basis that helps 
build a relationship with a consumer and 
follows that consumer throughout his or her 
buyer’s journey. 

The proliferation of digital channels that 
provide easy access and practically no pro-
duction or publication costs along with more 
and more consumers looking for information 
online has greatly reduced the former barriers 
to print publishing, making it almost too easy 
to post content. “We think because we can 
publish, we should, and we publish content 
all over the place and most of it doesn’t work,” 
Mr. Pulizzi says. “It’s content run amok.”

Without a definitive strategy, all that con-
tent just becomes useless noise. 

Mr. Pulizzi says most companies, espe-
cially large companies, have no formal docu-
mented content marketing strategy, instead, 
they say: “we should do a blog; we should be 
on Facebook; we should do Twitter; we should 
write articles.” They are creating a lot of con-

Content Marketing Stats  
in the Life Sciences

Pharma, biotech, and medical technology 
marketing leaders share how they are 
managing the rising amount of digital content 
in a recent Accenture Life Sciences report. 

The study, which is based on the responses 
of 55 pharmaceutical and biotech and 53 
medical technology marketing leaders 
across the United States, Canada, the United 
Kingdom, Germany, Italy, and Spain, reveals a 
number of critical content issues and trends 
for medtech, pharma, and biotech marketers, 
including:

  No content management strategy: Only 
4% of medtech and 11% of pharma/biotech 
marketers report having a clear content 
management strategy that meets their needs 
— well below average for other industries

  No clear marketing objectives: Only 6% of 
medtech and 9% of pharma/biotech 
marketers feel that their organization has 
clear marketing objectives

  Lack of cross-department integration: 75% 
of medtech and 89% of pharma/biotech 
marketers feel there is a need for better 
integration between marketing and IT

  Lack of appropriate skillsets: 25% of all 
respondents report a shortage of 
appropriate content management skills as 
their biggest obstacle

 

 Source: Accenture

A proper content 
strategy starts with a 
clear objective that will 
drive the type of content 
created, which then drives 
the editorial calendar, 
which then drives the 
channels used. 

RITESH PATEL

Ogilvy CommonHealth 
Worldwide
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Reducing Redundancy, 
Saving Money

With nearly 100% of pharma marketers 
surveyed by Accenture reporting they spend 
most of their time managing content rather 
than focusing on how it aligns with the overall 
marketing strategy, some of the larger global 
pharmaceutical companies have started to 
rethink their organizational model around 
content in order to take a lot of the operational 
burden of content off of the marketers 
so they can spend more time on creating 
differentiated engagement strategies for their 
targeted audiences.  

“We see companies trying to centralize 
a lot of the operational and execution 
responsibilities as well as looking to create 
efficiencies in the model to address and 
alleviate some of the volume concerns,” says 
Jamie Antis, managing director, Accenture 
Life Sciences, Intelligent Marketing Services at 
Accenture.

These changes involve separating the 
creative side of designing these differentiated 
experiences from the responsibility 
of deploying that experience into the 
marketplace. Organizations are centralizing 
more of the operational tasks of producing 
and managing content so marketing teams 
can focus more on the upfront marketing 
strategy.

While overall volumes of content being 
produced continue to be produced contineu 
to increase, companies are also discovering 
there is a lot of redundancy of the content 
that’s being developed not only within a 
particular market or country but at the global 
level as well.  To cut down on the duplication 
of content across markets or across marketing 
channels, pharmaceutical companies are 
looking at content reuse strategies that will 
help to minimize the redundancy and the 
duplication of content that’s being generated 
and allow marketers to focus on creating more 
personalized and impactful experiences for 
their customers. 

This will certainly help the industry 
better allocate the $50 million it is investing 
in content strategy as well as develop more 
creative and personalized ways of engaging 
with their customers.  

Marketers need to focus on the areas that 
truly differentiate their brand from others 
and produce content that helps them build 
more personal and relevant relationships with 
their consumers that will lead to an increased 
efficiency and effectiveness in both content 
development and management. 

their compliance and regulatory teams and the 
way content is reviewed and approved.” 

The siloed approach in which companies 
create content creates a lack of alignment that 
distorts the brand message. 

“Until pharma companies break those silos 
and start thinking about the brand and the 
content holistically, they will 
always struggle,” Mr. Patel says. 
“I think some brand managers 
understand the value of con-
tent, but they only look at it 
from a clinical, medical, or a 
patient-adherence program per-
spective. Proper content strategy 
should drive everything else a 
company does. Marketers need 
to determine what type of con-
tent will help realize the goal. 
The answer will drive the type of 
content a company needs to cre-
ate, which then drives the edito-
rial calendar, which then drives 
the channels, and that drives the 

content use strategy, which ultimately defines 
the copy you need to create.”

To help determine the best objective to 
build a strategy around content, marketers 
must first identify a pain point and determine 
how a content marketing approach can solve 
the problem. The focus needs to be on a spe-

Marketers are creating a lot 
of content, but they don’t 
have the specific goals and 
measurements set up to guide 
what they want to accomplish. 
It’s content run amok.

JOE PULIZZI

Content Marketing Institute

Content marketing is an 
enterprisewide problem that 
needs to be on the radar of 
senior leadership teams.

JAMIE ANTIS

Accenture
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cific audience, its needs, which type of content 
vehicle to use, and choosing one key platform 
to start with, such as a website or YouTube, 
and consistently deliver relevant content over 
time.  

“This is the winning formula,” Mr. Pulizzi 
says. “This is how great content marketing 
starts, and yet the majority of brands don’t 
follow this process.” 

Consistency and Patience 

Once a content marketing plan is in place, 
pharma companies need to realize they are in 
it for the long haul, and creating copy is a 
continual process. Mr. Pulizzi says what often 
happens is that a company will set up a blog, 
but not invest the time to refresh the content 
on a consistent basis. Furthermore, he says 
once a content channel has been established, 
curators need to publish consistently. 

“They treat it like a campaign that has 
an end, but content marketing is a marathon 
and not a sprint,” he explains. “It takes a long 
time. Content marketing really never stops; it 
always changes and you adapt to it, but you 
never stop.”

As consumers conduct more and more 

research on their own, a company can be left 
out of the buying process if consumers are 
not finding consistent, engaging information 
around the brand. It’s crucial to keep the 
consumer engaged with the brand long term 
because more than 60% of the consumer’s 
buying journey is complete before he or she 
even makes a buying decision. 

“If companies are not involved in those 
early stages of the buying process, they will 
get left out and that’s a big issue,” Mr. Pulizzi 
says.  

In an industry that likes to see quick re-
sults, content marketing will require much 
patience and a new mindset. Brands will not 
see results in six months from a content mar-
keting approach, and Mr. Pulizzi says anyone 
with expectations of monetizing that in six 
months or less shouldn’t even bother to start.  

“Go buy advertising;  go interrupt people,” 
Mr. Pulizzi says. “It’s very hard to build a loyal 
relationship with somebody in six months or 
less.”  

A consistent message needs to be aligned 
across all channels, as well, which is difficult to 
do within the fragmented pharma marketing 
process.

For example, when a company launches 

a new drug, there will be a huge amount of 
content created across multiple channels. The 
problem is the process is all siloed. The agency 
of record is responsible for the brand. The dig-
ital agency creates the digital content. A media 
agency manages the media content.  A search 
engine agency tags the content. “But none of 
this rolls up to the brand,” Mr. Patel says. 

For example, picture a physician sitting at 
home watching TV. He or she views a DTC 
ad and knowing that patients will be asking 
about it, he goes to the website of the brand 
to find out more.  Chances are very good that 
the experience of the TV ad from a content 
perspective is completely disconnected from 
the website material. The next day a sales rep 
presents information about the same drug on 
the iPad in the office, and that brand expe-
rience and messaging is completely different 
to what’s on the website and the TV ad. The 
doc attends a medical meeting where the 
pharmaceutical company is promoting the 
drug, and the experience of the brand at the 
medical meeting is completely disconnected 
from every other experience he or she has had 
previously. 

“The brand is diluted because there are 
different experiences depending on who you 

Content Marketing

Thomas Bento
Sr. Vice President of Quality
& Regulatory Assurance
Nihon Kohden America 

Maureen Ellis
Director, Chemistry Manufacturing
Controls / Device Safety
Amgen 

Joseph M. Purpura, MD, MS
Senior Medical Director, Head of Device Safety, 
Global Patient Safety & Epidemiology
Allergan

Dick Roy
Product Surveillance Director
GE Healthcare 

Patrick Caines, Ph.D.
Senior. Director, Quality & Compliance
Baxter Healthcare Corporation 

Dennett F. Kouri, Jr., JD
Sr. Director, Quality, Regulatory, Clinical
Edwards Lifesciences, LLC 

Speakers Include:

Medical Device Safety Monitoring and Reporting
5th Annual 

For More Information, Please Contact: 
Amanda Pink | T: 1 312 540 3000 ext. 6310 

E: amandap@marcusevansch.com

January 25-26, 2017
Las Vegas, NV

Attending This Premier marcus evans 
Conference Will Enable You to:
• Forecast impacts from EU regulatory updates to fortify
 compliance initiatives
• Analyze proposed FDA metrics requirements to pinpoint
 regulatory changes
• Categorize emerging global regulations to achieve 
 regulatory adherence
• Emphasize role of CAPA for the overall health of quality
 management systems
• Consolidate complaint handling systems to reduce 
 response times
• Promote increased risk management to ensure 
 audit-preparedness 
• Synchronize interdepartmental data management systems
 to amplify data analytic capabilities
• Strategize best reporting practices to address emerging
 cybersecurity concerns

Building a robust safety strategy to raise the bar on compliance, quality, and product integrity initiatives.

Bolster quality management systems to elevate 
global monitoring and reporting activities and 
achieve international regulatory compliance
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The medical device sector has embraced 
content marketing strategy and is reaping 
the rewards. Will pharma follow? 

Although the pharma industry has been slow 
to adopt content marketing in its entirety, the 
medical device field has taken the lead and 
created successful campaigns and strategies. 

Take for example, the Breathless Choir 
campaign from Philips Healthcare, launched in 
November 2015. The campaign included several 
videos that tell the story of 18 people whose 
breathing disabilities had prevented them 
from doing what they love: singing. The singers’ 
journeys were chronicled as they learned new 
techniques to save their breath while singing, 
and at the end of the training, they performed 
at the Apollo Theater in Harlem. The campaign, 
part of an effort to promote SimplyGo Mini, a 
small portable oxygen concentrator, was aimed 
at raising awareness and understanding of the 
debilitating impact of respiratory conditions. 

are, what you’re dealing with, when you’re 
interacting with it, and what content you’re 
interacting with,” Mr. Patel says. “Silos are 
killing this industry’s best efforts. The indus-
try needs to create content that is relevant, for 
the moment it is required and has the same 
look and feel and then start to create subpieces 
that can then be fed into the marketplace from 
a content marketing perspective that drives 
the same experiences.”  

Facing Measurement Challenges

The amount of content being created may 
have increased, but unfortunately reports state 
that engagement with consumers has not 
increased. 

Determining what works requires some 
patience, and both short-term and long-term 
key performance indicators (KPI). Mr. Pulizzi 
says the one measurement question that covers 
all KPIs is whether or not the content is influ-
encing consumer behavior over time.  

Measurements include analysis of buying 
patterns, customer relationship management 
databases, subscriber databases, etc. But those 
metrics take some time — often more than a 
year — and a lot of companies aren’t willing 
to wait that long to determine if a program is 
working or not. 

However, there are trackable short-term 
factors, vanity metrics, for example, website 
traffic, quality leads, or qualitative feedback 
from customers, that point to whether certain 
pieces of content have helped them to make a 
decision. 

“These don’t necessarily line up directly 
with revenue right away, but they will show 
that a plan is headed in the right direction,” 
Mr. Pulizzi says. 

The timeframe to get solid long-term data 
would have to surpass the length of time it 
takes for a buyer to go through the journey to 
determine if the content had impact over the 
buyer’s decision making. These data sets could 
take up to two years to acquire. 

For large brands that are not so patient, 
there is the option of purchasing a media com-
pany’s blogs and influencer sites to get a jump 
on the competition. 

This will be a trend emerging within the 
next five years as companies look for more 
immediate results. According to Mr. Pulizzi, 
putting a consistent publishing program be-
hind building a brand and positioning the 
pharma company as a thought leader and ed-
ucator will lead to long-term benefits as it has 
for other industries.  

“A content marketing approach is proba-
bly one of the best things a company can do to 
build a reputation,” he says. 

According to a report by Philips, all KPIs 
for the campaign were exceeded. Total reach 
of the Breathless Choir across multiple social 
and media channels was 36,384,000; by mid-
January 2016, 14,871,100 video views had been 
achieved; and more than 100 English language 
pieces of media coverage were secured. 

The Choir campaign helped change 
perceptions of the brand as it built a reputation 
as a healthcare company and had a real impact 
on business. At least 50% of the U.S. customer 
base was reached with the Breathless Choir 
campaign, driving brand preference for Philips 
portable O2 solutions. Philips experienced a 
14% revenue increase in Q4 2015 over Q3 2015, 
leading to all-time record-high revenues in the 
portable O2 category. 

Similarly, GE Healthcare launched a one-day 
campaign on #WorldAlzheimersDay on Sept. 
21, 2014, for its Amyloid PET imaging system. It 
began early in the morning with a tweet from 
@GEHealthcare about Alzheimer’s disease, 
using two hashtags: #WorldAlzheimersDay and 
#infographic. 

The tweet provided a link to an article that 
detailed the emotional impact of Alzheimer’s 
disease. That article linked to an infographic on 
Flickr, as well as to a survey on the company’s 

website, and to a press release, 
which linked to a page about its 
PET imaging solution Vizamyl, as 
well as a YouTube video about 
coping with the disease. And all 
the elements tagged back to a 
regularly updated main landing 
page. 

This campaign had all 
the successful elements of a 

multichannel approach with robust content and 
linking strategies that included content curation 
and viral-ready assets and a social media plan.  
Twitter, Facebook, and Google+ users all shared 
the content. 

By making the content easy 
to discover and easy to share, 
GE Health was able to position 
itself as a thought leader in the 
Alzheimer’s disease category. 

Medical Device Companies 
Leading Content Marketing Strategy 

THE BREATHLESS CHOIR

The story of the Breathless Choir was
launched on World COPD Day when media and 
the public were invited to support the global 
initiative for chronic obstructive lung disease.
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