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harmaceutical marketers depend on in-
formation and data about their prod-
ucts to drive their campaigns and to 

demonstrate the value those products bring 
to customers. But in today’s highly digitized 
environment, the amount of data generated 
about a product is vast and difficult to collate. 

The challenge marketers face is that legacy 
IT systems and many of the applications they 
have in place don’t give them the ease-of-use 
or customization capabilities they need. Fur-
thermore, difficulties around implementation, 
costs, and lack of internal expertise make it 

difficult to manage the market-
ing data they need. 

Many pharmaceutical 
companies have adopted 
customer data management 
solutions, initially to tackle 
regulatory transparency require-
ments such as the Sunshine Act, 
but have gained marketing benefits 
from such solutions, for example better 
customer segmentation.

Increasingly, pharma marketers are push-
ing for a platform that lets them gain easy 
access to data that exists across the enter-
prise combined with real-time insights. The 
need for platform flexibility is made all the 
more pressing by digitization, which requires 
pharma marketers to leverage different apps 
and capabilities to manage data and reach their 
audiences most effectively.

Traditionally, marketing teams have man-
aged their data through data warehouses, but 
today with data coming from social media, 
apps, and the Internet of Things, traditional 
data warehouses struggle to manage so much 
unstructured — but often highly relevant — 
data. 

Capturing Big Data

Some of the approaches pharma market-
ing teams have adopted to manage their data 
include data management platforms (DMPs) 
and data lakes. 

The benefit of DMPs is that they can make 
it easier to target audiences by bringing the 
company’s own data together with third-party 
data, such as prescription data. However, reg-
ulations mean pharmaceutical companies have 
to be careful how they segment and target 
audiences. Marketers can use the data gathered 
to tailor their messaging for certain patient ar-
chetypes, but they need to be careful to ensure 
that the data is not used to personally target 
individual patients. 

Data lakes give marketing teams access 
to an expanded universe of data throughout 
the product life cycle — whether structured, 

unstructured, or multi-structured. Having 
access to such a broad stream of quality data 
makes it easier to gain key insights. 

The data lake allows marketers to gather 
all kinds of data and worry about structuring 
the data when they want to access it – unlike 
data warehouses where data needs to be struc-
tured before it is loaded into the warehouse. 
However, data lakes alone can simply result in 
a mass of unusable data, and so require good 
data governance — for example standardizing 
terms and campaign codes — and of course 
data security. 

Data lakes make it easier to combine data 
sources, provide clearer customer insights, 
ensure data reliability, and give marketers the 
flexibility to add new data sources. 

This is an approach adopted by Astellas 
Pharma as the company migrated from a data 
warehouse to a data lake that gave the mar-
keting team secure access to 50 terabytes of 
pharmaceutical, clinical, and real-world data. 

Accurately and securely capturing data is 
part of the battle. The next important step for 
marketers is how to use the data. 

Web Analytics

Information accessed by customers about 
a company and its products provides useful 
insights for marketers. Tapping into the data 
that customers seek from the company as well 
as through social media sites and analytics 
platforms (such as Google Analytics) can help 
marketers decide where best to focus their 
initiatives. 

To achieve this, marketers need a flexible 

Managing Data FOR BETTER MARKETING
  With so much data to manage, pharmaceutical marketers need  

 tools, techniques, and approaches that make it possible to gather,  
 analyze, and use insights for successful campaigns.

Marketing Data Management

In the digital era, marketing data has 

become an even higher priority. A survey 

from Smart Insights — with more than 

2,350 respondents — uncovered some of 

the biggest digital marketing trends and 

techniques of 2017. 

  Content marketing 

  Big data marketing applications

  Marketing automation

  Mobile marketing

  Social media marketing

  Conversion rate optimization

  Internet of Things marketing applications

  Search engine optimization

  Wearables

  Paid search marketing

  Online PR

  Communities — niche or vertical

  Display advertising

  Partnerships, including affiliate and 

co-marketing

Source: Digital Marketing Megatrends 2017,  

Smart Insights
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patient convenience and in patient support 

service “wrappers” to drive consumer choice.

ASHLI SHERMAN

VP, Client Services,

Ogilvy CommonHealth 

Worldwide, a WPP Health 

& Wellness Company

DIGITAL INFLUENCERS

Digital influencer marketing is on the rise 

because people want to engage with others 

who have like interests and experiences. 

This is vital when it comes to healthcare, and 

often fills an unmet need within the market. 

These digital influencers are trendsetters, and 

reach target audiences providing relevant, 

fluid messaging. Considering the innovative, 

customer-centric engagement opportunities 

available, digital influencer marketing is a must 

for today’s fast-paced environment, and will 

continue to evolve as technology advances.

MARTHA WALZ 

VP, Content Strategy,

Ogilvy CommonHealth 

Worldwide, a WPP Health 

& Wellness Company

TECH MESSAGING

Technology can be used to deliver compelling 

messaging, but it’s imperative that the choice 

of technology is appropriate for the messages 

that are being communicated. An immersive 

augmented reality can be compelling for 

delivering a complex MOA story, but it would 

be excessive for access messaging. Matching 

the level of technology to the complexity of 

the message or story will ensure that your 

messaging is memorable and impactful.

JANE AYTON

Senior VP,

Cello Health Consulting

INFLUENCER 

MARKETING

Influencer marketing still has a role to play 

but only based on three clear parameters. 

First, identify the right influencers. Does the 

traditional, hierarchical model of influence 

still hold true? Second, ‘fish where the fish are.’ 

Don’t expect them to come to you, interact 

where they interact. Third, prioritize your 

influencers constantly. Just because you have 

always spoken to person X doesn’t mean you 

always should.

MARK KASAKEVICH

VP, Cello Health 

Consulting

THE RISE OF  

CONSUMERISM

Genericization of dominant 

primary care therapeutic classes has 

pushed pharmaceutical development and 

commercialization efforts into costly specialty 

disease areas. Growing budget constraints 

have driven payers to apply greater pressure 

on cost-effectiveness demonstrations to 

secure market access. The rise of consumerism 

in U.S. healthcare has introduced the 

need to face patient convenience and 

support requirements much more akin to 

those at the core of financial services and 

telecommunications industry business 

models. Product differentiation will be 

achieved by innovation in clinical trial design 

to generate compelling product value data, 

in MOD and dosing regimens to maximize 

EXECUTIVE VIEWPOINTS

analytics hub that lets them gather key per-
formance indicators and quickly assess data 
from multiple sources. The types of metrics 
or KPIs marketers need to be able to visualize 
include number of views and clicks on a prod-
uct, treatment, or risk-factor web page, how 
many subscribers to a particular newsletter or 
website, comments, and other customer data. 

Information about the type of information 
customers are accessing should be combined 
with relevant sales data, such as geographic 
sales data, census data, call center activity, 
managed care information, and data about 
samples. All this information should be fed 
into a dashboard to consolidate data, and 
thereby simplify analytics. 

Increasingly, pharmaceutical companies 
recognize that they need to be more targeted 
with their promotional activities and to seg-
ment different marketing programs based on 
the preference of the audience. By analyzing 
the preferences of physicians and consumers, 
marketers can assess what type of campaign is 
likely to be most effective and even when to 
stop marketing a product. 

Marketing Automation

The importance of effective data manage-
ment for pharmaceutical marketing can’t be 
overstated. Inaccurate, incomplete, or out-of-
date information will undermine communi-
cations with customers. This is particularly 
important when it comes to marketing auto-
mation, which is increasingly recognized as a 
valuable tool for reaching patients, healthcare 
providers, and other customers. 

The value of marketing automation in life 
sciences lies in the ability to guide customers 
through awareness of their situation, address-
ing steps to manage their health or that of 
their patients, and securing customer loyalty 
to a brand. For a pharmaceutical marketer to 
effectively leverage data they must manage 
that data well, including how they collect, 
organize, interpret, and share information. 

That means marketers need access to data 
across the enterprise and beyond to ensure 
the message delivered is accurate, up-to-date, 
and complete. In addition, marketers need to 
ensure they tag information relevant to the 
customer, such as the content they access. 
And, as previously discussed, pharmaceutical 
marketers need to ensure they adhere to reg-
ulations, and so it’s important that marketers 
work with regulatory on the strategy and mes-

Marketing

saging in advance to mitigate problems during 
a campaign. 

Managing data for marketing automation 

requires that teams regularly evaluate their 
data and strategies to ensure they are effective, 
and adjust campaigns as needed. 
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