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Analytics-Driven Marketing

Ever-growing data and new digital tools will enable smarter customer engagement.

egies will shape the industry’s marketing

and sales in a more efficient and cost-effec-
tive way. The accessibility of consumer data,
combined with tools that can quickly mine
that data, will pave the way for more targeted
and effective tactics. From physician profiling
to programmatic buying, big data is the future
of pharmaceutical marketing.

Traditionally, pharma has targeted the top-
decile physicians on the assumption that the
historically highest prescribers also represent
those with the highest prescribing potential.
This approach doesn’t account for physicians
whose prescribing has peaked — where sales
calls will yield diminishing returns — nor
does it account for physicians in historically
low deciles with potential to become high
prescribers for the brand. According to Patrick
Homer, principal industry consultant, global
practice, health and life sciences, SAS, using

I n 2016 and beyond, analytics-driven strat-

Marketersneed to use predictive
analysis to build a model of who
is most likely to be the prescriber
of their product versus who has
already prescribed.

PATRICK HOMER
SAS

FAST FACT

NEARLY ONE IN

FOUR DIRECT SALES
FORCE INTERACTIONS HAVE

BEEN REPLACED WITH DIGITAL
INTERACTIONS FOR TARGETING
DOCTORS, PROVIDERS, PAYERS, AND
PATIENTS OVERTHE LAST TWO YEARS.

Source: Accenture

data to determine predictive behaviors helps
more accurately identify high prescribers and
can evaluate all variables to create a behavioral
profile. This method helps marketers target
other physicians who share the same charac-

There are more new data
sources today than we've
ever had before.

BRIAN CAIN
Ironwood Pharmaceuticals
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teristics but have not yet started prescribing
highly. These physicians represent high poten-
tial, but have yet untapped value, and, are the
most productive targets for promotion.

Having determined the present and/or
future value of a healthcare provider at the
brand, franchise — group of brands — or
enterprise level, marketing investments can
then be aligned with the appropriate provid-
ers. Specific groups are created and receive
tailored communications that drive the most
incremental scripts for that segment. In the
process, pharma companies not only create a
lift in scripts, but they understand why these
physicians are prescribing and how they re-
spond to sales and marketing activities.

Before being able to accurately identify tar-
gets, however, marketers must integrate all of
the data sets — sales, prescription, and CRM
data; physician and patient marketing data;
and patient longitudinal data — that typically
sit within different repositories and combine
them into a predictive model.

“Marketers need to begin to use predictive
analysis to build a model of who is most likely

Pharma companies need

to address three basic
requirements: analytics
capability upgrade, analytics
talent integration, and
openness to experimentation.

IYIOLA OBAYOMI
¥ Ogilvy Healthworld
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Thought leaders discuss how pharma can better use data analytics to direct messages to both patients and physicians.

NICK BARTOLOMEO

Strategy, Fingerpaint

The notion of delivering the “right message at
the right time” should no longer be a guessing
game. Advanced analytics and marketing automa-
tion technologies provide the insights to pinpoint
message gaps and the ability to fill them with
timely communications. Reps should take advan-
tage of all the pre-call data available, for example,
prescription trends, past call interactions, mar-
keting message consumption, event attendance,
content interactions, etc. All of these data should
help reps have more relevant and impactful con-
versations. NPP should follow the same practice.
Retargeting and auto-triggered communications
can be leveraged to increase engagement based
on where targets are in the sales funnel.

DR. CHITRA LELE

Chief Scientific Officer,
Sciformix Corp.
Companies that can present
the best information to guide
optimal treatments will ob-

tain a significant advantage
in the scientific arena and the market place. Data
analytics become crucial in this equation, as all
treatments have benefits and risks and all patients
are different. New tools, such as ones that support
the rapid elucidation of a product’s safety profile,
can play a significant role as a wide array of safety
data can be analyzed. In the end, communication
of a product’s safety profile based on data analyt-
ics will provide patients, HCPs, review boards, and
government agencies the type of information
that will lead to the best medical outcomes and
not flood the healthcare system with promotional
activities.

JIM MCDONOUGH

VP, Marketing and
Customer Advocacy,
Frontline Medical
Communications

Its all about relevance and
personalization. Companies

will use relevant behavioral and attitudinal profil-

ing and needs assessment where appropriate and
tracking of subject matter to initiate a relationship,
provide content of interest, provide tailor-made
solutions, and offer up the right personal and/or
nonpersonal support to communicate the brand
value proposition and relevant benefits. The analyt-
ics associated with these exchanges and communi-
cations will dictate what's working and what’s not to

optimize communications moving forward.

VICTORIA SUMMERS

Executive VP, Engagement Strategy and
Analytics, Saatchi & Saatchi Wellness

The ability to use data in marketing is stronger now
than at any other time in history. Patient-level medi-
cal and pharmacy claims data married with purchase
behavior and online activity gives marketers a more
complete view of patients and potential patients.
The real data power in 2016 will belong to predictive
data analytics. Not only will data inform how brands
target their message — finding the right patients
with a specific set of criteria — but data will also
predict the outcome of marketing efforts.

Companies and their agency partners will base
media and messaging programs on probability sta-
tistics to predict specific marketing outcomes and
then measure in near real-time to uncover new
learnings and fine-tune the assumptions for greater
predictive ability. Over time, this will reduce overall
media spend by enhancing the accuracy of target-
ing and message impact.

For pharma companies, the analytics-driven ap-
proach comes just as more targeted medicines are
being launched. The old blockbuster drug had mil-
lions of patients. The new blockbuster drug is one
that connects directly and frequently with a select
number of specific patients at just the right time
in their journey. Value will be created not just in the
efficacy and safety of the treatment, but also in the
relevancy of the connection point along the patient
journey. In the future, brand value will be closely
correlated to marketing accuracy.

JOSEF VON RICKENBACH

Chairman and CEO,

Parexel International Corp.

Moving forward, the decision to prescribe medicine
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and treatment will increas-
ingly be driven by data, that
is, data from clinical trials and
from real-world evidence
on an economic or efficacy
basis. Demonstrating safety

and efficacy in today’s phar-
maceutical landscape is no longer enough to
launch a product successfully. To ensure a return
on investment, the transition from clinical re-
search and development to regulatory approval
and commercial growth requires thorough data
and specialized strategic expertise that integrates
scientific and commercial insights. Evidence must
not only be collected from interventional trials,
observational research, managed access pro-
grams, real-world evidence studies and pharma-
covigilance, but it also must be appropriately
communicated to key stakeholders, including
payers, providers, patients, and policy makers. Re-
al-world proof of improved outcomes is what will
increasingly drive prescribing behaviors.

DENIS WYRWOLL

Senior Director
Research, Healthcasts
Big data is, and should re-

main, a segmentation tool
that offers ongoing cus-

M

nies seek to leverage big data further across

tomer learning. As compa-

their marketing plans by automating digital cam-
paigns, or optimizing outreach by preferred for-
mat, organizational barriers and marketing risks
make “data-driven” marketing more challenging.
Data itself is useless unless you can streamline
analysis and use it to effectively make decisions,
unless the data itself answers key questions the
brand needs to understand and can be used in
the controlled environment in which pharma
works. Ideally big-data segmentation efforts are
combined with real insight — one-to-one feed-
back from physicians, surveys that can provide
ongoing insights over time. Marketers need to
look beyond how HCPs react to a marketing
tactic and evaluate how that marketing tactic is
informing and educating HCPs.
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Programmatic buying has
a future in pharmaceutical
marketing,and the
industry is just beginning

to explore it. regimen will help companies
recommend specific solutions.
SHARON DEBACCO
I[ronwood ELLEN REILLY
~Pharmaceuticals DocuSign
o
Q

Embed data science
into the systems that
all of your customer-

facing teams use
every day, and you'll

put this power right
where they need it
most.

PAUL SHAWAH
Veeva Systems

to be the prescriber of their product versus
who has already prescribed,” Mr. Homer says.
“From our experience, this is whete a signif-
icant step change starts to happen: profiling
the audience by prediction rather than by what
they’ve done in the past.”

Pfizer is one company that is using ana-
lytics-driven messaging to engage physicians
with information that is most meaningful to
them in terms of how they treat their patient
population.

“The challenge is that this information
varies by doctor,” says David Kreutter, Ph.D.,
VP, business analytics and insights, Pfizer.
“Each has his or her own expertise, experience
with a particular therapy, and unique patient
population,” Dr. Kreutter says. “By using big
data and analytical capabilities, we are able to

Applying data analysis and
business intelligence to
information and feedback
along the treatment

%

Programmatic buying will
be an important part of the
media mix, but it will not
be the universal answer to
all healthcare marketing
challenges.

ADAM GELLING
Giant Creative Strategy

understand what combinations of messages are
most useful to individual physicians, thereby
providing them with the information that
will best help them drive optimal patient out-
comes. We also adapt to their changing infor-
mation needs by analyzing data in real-time.”

Those companies that know how to iden-
tify the right data elements and employ them
properly will see the most quantifiable brand
growth, therefore targeting will become an
essential ingredient in marketing strategies.

“Systematic approaches will be needed —
and demanded — when marketers are mak-
ing decisions regarding patient and physician
communication vehicles,” says Mike Byrnes,
VP of sales and business development, Rx
EDGE Pharmacy Networks. “As a result, a
greater degree of precision will be applied to
ensure that messages reach the most receptive
and relevant audience.”

This type of targeting is not new, but
the wealth of information available to do the
targeting is increasing, and so are the tools
and technologies that help collect and mine
the data.

“The fact is, there are many more new data
sources today than we've ever had before,” says
Brian Cain, VP, marketing research and busi-
ness analytics, Ironwood Pharmaceuticals. “In
addition to the traditional attitudinal data, we
now have significant behavioral data.”

The addition of more behavioral data
sources boosts the ability to target where and
when the message should hit, and what it
should say for the optimum response from a
physician.
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These data sources include de-identified,
over-the-counter, claims records, and prescrip-
tions. Analyzing all this information together
enables a much more dimensional picture of
how physicians and patients interact.

“As a result, we can more finely tune how
we target physicians and patients with ap-
propriate product messages, and we can help
ensure that we are reaching the right audiences
about the right products,” Mr. Cain says. “We
are also better able to measure the impact of
our efforts.”

Analytics, including such things as so-
cial listening, personality profiling, and other
psychometric measurements help get to a real
understanding of the needs of all audiences.
Understanding human behavior and the per-
ceptions that drive that behavior is essential to
changing perceptions and thus changing be-
havior. Content can be generated and delivered
in a very targeted way that allows for evalua-
tion of the utility and value of the content to
each individual in real time.

“The future is not about big data — it is
about actionable insights gleaned from the
nuggets within the big data set and finding
those nuggets is the key to successful com-
munications strategies,” says Neil Matheson,
global CEO, Huntsworth Health. “Analytics
will inform the way in which we drive that
behavioral change.”

Data analytics can uncover customer be-
haviors and preferences, but using those in-
sights to orchestrate sales, marketing, and
medical strategies will be the real differenti-
ator in the future. Being able to identify the
audience with increased accuracy is not the
biggest challenge today, says Paul Shawah, VP
of product marketing, Veeva Systems. Getting
internal consensus on the right approach is
still a problem within siloed organizations.

“Today, sales, marketing, and medical
strategies almost never come together because
these respective teams are disconnected from
one another, greatly limiting collaboration,”
he says. “To make matters worse, digital is
often treated as a separate entity, creating yet
another channel.”

Consequently, targets may be touched by
the same company multiple times per week
— or even per day — for just a single brand.
If these efforts are not coordinated, this can ac-
tually do more harm than good by magnifying
customer fatigue.

According to Ellen Reilly, VP, life sciences
and healthcare, DocuSign, pharma can learn
from industry leaders in technology and retail
who are curating products and services toward
specific consumer groups rather than taking a
one-size-fits-all approach.

“Applying data analysis and business in-
telligence to information and feedback along
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By using big data
and analytical
capabilities, we are
able to understand
what combinations

of messages are most
useful to individual
physicians.

DR.DAVID KREUTTER

the treatment regimen will help companies
recommend specific solutions,” Ms. Reilly
says. “Working to better understand needs
and influences for physicians’ and patients’
treatment choices will help companies make
smarter marketing investments, exposing new
channels for reaching customers when they
are consciously considering product choices.
Segmentation is crucial to effective marketing,
especially in light of pricing pressures and the
shifting cost of care, which place greater finan-
cial burdens on patients.”

Data analytics has matured to the point
where true data-driven marketing is feasible,
says Iyiola Obayomi, senior director, mar-
keting analytics, Ogilvy Healthworld. To
better use data analytics to target customers
effectively in the coming years, pharma
companies need to address three basic re-
quirements: analytics capability upgrade,
analytics talent integration, and openness to
experimentation.

“First, companies should update their data
analytics repertoire; access to datasets, tech-
nology, and talents are a fundamental require-
ment without which data-driven marketing
cannot occur,” Mr. Obayomi says. “Companies
can now access various datasets that can pro-
vide detailed customer attributes, preferences,
engagement, and longitudinal behavioral pat-
terns. But having the capability is not enough,;
these should be integrated into the planning
process and not be walled off or only be
tapped into sporadically. Analytics should be
integrated into the marketing strategy and
communications planning process so that data
can inform segmentation, content, channel,
and execution decisions.”

Tools of the Analytics Trade

Both tools and technique will play an
equal part in bringing analytics-driven mar-
keting decisions to the forefront of tomorrow’s
marketing plan. Functioning in a more com-

plex marketplace will require
strategic, analytical thinking
as well as tools to drive inno-
vation.

“One area where analyt-
ics is extremely helpful is the
nexus between payer, physi-
cian, and patient,” Mr. Cain
says. “Through data analytics
we can look at deductibles and
their impact on affordability,
and then evaluate different of-
ferings and incentives based
upon what we believe might
be of most benefit to the pa-
tient. As a result, this allows
us to help the appropriate pa-
tients to continue accessing the medicines they
need by helping them manage their out-of-
pocket costs.”

Mr. Cain believes that one of the most
significant tools to change the landscape is the
evolution into electronic patient records.

“There are products that take all of the
various inputs on a patient cohort basis — in-
dividual patient data are not revealed — and
develop a longitudinal picture that gives the
healthcare community a richer understanding
of treatment practices and healthcare solu-
tions,” he says. “These data, over time and
across systems, give us the ability to better
understand day-to-day treatment choices for
large patient cohorts and the impact of choices
on patients’ health. In turn, we can use this
perspective in developing communications to
physicians.”

One of the most promising
technologies, which will play
a critical role in 2016, is data
science, which correlates large
volumes of data with actual cus-
tomer behaviors, to make pre-
dictions on how to optimize
future engagement. Data sci-
ence technology has the power
to do what individuals cannot:
quickly collect and connect cus-
tomer insights across all chan-
nels and teams to suggest the
best channel and message for
each individual customer.

“We talk a lot about the
customer journey in marketing,
but we typically think of this as
a sequential walk down a care-
fully designed path,” Mr. Sha-
wah says. “More often than not,
however, customers don’t follow
our predetermined course.”

To deliver a consistent, har-
monized customer experience,
marketers need to gather and

Pfizer

The future is not about
big data — it is about
actionable insights.

NEIL MATHESON
Huntsworth Health
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analyze data across all interactions with the
company — spanning medical affairs, sales,
marketing, and digital. Data science connects
these dots in real time and comprehensively
analyzes all data points to make intelligent
recommendations on what to do next for the
best result, creating a holistic view to guide
the entire company. Unlike any innovation
before, data science enables life-sciences or-
ganizations to look at every communication
through the customer’s eyes and adjust based
on actual behavior rather than forcing the cus-
tomer down pre-defined pathways.

“Embed data science into the systems that
all of your customer-facing teams use every
day, and you’ll put this power right where
they need it most,” Mr. Shawah says.

Programmatic Buying

The growing trend of programmatic buy-
ing becomes more prominent with the increase
of digital, omni-channel strategies. According
to a recent study by Magna Global, program-
matic sales are projected to spike from $15
billion in 2015 to $32 billion by the end of
2017. Couple that with the fact that program-
matic buying has gone up 20% in the past
six months alone, and it’s safe to say that the
future of programmatic advertising is bright.
But can pharma companies take part in it? Our
experts say yes, and they are.

With the proliferation of advertising op-
portunities online — the number of websites
reached 1 billion in 2014 — it’s no longer
possible or productive to approach digital dis-
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Targeting will become an

in marketing strategies.

MIKE BYRNES
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play planning and buying in the manual way
of the early 2000s, says Sharon DeBacco, VP,
product promotion and communications at
Ironwood Pharmaceuticals.

“Programmatic buying offers us the use of
actual de-identified behavioral info about an
individual to inform the media we purchase,
versus yesterday’s approach of using media as a
proxy for people — it’s a complete flip of our
old approach, putting precision at the forefront
of planning and buying,” she says.

Ms. DeBacco says the tremendous opportu-
nity that programmatic media provides is the

Industry Outlook

unprecedented ability to automate the delivery
of targeted, relevant advertising in real time,
on a one-to-one basis, at massive scale.

“Never before in marketing has one-to-one
personalization co-existed with the ability
to achieve this scale,” she says. “But now,
powered by big data and technology, we can
significantly improve the relevance of our ad-
vertising, by more rapidly and efficiently get-
ting our information to the people who need it
most — those who suffer from conditions we
can help treat.”

The biggest risk of programmatic buying

is ensuring that objectives, strategies, and
business rules are correct, Ms. DeBacco adds.
She cautions against optimizing for efficiency,
and in the process, damaging the brand equity
over time.

“Keeping a close eye on what it is you are
asking this tremendously powerful ecosystem
to deliver for your brand must remain a con-
stant priority,” she says. “The challenge for our
industry is two-fold: first, to get up to speed
with all of the available technology so that
we as a sector can be more advanced in our
appreciation and application of it, and second,

Thought leaders discuss how data analytics will shape marketing and sales strategies in the future.

ROB BLAZEK

VP Network

Strategies, Rx EDGE
Pharmacy Networks

The effective usage of data

within the pharmaceutical
marketing sector will have far-reaching implica-
tions for patient communication strategies. Mar-
keters will increasingly be looking for concrete
information that helps them make decisions
about particular strategies and tactics and then
validate the results of those decisions. The only
way to achieve this is through using quantitative
vs. subjective measures. Accordingly, data related
to actual patient follow-through with a brand —
purchase, usage, adherence, and outcomes — will
mean the most. The more quickly these data are
available and actionable, the more useful it will be.

JENNIFER FILLMAN

VP, General Manager, Cardinal Health
Specialty Solutions

With targeted therapies, there will also be fewer
providers. The smaller the patient population in a
rare disease, the fewer number of providers who
treat it. For manufacturers, it will be key to under-
stand the provider landscape for the disease state
and have the ability to identify the targeted pre-
scribers through available data sets. Understand-
ing the best data type for a given analysis is key to
a project’s success. New types of data will continue
to emerge — from payer data to health record
data to patient-reported outcomes data on quality
of life — and the sources of that data will expand
as technology like patient portals and mobile

apps expand. This creates a growing opportunity to
market messages to providers and patients based
on social media and electronic activity. That activity
will lead to even more data generation, so selecting a
partner who can help interpret all this data is critical.

PAUL LEVINE

VP of Analytic Services,
TrialCard

Data analytics will continue to
add increasing levels of pre-

il cision to sales and marketing
efforts and become vital to generating maximum
return on investment. By using advanced analytic
methods to accurately profile patients and message
accordingly, marketers will gain a greater ability to
pinpoint and capitalize on opportunities, especially
in the direct-to-consumer space. From customized
messaging streams geared toward winning back
lapsed patients, to incentivizing existing patients for
continued adherence, and identifying appropriate
geographic markets to pilot new tactics, best-in-class
data analytics will be a game-changer for marketing
and sales leaders who make them a cornerstone of

their strategy.

DAVID ORMESHER

CEO, closerlook

Its easy to think of analyt-
ics-driven marketing as little
more than personalized selling
at scale. Yes, analytics-driven
marketing works hard to mimic the mechanics of
personal profiling — listening, probing, testing —
but it adds other dimensionalities of multiple chan-
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nel inputs, rigorous analysis, and real-time reporting
and response.

In the future, customer modeling, custom mes-
saging and targeted media buying will make tra-
ditional sales territory maps and physician target
files obsolete. Topic-trending heat maps, geographic
and health system win strategies, and derived look-
alike target audiences will make marketing much
more relevant and responsive. But this also makes
customer cultivation and relationship management
that much more critical for success.

MANISH SOOD

CEO, Reltio

For pharma to derive the most

value from their data, the infor-

mation needs to be clean, ac-

curate and reliable. It must also
be combined with more and more data sources. In
fact, the more sources of data that can be processed
and connections formed, the richer the insights
and the more effective the actions. Much like graph
technology used by Facebook and LinkedIn, a new
breed of commercial graphs are now being used
to capture relationships and connections between
people, products, places, devices with unlimited attri-
butes, transactions and interactions. This technology
is able to provide pharma teams with recommended
actions based on machine learning and algorithms
that offer predictive analytics and suggested oper-
ational execution. While data scientists can comb
through big data with disparate tools, the biggest
value will come from data-driven applications in
support of more effective marketing execution.

Modern data management platforms are making



to stay current with how this ecosystem is
constantly and rapidly evolving.”

Smart marketers are using data, key en-
gagement metrics, and content experiences
to deliver more qualified ROI for brands,
says Lindsey Guenther, senior VP, revenue
operations and advertising products, Remedy
Health Media, adding that the emergence of
content marketing platforms has changed the
way that brands are engaging with consumers.

“As marketing partners with our brands,
publishers are able to leverage the power of
data to create engaging content experiences

it easier for marketers to bring together data across
a wide variety of sources, and to easily correlate,
tag, categorize, and derive insights without IT help.
This self-service capability is possible due to da-
ta-as-a-service, directly connecting third-party data
providers to frontline business applications, allowing
users to preview and then access data they need
in real-time. Unlike traditional analytics tools that
are used to just generate reports, the data is used
directly for operational execution. These operational
applications also support users updating data, which
can further be communicated back to third-party
providers in exchange for credits. This closed loop
improves the quality for everyone in the life-sciences
industry, reducing waste, improving efficiency, and
for marketers it makes for better, more targeted and
effective campaigns.

ARUN SWAMY

VP & Service Line Leader,

Research Content &

Presentation Services,

Genpact
Pharma companies’ new commercial models will
leverage data and analytics to support the triple
needs of agility, cost, and speed by: providing a
360-degree view across traditional data sources such
as claims and POS and structured and unstructured
data sets such as digital behavior, specialty phar-
macy, and social media data for gaining deeper
understanding of physician prescribing behavior.
Key account management analytics will provide a
better understanding and predictability how man-
aged market strategies affect sales. Pharmaceutical
companies will need to develop a patient-centric

that introduce end users to relevant, personal-
ized, marketing experiences,” she says. “Smart
technology solutions allow publishers to use
data to inform content experiences that pro-
vide value to both end users and marketers.
Where this is critical for pharma is recogniz-
ing that audience data does not have to be
tied to be PII and attributes of user intent and
behaviors are extremely powerful.”

There are risks and challenges for the in-
dustry regarding programmatic buying but
it is still an important part of the media mix
with plenty of perks, says Adam Gelling,

view by leveraging learning from other industries
such as retail and consumer goods. This will help
pharma to adapt concepts like customer lifetime
value for targeted segmentation and call plan
development. Attribution analysis will be used
more commonly to understand the importance
and impact of various channels on the final prod-
uct sales. Pharma companies are also adopting
social media analytics and developing patient

journeys using anonymous patient-level data
and EMR data.

DONNA WRAY

¥ VP, Digital Marketing,
TGaS Advisors

A digital program can now

mean the difference be-

g g tween mediocre and stellar
brand performance, and digital analytics are the
key to excellence in digital marketing. Under-
standing and optimizing digital marketing is usu-
ally managed on a brand-by-brand basis by the
digital marketing agency. This has some advan-
tages, such as speed and simplicity, but without
strict oversight, the agency business model can
lead to reports full of sunshine and rainbows. Our
clients have been building centralized capabili-
ties, to the point where 14 of 20, or 70%, of large
pharma companies have centralized responsibil-
ity for digital media oversight. Based on our cli-
ents’plans, we see a trend over the next few years
of taking further ownership of digital marketing
analytics. This requires careful management to
make it successful; we have seen many failures
and only a few success stories.
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principal, chief strategic officer, Giant Creative
Strategy.

“The challenges of programmatic adver-
tising are many and include fraud, view-abil-
ity, brand safety and transparency,” he says.
“In contrast, the opportunities include lower
CPMs, larger reach, and convenience.”

A dichotomy lies between the two tar-
gets: patients and physicians. For patients,
data integration and technology are enabling
better targeting. Use will increase alongside
improved efficiency and effectiveness. On the
HCP side, however, it has been a challenge,
Mr. Gelling says. Due to the relative low num-
ber of HCPs in the United States, it has been a
needle in the haystack problem.

“Programmatic technology vendors can
certainly find the audiences, but ads are often
not delivered in contextually relevant places,
thus minimizing their effectiveness,” he says.
“There is a glimmer of hope that program-
matic buying for HCPs will take off if we
look at a corollary: Bizo, a B2B programmatic
buying company, was acquired by LinkedIn.
It saw that there was enough demand to cater
to B2B marketers. Let’s hope more technology
companies see the potential in healthcare and
bring their solutions to market.”

Similarly, Shankar Narayanan, global head
of life sciences, Cognizant, says with the in-
dustry’s move toward specialty markets, there
is a risk that programmatic buying may not
be flexible enough to include the right outlets
and properties to reach those few right people,
patients and HCPs.

“When we think of programmatic buy-
ing, we tend to think about patients,” Mr.
Narayanan says. “Because those audience sets
are so broad, lookalike modeling can be easy
to do. However, reaching HCPs is more chal-
lenging, especially within a specific specialty
because the number of individuals is so much
smaller.”

Programmatic buying also represents a
broader trend in which powerful algorithms
displace functions previously held by special-
ized agency team members, Mr. Narayanan
adds.

As more services are mediated via soft-
ware, the service-driven agency business
model is coming under pressure with brand
teams realizing they can either demand lower
prices and/or bypass many agency services
altogether.

“This type of disruption levels the playing
field for small agencies, and/or allows clients to
bring media buying in house,” he says.

According to Ms. DeBacco of Ironwood,
programmatic buying has a future in pharsx-
maceutical marketing, and in many ways, the
industry is just beginning to explore and apply
what this technology can offer.

November/December 2015






