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Impact Patient Outcomes

Without Talking to the Patient

atient marketers are used
P to providing valuable

patient services and in-
formation directly to patients.
But if the goal is to accelerate
patient outcomes, the needs
of the caregiver should also be
addressed.

Patient marketers know
that caregivers play an im-
portant part in patients’ lives,
but they often don’t see care-
givers as having a direct im-
pact on brand objectives.

Caregivers are not a key
consideration. They're typ-
ically viewed as an after-
thought, or a “nice to have.” Traditional
pharma marketing invests in caregivers in
oncology and pediatric conditions. However,
even in these areas where caregivers are empha-
sized, the approach lacks substantive effort. A
different approach can yield greater results and
improve treatment outcomes.

Caregivers Play an Important Role

The care of patients with a chronic condi-
tion is a significant responsibility. The care-
giver helps manage treatment and symptoms,
as well as day-to-day physical and emotional
challenges. Despite filling a necessary role,
caregivers are often overlooked by pharma.
Here’s why pharma should reconsider. Re-
search shows that caregivers:

Inform dialogue with healthcare providers.
Caregivers are on the front line. They're in-
strumental in helping patients understand
and move forward with their treatment plan.
They serve as the “voice” of the patients, and a
sounding board for the clinician to determine
the appropriate next step in the patient’s treat-
ment plan.

Address physical and emotional concerns.
Caregivers encourage and motivate patients
to stay with the treatment plan while dealing
with side effects and managing symptoms.
They help with physical and emotional issues
including nutrition, stress reduction, physical
activity, and other important activities that
directly impact the patient experience and
long-term success for your brand.
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CAREGIVERS ARE
VALUABLE PARTNERS,
AND LIKETHE
PATIENTS THEY LOOK

AFTER, THEY HAVE

ADDRESSED.

Improve patient adherence.
Adherence is a critical out-
come for pharma, and main-
taining adherence remains a
significant barrier for brands.
Caregivers prepare medica-
tions, provide transportation
to infusion centers, resolve
access and pharmacy issues,
and make sure patients take
medication as directed."

NEEDS THAT MUST BE

Support the Caregiver.
Achieve Better
Outcomes.

Caregivers are valuable and
trusted partners, and like the patients they
look after, caregivers have needs that must be
addressed. Patient marketers should create ev-
idence-based, skill-building programs that go
beyond education to help caregivers learn how
to care for themselves and their loved ones.
Here’s how.

Focus on self-efficacy.

Self-efficacy has a direct correlation with the
patient’s management of symptoms and his or
her level of distress. For instance, a caregiver
who has low self-efficacy may add to the pa-
tient’s feeling of helplessness. The opposite is
also true. A caregiver who has high self-efficacy
may help the patient move forward.?

Consider the patient and caregiver as one

unit of care.

Interventions delivered jointly to patients and

caregivers have positive effects on both patient

and caregiver outcomes.® Patient marketers
need to provide caregiver services that:

» Treat the whole patient. Initiatives should
focus on how to manage the physical and
emotional needs of patients

» Build caregiver skills. Address how to help
caregivers cope, communicate, and solve
problems that commonly surface with the
condition or treatment. If these skills can be
improved, it is likely that the caregivers will
function more effectively’

» Strengthen the bond. Provide resources to
manage conflict and build on the pa-
tient-caregiver relationship®

Give caregivers the attention they deserve.

Address caregiver needs and your support
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services can be a true differentiator for your
brand. Seize the opportunity to make a dif-
ference with patients and improve patient
outcomes.
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More than 20 years ago, MicroMass Com-
munications, Inc. recognized that achiev-
ing optimal outcomes requires more than
knowledge and access. It requires a special-
ized approach that actively shifts attitudes,
builds skills,and changes behavior.

For more information, visit MicroMass.com and

WeAreSpecialists.com.




Changing behavior is not an additional service offering;
it's the core of our business.

//
We've built ouk entire agency model to deliver work

that is fu ndamentally different.

We appl\/ evidence-based approaches from
health psychology and behavioral science to
change patient and provider behavior
and accelerate outcomes.

We Are MicroMass.

We Are Specialists.
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