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Opportunities: The oppor-
tunity depends on how one 

defines the term “digital marketing.” If digital mar-
keting simply means marketing activities across 
screens, then the opportunities for innovation 
are somewhat limited to the technologies that 
govern the experiences on those screens. Better, 
more interactive mobile content, social CRM, and 
breakthrough media partnerships come to mind. 
I’d also include a holistic approach to the data that 
measure those activities over time, and how they’re 
moving the business to be quite innovative as well. 

However, if one defines digital marketing as 
the ability to create better, more meaningful expe-
riences that drive customer preference regardless 
of channel, screen, or touchpoint, then the oppor-
tunities are endless. Novel partnerships with digital 
health startups, connected health products and 
services, data products that collect real-world data 
and tell stories can all be considered “marketing,” 
and will probably do more for a brand in the long-
run then an interactive billboard.

Challenges: The greatest challenge to innovation 
within digital marketing is that we’re still referring 
to it as “digital” and we’re still calling it “marketing.” 
Digital is everywhere and in everything. And mar-
keting has somehow come to mean “advertising,” 
rather than Peter Drucker’s famous view of it: “Mar-
keting is not only much broader than selling; it is 
not a specialized activity at all. It encompasses the 
entire business. It is the whole business seen from 
the point of view of the final result, that is, from the 
customer’s point of view.  Concern and responsibil-
ity for marketing must therefore permeate all areas 
of the enterprise.” Our inability to “permeate” is an 
issue. Businesses have become so siloed that it 
becomes incredibly difficult for us to truly innovate 
with an idea that goes further than the commercial 
organization within which marketing sits.
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Opportunities:  At Calcium we believe that the 

truly great opportunity pro-
vided by digital media as a 
marketing tool is to foster 
ongoing, interactive, and 
mutually beneficial commu-
nication between a marketer 
and his or her targeted cus-
tomers and to be able to 

measure the outcomes with great accuracy. But 
to do this well requires research, planning, and 
both a deep appreciation of and respect for those 
customers’ real needs.

The precise nature of this opportunity clearly 
depends on the precise interests of the target 
customer. The interests of a director of pharmacy 
services at a major managed care organization are 
very different from those of an 18-year-old college 
student with asthma, but don’t make the mistake 
of thinking that these people won’t both commu-
nicate online, if it is done in the right way.

Challenges: At Calcium, we are increasingly con-
cerned that digital data are so frequently hacked 
and pirated that many people’s willingness to use 
digital media to communicate could be seriously 
eroded, particularly with respect to individual in-
formation about health and healthcare services. 

The challenge to innovation, in our eyes, re-
volves more around data security and the protec-
tion of such personal data than it does about the 
opportunity to deliver and receive information. 
If you can’t feel confident about the security and 
privileged nature of personal health information, 
why would you ever be willing to share this with 
others?

Best Practices: There are several best practices 
that outline how Calcium operates in the digital 
media world. First, define your goals and objectives 
so that you can gain measureable outcomes and 
data. Define your target audience(s) with care and 
make sure you understand the real needs of each 
of those audiences. The medium is no longer the 
message — the message must be digital platform 
neutral. 

Lastly, don’t think in terms of technologies that 
can be used to deliver messages; think in terms of 
how to spread messages across multiple digital 
platforms using communications strategies and 
tactics such that your target audiences will have 
a high likelihood of seeing them, reacting, and 
responding.
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President
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Opportunities: Start with 
the data. Without a doubt, we 
need to gain a better under-
standing of, and genuinely 

listen to, our end users. What’s particularly interest-
ing is that many acknowledge this need, but few 
approach it in a meaningful, focused way and truly 
leverage data to do so. As we move from targeted 
marketing to personalized marketing, we have 
the ability to leverage ethnography, the digital 
footprint, and biometric data generated from the 
Internet of Things to create a robust digital profile 
of our end users. As all of our devices work to con-
nect our bodies’ data and our technology creating 
the “Quantified Self,” we have an opportunity to 
speak to our end users in highly personalized and 
relevant ways that can significantly drive impact on 
health and business outcomes. 

Challenges: The irony of innovation itself is a sig-
nificant challenge worth exploring. Marketers have 
a tendency to request “innovation” for innovation 
sake without a strong strategic underpinning of 
desired measured outcome. At the end of the day, 
many programs generate fragmented data, a lot of 
it, in fact. Then there’s the challenge of extracting 
intelligence from that data to predefined KPI’s that 
generate business outcomes. Interestingly, when 
you ask what innovation means to a company, 
few can align on its meaning.This should be the 
starting point. What does innovation mean and 
how should we measure it to know that we have 
achieved something meaningful. Generating inno-
vative tactics with little result is pointless.  

Best Practices: Know your audience. Understand 
what channels they are engaged in, and which 
channels will truly drive behavior change. Consider 
digital as part of the broader ecosystem. We can no 
longer think of digital as a channel, but as a core 
component of a bigger net that includes offline 
channels as well as other key influencers within a 
stakeholder’s network. Understanding how each 
channel works together or independently to in-
fluence behavior will be the key to maximizing 
the potential of marketing. And of course, use 
your data; measure and analyze; then rinse and 
repeat.  
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C-Suite: Digital Agencies 

 C-suite executives from some of the industry’s leading digital agencies provide their insights on where the greatest 
opportunities for innovation lie to improve digital marketing, the greatest challenges involved with digital media, and best 
practices for reaching stakeholders with key messages using digital media.

Digital AGENCIES
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MORE People are Talking MORE Often on MORE Diverse and Intriguing Topics.

For more information about these exciting opportunities call (609)730-0196 to speak with Lisa Banket, Publisher (lbanket@pharmavoice.com), 

or contact Cathy Tracy (203)778-1463, (ctracy@pharmavoice.com), or Suzanne Besse (561)465-5102 (sbesse@pharmavoice.com), 

PharmaVOICE Magazine

PharmaVOICE —
Showcase Features

PharmaVOICE.com

Sponsored E-Surveys

PharmaVOICE MarketPlace

Sponsored Podcasts

PharmaVOICE —
Showcase Features

Content-specific articles that
are designed to  feature 
contributed thought-leader
essays from service
providers. The topics
addressed are supported by
insights from industry 
leaders in PharmaVOICE’s
unique feature article 
format. 

PharmaVOICE.com

An online community-portal
with searchable content,
access to current and
archived issues, and 
interactive polling and 
discussion boards. 

A Portfolio of Integrated Media Solutions
brought to you by PharmaVOICE

PharmaVOICE Magazine

The premier executive forum
publication that allows 
business leaders to engage 
in candid dialogues on the 
myriad challenges and
trends impacting the 
life-sciences industry.

Sponsored E-Surveys

Electronic-based 
questionnaires designed 

to identify customer 
behavior, needs, and 

preferences complete 
with back-end analysis.

PharmaVOICE MarketPlace

A comprehensive in-print and
online directory of companies,

products, and services for the
life-sciences market. 

Sponsored Podcasts

Rapidly growing audio
 syndication medium that 
connects thought leaders 

with a motivated audience. 

WebLinx Interactive WebSeminarsWebLinx Interactive WebSeminars

Sophisticated online media-facilitated
 discussions that unite buyers and sellers 
via a permission-based marketing medium 
for maximum quality lead generation.

Read. Think. Participate.
www.pharmavoice.com

E-AlertsE-Alerts

Updates on the latest 
print and online 

offerings from PharmaVOICE
delivered to our print and

online community 
via e-mail.

THE FORUM FOR THE INDUSTRY EXECUTIVE

Gaining a 
COMPETITIVE 

ADVANTAGE

www.pharmavoice.com

MEETING
REGULATORY

REQUIREMENTS 
with Pamela 

Williamson Joyce

ALZHEIMER’S
Market Update

IMPROVING
the Detail

P U B L I C A T I O N
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