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Mobile is changing the game of integrated marketing.

s consumer use of mobile — especially
Asmartphones — reaches critical mass,
a truly integrated digital strategy is
not only necessary, but positions the chan-
nel as the central port of entry for the cus-
tomer experience. Back in the dawn of mobile
marketing, pharma companies often viewed
mobile as an add-on to their other channels,
however today that outdated method could
end in failure. Mobile devices are more likely
to be consumers’ first choice for searching for
health information so making sure mobile is
front and center in a digital plan is essential
for brands today.

“The reality is that the majority of health-
care professionals and patients now look for
health information using a mobile device
first, and pharma companies need to adapt
to include the phone/tablet as the first user
experience as opposed to being focused on a
desktop website,” says Ritesh Patel, executive
VP, chief digital officer, U.S., Ogilvy Com-
monHealth Worldwide. “Pharma companies
need to ensure that their content is available in
an increasingly mobile-centric world.”

In a recent survey conducted by Ogilvy
CommonHealth, only eight of the top 20
pharmaceutical brand.com websites are mobile
enabled, and even fewer are using responsive
Web design to enable an optimal viewing ex-
perience across a wide range of devices.

“In most cases, the current thinking around
mobile is focused only on the iPad eDetail,”
Mr. Patel says. “Responsive sites should be the
norm, not the exception.”

According to an eMarketer report, 2.56
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billion people worldwide will be using smart-
phones by 2018. More than one-quarter of
the global population will use smartphones
in 2015 alone. Studies show that consumers
are using smartphones to consume health-re-
lated content. A report from comScore Health
Solution states that consumer visitation to
health-related content via mobile devices in-
creased by 36% between 2013 and 2014.

“Consumers are driving everything at this
point,” says Marc Sirockman, executive VP,
Artcraft Health. “Consumers are much more
knowledgeable, and their smartphones put an-
swers to their questions right in their hands.”

Mr. Sirockman says this trend becomes
abundantly clear just by observing how con-
sumers use their phones — in the doctot’s
office waiting room or at the restaurant table
dining with friends — to look up information
on health-related topics.

“No place is this more evident than in the
physician’s waiting room; nobody is reading
a magazine,” he says. “They are all looking at
their phone searching for information on dis-
ease states, physicians, or medications.”

As mobile sites and content improve in
terms of engagement and ease of use, Mr. Si-
rockman expects a continued uptick of mobile
strategies by pharma.

“As technology, design, and consumer
maturity progress, mobile will be a part of
everybody’s lives, and effective campaigns will
be built around this,” he says. “It is a growing
market with endless opportunities, and we are
going to see advancement in mobile content,
animation, websites, and apps.”

Pharma Marketing Brand Spend

Digital Marketing is a
Large Part of the Marketing Mix
20% of pharmaceutical brand
marketing budgets are spent on digital

communications.
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In 2015, almost 100% of pharma com-
panies are planning to make mobile-friendly
websites a priority, according to TGaS Advi-
sors digital trends study, which polls senior
pharmaceutical marketing leaders annually
about investment plans for the coming year.



“Mobile accessibility is now the cost of
entry for any pharmaceutical brand or corpo-
rate campaign,” says Sue Lipinski, director of
digital marketing at TGaS Advisors.

Social media has become a significant way
to reach and engage consumers, especially
as mobile and tablet applications are rapidly
increasing their dominance over desktop and
laptop usage. While these new market realities
pose some challenges for pharmaceutical mar-
keters, they offer much more reward than risk,
says Robert Palmer, executive VP, managing
director — digital and video, at Juice Pharma.

“The FDA has provided guidance that
allows pharma marketers plenty of room to
safely enter the social media arena,” he says.
“Key influencer advocacy and peer-to-peer
sharing makes social media the premier mar-
ket-shaping tool available, and smart market-
ers will learn how to connect the dots between
unbranded and branded interactions.”

Mr. Palmer points to an Inc. Magazine poll
that reports 70% of consumers say they want
to learn about new products through content
rather than advertising. In this way, social
media efforts can augment, or in some cases
even replace, traditional PR and awareness
campaigns, often at a much lower cost.

“Social media strategies are tightly inter-
woven with mobile behaviors — more than
182 million Americans will use smartphones
in 2015, up from 63 million in 2010, and
they’ll spend about two hours and 15 minutes
per day on their phones, with very little of
that time spent actually talking on the phone,”
M. Palmer says. Citing Nielsen data, he notes
that consumers prefer mobile apps to mobile
sites by a wide margin, which should motivate
marketers to rethink their channel strategies
and invest in social media.

“Almost 90% of mobile media usage hap-
pens within an app, and only 10% of user time
is spent on the mobile Web,” he says. “Gam-
ing consumes 32% of users’ time on native and
Web apps, but Facebook is a strong second at
an astounding 17%; Facebook, Twitter, and
social messaging apps combined make up 28%
of the total time.”

Another important emerging element of
digital tactics is the increase of consumer video
viewing on mobile devices. Robbie McCarthy,
principal, managing director, at The Patient
Experience Project (PEP) says half of all video
content is viewed on mobile phones and tab-
lets, yet companies are not designing their
mobile efforts to accommodate video viewing.

“Unfortunately, many brands fail to con-
sider the importance of video and animation
when they create mobile sites,” Mr. McCarthy
says. “To maximize messaging and extend
reach through digital channels, brands need
to first partner with patients and caregivers to

Marketers should look at
marketing mixes as
components of a
communications
ecosystem that are
interconnected.

CAM BEDFORD
Klick Health

co-create high-impact video content, then de-
liver this content front and center in all brand
communications, especially on mobile.”

Videos provide an opportunity to emo-
tionally engage with patients and can lead
to higher rates of conversion, but can only be
effective when developed properly. For exam-
ple, they may only be using HTML 5, and be
deployed for the devices that half of users pre-
fer, Mr. McCarthy says. Ideally, videos should
be watched in the context of a brand’s website,
where patients and caregivers can also access
actionable next steps, such as the download of
a discussion guide or sign up for emails.

“Video has become increasingly useful
as mobile and tablet platforms have greatly
improved the user experience and as users
share video content almost compulsively,” Mr.
Palmer says. “Video storytelling is no longer
a luxury reserved for TV; as video and digital
become almost synonymous, budgets can be
optimized while the highly targeted reach
increases.”

Social media—influenced video has sur-
passed nonsocial media video on the Web;
comScore reports that Facebook has the fast-
est-growing video audience, second only to
Google. Because of social media’s influence,
“video snacking” is beginning to dominate
longer-form videos, making it both practical
and economical to distribute video through the
Web and mobile apps.

Digital Marketing

“We're seeing a rapid expansion of video
properties across platforms and devices as the
cost of high-quality production is reduced by
digital technology and multipurpose distribu-
tion,” Mr. Palmer says.

Capitalizing on Mobile for
Digital Strategies

The increase in consumer use of mobile
creates a new marketing paradigm that re-
quires a rethinking of digital strategies, as
well as a thorough understanding of mobile
behavior. To create effective marketing and
content strategies, companies need to know
their customer’s needs, implement a strategy
that is completely mobile-optimized, create
fresh content regularly, recognize that material
for the mobile channel needs to be designed
accordingly, along with other best practices.
According to our experts, mobile has changed
the game for marketers and has created many
new opportunities to reach the consumer.

“For marketers, mobile is more about a way
of thinking than a marketing channel,” says
Cam Bedford, senior VP, strategy and analyt-
ics, Klick Health. “Mobile devices allow us to
access information at any moment of any day.”

Emails, websites, and advertising are all
consumed on a mobile device and the expe-
rience for the user should be as engaging and
useful on a smartphone as it is on a laptop.
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Smartphone Adoption to Top 2.56 Billion by 2018

Top 25 countries ranked by smartphone users 2014-2018 (numbers in millions)

2014 2015
China* 519.7 574.2
us** 165.3 184.2
India 1233 167.9
Japan 50.8 574
Russia 49.0 58.2
Brazil 38.8 48.6
Indonesia 383 52.2
Germany 36.4 445
UK** 36.4 445
South Korea 3238 339
Mexico 28.7 34.2
France 26.7 329
Italy 24.1 28.6
Turkey 226 27.8
Spain 220 25.0
Philippines 20.0 24.8
Nigeria 19.5 23.1
Canada 17.8 20.0
Thailand 17.5 204
Vietnam 16.6 20.7
Egypt 15.5 18.2
Colombia 14.4 16.3
Australia 13.2 13.8
Poland 12.7 154
Argentina 10.8 12.6
Worldwide*** 1,639 1,914.6

2016 2017 2018
624.7 672.1 704.1
198.5 2115 220.0
204.1 243.8 279.2
61.2 63.9 65.5
65.1 719 764
58.5 66.6 719
69.4 86.6 103.0
50.8 56.1 59.2
50.8 56.1 59.2
34.5 35.1 356
394 44.7 49.9
37.8 41.5 43.7
322 337 37.0
324 37.2 40.7
26.9 284 29.5
29.7 348 394
26.8 305 340
21.7 23.0 239
228 25.0 26.8
246 28.6 320
21.0 236 258
18.2 19.7 20.9
14.3 14.7 15.1
174 19.4 20.8
14.1 15.6 17.0
2,155 2,380.2 2,561.8

Note: Individuals of any age who own at least one smartphone and use the smartphone(s) at least once per month;
* excludes Hong Kong; **forecast from Aug 2014; ***includes countries not listed.
Source: eMarketer, Dec. 2014. For more information, visit emarketer.com.

For marketers, that means any campaign they
create should be at least mobile-responsive, if
not mobile-optimized.

“Leveraging responsive design has helped
many companies get to this point, but some
marketers can improve their mobile experience
by customizing the content to the channel,”
TGaS Ms. Lipinski says.

“The whole experience should be inte-
grated, feel seamless, and be relevant to the
user in any context, whether at home or in the
doctor’s office, in front of their laptop, or on a
mobile device,” Mr. Bedford says.

To build a solid foundation for a digital
campaign that leads with mobile, marketers
must have a full picture of customer channel
preferences.

“As a first step, there is great third-party
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research about customer demographics and
their channel consumption,” Ms. Lipinski
says. “Secondly, during message and concept
market research, companies can probe their
customers about their channel preferences.”

By overlaying these two pieces of research,
a customer footprint should begin to develop
to help align channels with core messages,
she says. For example, marketers may find
that some customers are heavy social-media
users, but prefer not to discuss a private health
condition on that channel. Or, conversely, the
customer base uses a mobile device primarily
to seek health information online, and that is
obviously the channel to optimize first, Ms.
Lipinski adds.

Marketers should streamline the mobile
experience so their customers can find the

Pharma needs to ensure that its
content is available in an increasingly
mobile-centric world.

RITESH PATEL
Ogilvy CommonHealth Worldwide

most relevant information quickly to help
them make decisions about their overall care,
because the mobile channel is not meant for a
traditional browsing experience.

Ms. Lipinski says she has observed many
companies that have mobile sites that are not
fully leveraging drivers to supplement the
mobile sites, such as mobile paid search or
mobile-optimized emails, to drive people to
their websites and promote interaction.

Another best practice for capitalizing on
mobile is to make sure the content, the chan-
nel, and the customer are all aligned, Mr.
Sirockman says. He recommends using mobile
apps to push out fresh information and content
regarding unbranded patient education.

Best Practices for
Overall Digital Strategies

Following just a few key steps will ensure
that marketers can maximize a brand strat-
egy using the proper channels, says Jimmy
Driscoll, VP, director of creative technology,
at Concentric.

“Creating an integrated campaign while
maintaining a high level of engagement across
all channels is critical to success,” he says.

He outlines four crucial steps for success:
define the customer experience, designate mo-
bile touch points, optimize for mobile first,
and measure results.

“Too often marketers are using familiar
platforms to execute their brand message with-
out defining their desired level of engagement
throughout the journey,” Mr. Driscoll says.

Understanding platform interaction helps
inform and create a shareable, consistent user
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As technology, design,and consumer
maturity progresses, mobile will be a
part of any effective campaign.

MARC SIROCKMAN
Artcraft Health

experience that drives engagement. Defining
the experience allows marketers to designate
the drivers and the destinations. Secondly, Mr.
Driscoll advises that marketers highlight and
designate mobile touch points.

“The great thing about mobile is that it
has an amorphous quality that allows it to
become whatever is needed to achieve the cam-
paign goals,” he says. “Mobile has the ability
to act as a driver in the larger ecosystem or it
can be the center of a marketing objective. De-
fining where those touch points exist will help
determine the necessary level of engagement
for each stop.”

Next, using a mobile first approach ensures
that content and assets are optimized for their
intended targets. The customer is going to
interact with the brand as a whole, so it is
important that the user experience be given
the same level of care regardless of the channel
or device.

Applying a responsive framework allows
for optimal performance for the end user,
and ultimately results in easy viewing, faster
load time, and consistent interaction across
channels.

Mr. Bedford says the unique ability of
digital to deliver experiences, such as content,
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Creating an integrated campaign
while maintaining a high level of
engagement across all channels is
critical to success.

JIMMY DRISCOLL
Concentric

tools, and actions, while being contextually
relevant should make mobile central to any
marketing mix. From a media perspective,
digital media can be more highly targeted

than any other channel — making the mes-
saging more relevant and more useful, at the
right time.

“Contextual relevance turns advertising
into valuable information, if you can present
the information patients need when and where
they want it, with relevance, and therefore
value,” he says.

Mr. Driscoll’s fourth step involves mea-
suring and analyzing, which Mr. Bedford
also says is yet another advantage to digital
marketing.

“Everything we produce is measured and
analyzed to consistently enhance the level of
engagement that is intended,” Mr. Driscoll
says. “We use advanced reporting to drive at
the core of the customer insight to unearth the
emotion and human experience that defines
the customer-centric approach.”

“Measurability is table-stakes for deliver-
ing ROL,” Mr. Bedford says. “With increasing
demands for higher ROI from marketing
budgets, marketers are looking for ways to
determine the impact of marketing tactics in
driving scripts.”

Through tagging and data analysis, mar-
keters are able to understand the level of en-

gagement, action, and value delivered through
digital channels. And, with an increasing
ability to correlate these data and insights to
prescription data, marketers can isolate the
impact of digital activities on sales and calcu-
late the ROI of the activities, which is not pos-
sible through traditional marketing channels.

There are several other key factors that
drive best practices, one of them being to focus
on integration and not a digital vs. non-digital
scenario, Mr. Bedford says.

“Pharma marketers should look at their
marketing mixes as components of a commu-
nications ecosystem that are interconnected
to deliver results against their business objec-
tives,” he says. “Whether online or offline, the
mix usually includes awareness builders and
traffic drivers that send audiences to destina-
tions to learn more and take action. A best
practice is to look at the role of each tactic and
make sure it is contributing to the brand’s
marketing ecosystem.”

That seamless movement between chan-
nels needs to also apply to physician com-
munications, Mr. Bedford says. More phy-
sicians are going online than ever before for
information and education or for onboarding
and interactive educational resources they can
share with their patients during a consult and
more. This information-seeking behavior is
also driving more physicians to limit their
contact with sales reps — making highly tar-
geted nonpersonal promotion more relevant
than ever.

“Digital in all forms is exploding in
healthcare,” Mr. Patel says. “When it comes
to healthcare providers, marketers need to
think more integration and less interception
tactics and integrate with the workflow of the
healthcare provider.”

According to Ogilvy CommonHealth’s
studies, most HCPs use their mobile de-
vices early in the morning, probably checking
e-mail; accessing EHRs and practice-manage-
ment solutions during the day; and catching
up on publications and knowledge in the
evenings.

“Catering to this workflow will provide
immense benefit,” he says. “Mobile, particu-
larly, gives us huge opportunities to personal-
ize the message in a relevant way.”

Mr. Bedford provides an example of cre-
ating a marketing ecosystem through the
seamless integration between channels: a TV
ad that includes a URL to drive patients to a
website, or a hashtag to connect patients to a
brand’s social media presence. That same ad
may also drive people to search for the brand
online. Having an effective search engine
marketing program can convert those searches
into brand website visits.

Effective website design can help guide
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visitors to relevant content and actions that
help them prepare for a physician visit or
sign up for a patient-support program. Once
at the physician’s office, the patient may go
online with his or her smartphone to look up
additional information on the brand’s mobile
website, or share information with the phy-
sician captured in a brand’s patient support
app. The printout the physician gives a patient
from the electronic health records platform in-
cludes details on the new prescription, as well
as instructions to download a co-pay card and
register for a support program.

A challenge regarding mobile campaigns
could be getting clearance from internal med/
legal departments, which can be difficult if

the pharma company feels there is any privacy Social media strategies are  Mobile accessibility isnow  Many brands fail to

or security risk associated with information tightly interwoven with the cost of entry for any consider the importance of

presented on that channel. mobile behaviors. pharmaceutical brand. video and animation when
“If the solution and content is a concern they create mobile sites.

for med/legal, it won’t see the light of day,” ROBERT PALMER SUE LIPINSKI

M. Sirockman says. “This is why we provide Juice Pharma TGaS ROBBIE MCCARTHY

the product manager or point person working @juicepharma; @resmark1 @slipin17 PEP

with med/legal with a good case for including
mobile and focus on educating and helping
them understand social media and the global = question that pharma companies need to move = continue to grow,” he says. “This can put savvy

impacts of mobile for all stakeholders.” their mobile efforts to the center of their inte- = marketers in a sweet spot to include mobile as
With more than 2 billion people set to = grated digital strategies. part of their strategy and overall success objec-
own smartphones by next year, there is no “Mobile is part of the future and it will ' tive,” Mr. Sirockman says.
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using programmatic media buying to
pinpoint the right target and pair it with

the right message for years, according to Rob-
ert Palmer, executive VP, managing director
— digital and video, at Juice Pharma.

However, the pharma industry, which has
been hesitant to engage in machine-based
programmatic modeling is recognizing that
the method is rapidly replacing traditional
planning and buying of media, stripping cost
and time out of the equation. Data-driven
advertising and promotion is highly targeted,
sending the right message to the most appro-
priate customer. Targeting and retargeting is
done within prescribed contextual, behavioral,
or attitudinal parameters, eliminating waste
and accelerating the customer decision process.
Proxy data — data that measure the cause-
and-effect relationship between two variables
— can be part of the analytic equation.

While machines can’t decipher human
emotions, highly sophisticated natural lan-
guage software can measure sentiment and
intent with increasing accuracy. And all of this
leads to a better user experience, with far less
extraneous and inappropriate disruption, Mr.
Palmer says.
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l ndustries outside of healthcare have been

The Advance of
PROGRAMMATIC MEDIA BUYING

IN DIGITAL STRATEGIES

Advancing technology will help media buyers sharpen their virtual pencils.

“Most segmentation studies look remark-
ably similar regardless of the product; it’s be-
cause traditional segmentation methodology is
clumsy and outdated compared with how da-
ta-driven programs can find specific segments
and micro-segments,” he says. “Different data
points, such as demographics, payer type, and
health conditions can be layered on top of
programmatic media data to further increase
targeting accuracy.”

Programmatic media buying uses com-
plex algorithms to determine where online
advertising should run based on a uset’s past
behavior, real-time interactions, and predic-
tive modeling; crunching terabytes of data,
highly accurate ad-serving decisions are made
in milliseconds.

A powerful tool to reach patients and care-
givers who surf through mass-media destina-
tions, the programmatic buying model has yet
to evolve to be a solution for highly targeted
HCP communications where advertising in-
ventories are relatively limited. There are also
some privacy concerns regarding program-
matic tools, as they track consumers, but those
challenges are not insurmountable.

“Many pharma companies require that
this sort of data be handled through a third-

Programmatic buying leads to a
better user experience, with far
less extraneous and inappropriate
disruption.

Juice Pharma

party HIPAA-compliant vendor to ensure
individual confidentiality, and database opt-in
language and processes can be strengthened to
further ensure compliance,” he says.

The future of digital campaigns lies in
programmatic media, along with social media,
and integrated video. For example, Facebook
alone has an 18% share of overall advertis-
ing revenue on mobile or tablet platforms,
and Facebook Exchange (FBX) is arguably
the ultimate programmatic marketing plat-
form. With its enormous reach into first— and
third—party data, FBX has filled a void in pro-
grammatic media: “demand fulfillment” that
nudges users to complete a purchase decision
they’ve already shown interest in.

“The result is the integration of branded
messages into content that the user has re-
quested, in whichever format or platform the
user prefers,” Mr. Palmer says.

While other fields have learned the benefits
of programmatic tools, the pharma industry
lags behind in its use.

“However, it’'s not a question whether
healthcare marketers will employ program-
matic tools; it’s only a question of when the
industry embraces the science of data-driven
marketing,” he says.
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