
ven before treatment and disease
state information became so abun-
dantly available online, empow-
ered patients had begun to take
the reins of their own healthcare

education, searching for information that
would equip them to make better decisions to-
ward improved healthcare outcomes. Today,
more than ever, the empowered patient is shap-
ing the way healthcare — and healthcare infor-
mation — is delivered, and pharma can no
longer stand idly by.  
In an effort to become part of the super pa-

tient’s healthcare team, life-sciences compa-
nies are expanding their role to include pro-
viding valuable information and services that
enable better health outcomes all along the
patient’s journey.
Several companies have begun to create pa-

tient education programs, adherence tools,
and partnerships with advocacy groups to bet-
ter inform their patients. Leaders from Janssen
Biotech, Sanofi US, and Novo Nordisk de-
scribe this transformational role in the indus-
try as a necessity.  
“Today’s patients have more power than

ever before to educate themselves on safety
and efficacy of prescription medications, the
cost of treatments, and available support pro-
grams to access those treatments,” says John
Haney, VP, immunology marketing, at
Janssen Biotech. “Pharmaceutical companies
must spend as much time connecting with
their patients as they traditionally have with
healthcare providers, with thoughtful dia-
logues and full transparency.”
According to Mr. Haney, Janssen Biotech

nurtures a culture that puts the patient at the
center of everything it does, and it will con-
tinue to make investments in key areas that
matter most to its patients: disease education,
access services, and treatment affordability. 
“At Janssen Biotech, our first priority is

the patient and his or her overall experience,”
Mr. Haney says. “Helping patients and their
healthcare teams on their journey not only in-
cludes various treatment options, but mean-

Empowered

Robin Robinson

E
ingful services and tools to offer support in
managing their disease.”  
These services and tools facilitate several

functions in patient education, including im-
proving patient adherence, improving patient
and physician communications, engaging both
patient and physician, and creating a greater
understanding between all stakeholders. 
According to Dennis Urbaniak, VP and

head, U.S. diabetes patient centered unit,
Sanofi US, the industry will be more success-
ful if it involves patients directly in the design
and development of the tools that help them
improve their health. 
“Design and education are key opportuni-

ties for pharma, and direct patient involvement
in the development of these solutions will sig-
nificantly improve empowerment,” Mr. Urba-
niak says. “Also, pharma can help provide bet-
ter data to patients in user-friendly formats
with information on what that data mean in
terms of reinforcing good decisions and better
understanding trends in managing their
health.”  
At Novo Nordisk, the company has always

been based on a patient-centric model and
now is taking the next step to engage and mo-
tivate its patients, says Christine Sakdalan, di-
rector of engagement. 
“We believe that we can empower patients

by providing disease education, engaging
with them, and establishing a relationship
with them, and more importantly, we need to
activate them,” she says. “Activation requires
not only education, but ensuring that patients
have the tools to act on their knowledge. For
example, they need to be able to transfer their
knowledge to having more productive dia-
logues with their healthcare providers.”
This is important because patients who fully

participate in and understand their treatment
choices are more likely to adhere to and there-
fore realize the benefits of treatment, says
Catherine Tak Piech, VP, health economics and
outcomes research for Janssen Scientific Affairs. 
For instance, shared decision-making be-

tween patients and healthcare providers is of in-

As patients gain more power over their healthcare, 
the industry must adjust its strategies to accommodate  

these new super consumers.
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creasing interest and through the Affordable
Care Act has become a national priority for the
Patient-Centered Outcomes Research Insti-
tute, an independent, nonprofit health research
organization. 
“We believe a collaborative partnership be-

tween pharmaceutical companies, providers,
and our patients can effectively produce better
health outcomes,” Ms. Piech says.
For example, there is a great need to im-

prove provider-patient communications and
educate patients on the full range of treatment
choices available to them, and explore their
unique preferences, Ms. Piech says. According
to research conducted by Janssen, 55% of pa-
tients with immunological conditions who re-
ceive subcutaneous medications are not of-
fered the choice of intravenous medications,
and conversely 46% of patients receiving in-
travenous medications are not offered the
choice of subcutaneous medications. 
“This provides an opportunity for the in-

dustry to collaborate with providers and pa-
tients to create and validate decision aids, as
well as formally study the effectiveness of
provider incentives to participate in the
shared decision-making process has on out-
comes and patient satisfaction,” she says. 
Another crucial part of obtaining the best

possible health outcomes is helping patients
start and stay on their chosen therapy.  
“At Janssen Biotech, we are committed to

helping patients obtain appropriate access to
our medicines and we offer a variety of care-co-
ordination services, including affordability pro-
grams, healthcare benefit counseling, disease
education materials, appointment reminders,
and outreach services,” Ms. Piech adds. 
Novo Nordisk has experienced success in

terms of improving outcomes with its patients
through its programs designed to increase com-
pliance and persistence, Ms. Sakdalan says.  
“We have seen increased education and

awareness among our patients through some of
our relationship marketing programs and our
diabetes education programs,” she says.  “These
programs have done a lot to improve the out-
comes of patients, but we are not satisfied yet,
as there are still more patients — and caregivers
and healthcare partners — out there who
haven’t been reached.” 
Novo Nordisk has also created an interest-

ing partnership with its patients through a
program that gets the diabetes community in-
volved in helping influence legislative policy
makers to pay more attention to the needs of
patients with diabetes. 
Novo Nordisk created ACT for Diabetes as

an easy-to-use advocacy tool for patients using
Novo Nordisk products, their family members,
friends, and loved ones; and people at risk for
diabetes. ACT for Diabetes stands for “Achiev-
ing Change Together for Diabetes” and was de-

signed so that patients can be aware of what is
happening in Washington, D.C., in terms of
legislation that could affect the lives of people
with diabetes and people at risk for diabetes.
The program encourages patients to communi-
cate with elected officials to tell them what’s
most important in the fight for diabetes aware-
ness, prevention, treatment, and cure. 
“Novo Nordisk believes that advocacy is

essential to achieving policy change and legis-
lation that will help give diabetes the atten-
tion it deserves to improve the lives of people
affected by diabetes and prediabetes today and
in the future,” Ms. Sakdalan says. 
The program, launched last year, encour-

ages patients to sign up to receive emails from
Novo Nordisk on a regular basis. Novo
Nordisk notifies participants when there is in-
formation of legislative value for the diabetes
community or diabetes patient. 
“The initiative works much like any grass-

roots political activity program; we highlight
particular diabetes-related legislation, but at no
time do we ask patients to get involved in the
business of diabetes or pharmaceuticals, such as
Medicare Part D legislation,” Ms. Sakdalan
says. “We only ask patients to write to their
legislators on issues that have broad ranging
support for the diabetes community.” 
Mr. Haney says Janssen Biotech also part-

ners with patient advocacy organizations to
provide patients with disease education, such
as Janssen Biotech’s My Prostate Cancer
Roadmap, an educational resource for men
with advanced prostate cancer, and Are You
Serious, a program that allows people living
with psoriasis to share their stories about mo-
ments when they got serious about taking
control of their condition. 

“ There are great rewards

for companies that support

empowered patients.”
BRIAN LOEW / Inspire

“ an enormous opportunity exists

for pharma to help physicians

 communicate key information in a

way that patients can

understand.”
ALLEN STEGALL  / Scout Marketing
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While the focus is clearly turning to that of
patients, some experts say it’s important not to
forget the role physicians and technology are
playing in the outcomes paradigm.
“The emergence of progressive on-demand

intelligence platforms are shaking things up and
augmenting traditional healthcare market re-

“ Pharma needs to take

the extra step of engaging

the patient; this is a role

that the industry must

play.”
MAZEN ZAHLAN / ZS Associates
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“ The more pharma companies

 connect with patients and under-

stand what their needs are, the better

they can address patient needs. ”
CINDY WHITE  / ParkerWhite

search practices,” says Michael Marett, senior
VP, head of global business development,
WorldOne Interactive. “Harnessing technology
to create self-service platforms allows targeting
global HCPs at speed, creating new channels,
and the opportunity to derive crowd-sourced
and collective intelligence. Services such as
MedLIVE combine global HCP access with
communication technology to empower the in-
dustry to glean valuable insights anytime any-
where, thereby unlocking HCP opinions and
perceptions efficiently to support critical busi-
ness decisions. Emerging technologies and
trends are creating new opportunities to dissem-
inate brand science in differentiating ways. MD-
only social networks that can scale and establish
trusted environments for clinical conversation
represent alternative opportunities to deliver e-
resources. Further, newer gamified platforms,
such as DocTango leverage the competitive na-
ture of HCPs and create alternative and impact-
ful educational experiences that are fun, social,
and engaging. Such powerful and progressive
platforms will amplify education, promotion,
engagement, intelligence, and forecasting.”

Opportunity Knocks

There are several ways that pharma can
contribute to helping patients become more
informed and engaged in their own care. Part-
nering with advocacy groups, providing pa-
tient education, improving physician/patient
communications, and offering adherence and
compliance programs are all part of its new
role in empowering patients. This role will
have challenges, but it also brings with it a
wealth of opportunity, our experts say. 
“Pharma companies have the opportunity

to change their business models to focus more

on connecting with consumers, providing
valuable patient education resources, and in-
creasing their transparency,” says Cindy
White, creative director, ParkerWhite. “The
more pharma companies connect with patients
and understand what their needs are, the bet-
ter they can address their needs, leading to a
mutually beneficial relationship for the com-
pany and the patient.”
Connecting with patients can also bring crit-

ical, real-life data that can be used to target
unmet needs and better tailor marketing and
education efforts. 
“Patients have a wealth of information

about their medical condition and their re-
sponses to treatment,” says Brian Loew, CEO,
Inspire. “If pharma wants to learn from these
data to improve treatment, patients are incred-
ibly willing to go more than halfway.”
Patient engagement that enables patients

to achieve their goals is critical to long-term
therapy success, says Mazen Zahlan, principal,
ZS Associates. 
“Successful patient engagement requires a

shift in the industry, one that moves away from
a focus on capturing the patient to a focus on
maintaining and extending therapy, when ap-
propriate,” he says. 
Pharma has made some headway in this di-

rection and must continue to invest in devel-
oping products, including innovative packag-
ing and labeling, and services that encourage
patients to manage their health outcomes. 
But programs must go beyond information

because engaging the patient is more critical
than ever in the quest for better health out-
comes. 
“Pharma needs to take the extra step of en-

gaging patients to help them realize their goal
of living better; this is a role that the industry
must play,” Mr. Zahlan says. “Pharma must
not only provide the right high-quality infor-
mation to the patient through the right chan-
nels, but also address patient concerns and
emotional barriers to adhering to therapy.”
The opportunity to authentically partner

with patients will go a long way in empowering

The Inaugural ePharma Awards

IIR created the ePharma Awards to celebrate

the accomplishments of innovators in the

fields of HCP engagement, consumer en-

gagement, and overall brand planning excel-

lence. The winners are:

• HCP Engagement Excellence:

Jay Appel, Amgen

• Consumer Engagement Excellence:

Nancy Phelan, Bristol-Myers Squibb

Company

• Brand Planning Excellence

Craig DeLarge, Merck & Co. Inc.
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channels to keep consumers up-to-date about
product information, case studies, and ques-
tions to ask their doctor is one way to connect. 
Additionally, Dorothy Wetzel, founding

partner, extrovertic, says social media offers a
quick, cost-effective way to understand unmet
patient needs early in the development process. 
“When patient needs are known and ad-

dressed early on, medications and their accom-
panying support programs have a better
chance at helping patients successfully use the
products,” she says.
Another avenue for successfully educating

patients would be medical journal articles that
are more readily accessible to the public. For ex-
ample, companies should consider translating
them into layman terms and using digestible
formats such as infographics and YouTube
videos, Ms. Wetzel says. 
“Our study of empowered patients in the

MS community found that they are informa-
tion omnivores, with medical journals being
rated an extremely important way to get dis-
ease information,” she says. 
The extrovertic Patient Engagement

Study: Eye on MS is the first in a planned se-
ries of studies examining patient engagement
trends within online patient communities. 
The industry also should look for any op-

portunity to share information about new
treatments, as long as the data comply with
FDA regulations, Ms. Wetzel adds.  
“Our study found that the online MS com-

munity has an insatiable appetite for informa-
tion about new medications,” she explains. “The
area of future treatment was cited by more than
50% of the online consumers as one of the top
three topics they are likely to discuss with their
MS specialist. We are even seeing patient groups
like Cystic Fibrosis Unite spring up to bridge

the gap between patients and researchers. Phar-
maceutical marketers, with their legions of sci-
entists and medical experts, can provide an im-
portant value-add to patient organizations.
Marketers should also create opportunities to
talk with patients directly by organizing face-to-
face meetings and online discussions.”
According to Mr. Loew, patient education

materials will need to be designed to take into
account the target audience. As the trend toward
more empowered patients grows, the industry
will find that some patients will desire extensive
scientific information about the treatments they
use, while other patients are satisfied with the
basic materials typically provided today. 
“There is more variation among patient in-

terest and education levels than among those of
doctors, and thus pharma needs to develop ma-
terials that take into account these differences,”
Mr. Loew says. “I expect patient education ma-
terials to be produced simultaneously at several
education and interest levels.” 
Another factor that will impact patient edu-

cation materials is the growing need for multi-
cultural awareness and materials in many differ-
ent languages. According to Ms. Collins, most
people assume that the only other language
needed is Spanish, but there are many patients

“ Pharma must step into the

role of providing education

around product, device,

 disease state, and

prevention.”
SUSAN COLLINS / HealthEd

“ Collaborative  partnerships

between pharmaceutical

 companies and their patients

can effectively produce better

health outcomes.”
CATHERINE TAK PIECH 
Janssen Scientific Affairs

“ Direct patient involvement in

the development of healthcare

solutions will  significantly

 improve  empowerment.”
DENNIS URBANIAK  / Sanofi
@Durbaniak and @Diabetes_Sanofi

“ Pharmaceutical

 companies must spend as

much time connecting

with their patients as they

traditionally have with

healthcare providers.”
JOHN HANEY 
Janssen Biotech

them to manage their care. Pharma can play an
important role by adding credibility and depth
to the discussion, says Brenda Snow, founder and
CEO of the Snow Companies. 
“Building empowering and trusted connec-

tions with patients will require a shift that starts
with increased transparency and a willingness to
partner,” she says. “Patients will view companies
more positively once they see and feel their au-
thentic commitment to the community.” 
Whether it is providing education around

product, device, disease state, or prevention,
this is clearly a role that pharma must step
into, says Susan Collins, senior VP, health ed-
ucation research and development, HealthEd.  
Another very important role is around the

area of health literacy because if patients can’t
comprehend the information, it doesn’t do any-
one any good. 
“Nine out of 10 Americans are not profi-

cient in health literacy skills, meaning only
one in 10 are,” Ms. Collins says. “There is an
absolute need for the communication to be ac-
tionable, which also helps support the shared
decision making and making sure patients are
involved with their providers.”

Back to School with 
Patient  Education 
“Many patients want to engage in managing

their condition to live life to the fullest, and
pharma plays a big part in making this hap-
pen,” Mr. Zahlan says. “Part of this philosophy
is communicating core product benefits and
how they help improve quality of life.”
According to Ms. White, the industry needs

to provide better patient-centered websites and
other patient education materials that provide
the resources patients need. Using social media
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from other cultures that need materials de-
signed for their specific needs. 
A recent HealthEd study, Engaging Pa-

tients from Multicultural Backgrounds, deter-
mined that half of healthcare providers sur-
veyed don’t have access to education materials
in the language they need. 
“From a patient engagement perspective,

providing easy-to-understand patient educa-
tion in various languages is a really important
area for pharma,” Ms. Collins says. “The whole
aspect of health literacy also raises another area
for pharma to focus on because there is a
tremendous need for culturally appropriate
content for patient education.”

Look Who’s Talking 

Due to the many challenges facing the in-
dustry, from regulatory concerns and slow adop-
tion of digital media, industry-provided infor-
mation has become less accessible and less
actionable to patients compared with informa-
tion readily available elsewhere. Consequently,
patients can only reliably access credible health
information when they are in direct contact
with their healthcare provider, says Allen Ste-
gall, executive director of strategy, principal, at
Scout Marketing. 
“As a result, the industry must optimize the

information transfer process in the interface be-
tween the patient and physician or staff,” he
says. “Beyond the ordinary patient information
brochures and starter kits, an opportunity exists
to help physicians communicate key informa-
tion about specific treatment options in a way
that patients can understand and live by.” 
This endeavor is partly about physician best

practices around patient counseling and in-
cludes the development of tools that add effi-
ciency to the process so that they fit inside the

time constraints of the setting. Mr. Stegall says
this can be accomplished in tandem with
DTC/DTP efforts designed to raise awareness
around specific conditions and prompt empow-
ered patients to query physicians about options. 
According to Ms. Collins, the industry

needs to remember that patient empowerment
very much focuses on shared decision-making
— in terms of the patient being actively in-
volved with his or her provider in making de-
cisions with regard to treatment options. 
“These days patients seek to understand the

pros and cons and the effectiveness of treatment,
and because of this dynamic, the physician is no
longer the sole decision maker on what treat-
ment a patient will use,” she says. “Today, these
decisions are made by both the patient and the
provider going through it together.” 
Pharma can play a huge role in expanding

its focus beyond the physician and the patient.
This means including the nonphysicians who
are instrumental in a patient’s care, such as
health educators and social workers, and mak-
ing them part of their patient education ef-
forts, Ms. Collins says.  
Another new role for pharma involves  part-

nering with payers and physicians in supporting
Affordable Care Act (ACA) initiatives, Ms.
Wetzel says. The ACA aligns healthcare stake-
holders on the goal of empowering patients to
take a greater role in managing their healthcare. 
“As payers and HCPs scramble to promote

patient engagement, pharmaceutical compa-
nies have the opportunity to share their ex-
pertise in motivating consumer action that
they have developed in more than 15 years of
direct-to-consumer marketing,” she says.  

Getting to the 
Bottom of  Outcomes 
According to Ms. Snow, patient programs

prove every day that pharma and patients can
partner effectively to improve health outcomes
and the result is a win-win for both parties. 
“Educated, connected, and empowered pa-

tients are the best bet for improved outcomes,”
she says. “Engaged patients are much more
likely to stay compliant on therapy, have
strong relationships with their providers, and
be advocates for their overall healthcare expe-
rience, all of which can contribute to better
outcomes.”  
The best time to start a partnership is very

early on in the development process, Ms.
Collins says. 
“There are partnership opportunities start-

ing at the beginning of drug development and
R&D, all the way to commercialization and
marketing,” she says. 
Pharma companies should bring the pa-

tient and consumer perspective to the table at
each point throughout the process, with just as

“ Educated,

 connected, and

 empowered

 patients are the

best bet for

 improved health

 outcomes.”
BRENDA SNOW 
Snow Companies

“ Companies can  empower patients

by providing disease  education,

 engaging with them, and

 establishing a relationship with

them.”
CHRISTINE SAKDALAN  / Novo Nordisk
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much as weight as they evaluate a provider’s
perspective. 
“In our experience, patient marketing is

often the last element to be considered when
launching a new drug,” Ms. Wetzel adds.
“Some of the orphan drug launches we have
studied have engaged patients early in the de-
velopment process, in some cases two to three
years before the product is launched,” she says.
“In one case, the first person hired into the
marketing department after the chief commer-
cial officer was brought on to work with pa-
tient advocacy groups.”
The more that brands can provide valuable,

credible information and create meaningful re-
lationships that aid consumer research, the
better for everyone, Ms. White says. 
“There are definitely a lot of exciting proj-

ects going on in the healthcare space right
now,” she says. “Brands are beginning to meet
patients where they are, which is online.
Brands that are creating patient-centered web-
sites and unbranded communities that are ex-
tremely targeted, uniting patients with real
patient stories and treatment experiences,
along with easy-to-digest information around
specific health issues will come out ahead.”
There are great rewards for those companies

that do support empowered patients, but that
requires a few things to be in place first, Mr.
Loew says.  
“First, pharma needs to demonstrate the

desire to receive patient-reported information
through clear, and easy-to-find channels,” he
says. “Next, pharma companies need to be
willing to engage in two-way discussions
about patient observations and needs. Finally,
they need to treat patient information seri-
ously and assign it high value. 
“Progress to date is not encouraging as we

still hear the same reasons why these things are
difficult, and regulation is often to blame,” he
continues. “But the pharma industry has solved
much harder problems than this; the question
is whether it sincerely wants to do so.” PV
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Disruptive ideas... sounds pretty threatening, I suppose, but these are disruptive times and the best way to deal 
with them may well be via disruptive ideas. Perhaps that's why eyeforpharma decided to hold a special workshop 
during their last sales and marketing conference, to generate some disruptive ideas from among the participants.
A total of about twenty participants from the conference got together in special sessions to think decidedly out 
of the box and see if they were inspired by what they saw, heard, or dreamt about.

So what were the disruptive ideas they came up with? They can be grouped into four major themes:

1)  The Customer Knowledge O�cer. 
 The group talked about setting up a CKO position -  
 someone responsible for gathering, analyzing and  
 using knowledge about customers. If we remember  
 that marketing is supposed to be a two-way street...  
 not just promotingtocustomers, but listening to  
 what they have to say, then it is crucial to find and  
 use information about your customers: who they  
 are, what they want, how they want it. The group  
 pointed out that with the information revolution,  
 this requires some serious consideration.

2)  The forgotten P's. 
 Building on the 4P customer definition, of   
 prescribers, payers, patients and providers, it was  
 pointed out that while pharma has always paid close  
 attention to prescribers, and increasingly to payers,  
 that there is a great deal to be done with patients  
 and providers, primarily pharmacists. Of course, if  
 you measure your business success solely by share  
 of prescriptions then the impact of these two   
 groups is limited, especially that of pharmacists, but  
 if you measure in revenues, and for that matter,  
 health outcomes, then they are key, since it is the  
 patients who determine adherence and pharmacists  
 and nurses who often have a greater impact on  
 adherence than do pharmacists. The group   
 suggested building marketing plans and policies  
 that do not leave out these two key groups.

3)  Virtual reps. 
 Customers (and remember, we're talking about all  
 four P's) spend a lot of time in the virtual world. If  
 you want to access them there, then the best way  
 to do it is with virtual reps. The group considered  
 web-based forums in which pharma companies  
 could send virtual reps to attend to customer needs  
 and pointed out the benefits of letting customers  
 choose how they will be approached.

4)  Hyper-Specialization. 
 As marketing and sales becomes more   
 sophisticated, moving out of the sales force wars of  
 the past, it may well be that the value chain in  
 pharma is shifting dramatically. Is there still a reason  
 why the same companies should always be doing  
 both R&D and promotion? One idea was that some  
 companies should perhaps focus exclusively on  
 R&D while others become pure sales and marketing  
 organizations.

Of course, many of these ideas have already been put 
in place in one form or another by some companies, 
but for the vast majority of pharmaceutical firms they 
are disruptive indeed... and therefore kind of exciting.
To join the next disruptive ideas workshop take a look 
at the eyeforpharma Philadelphia event.
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Commercialization 

here are many forces driving
changes in sales, marketing,
and market research models in
the industry, and patient em-
powerment is one of them.

Budgets are shifting, marketing focus is mov-
ing from physicians to patients, and the indus-
try is embracing a more holistic view of com-
bining services with product. 
“The traditional marketing funnel is an ar-

tifact of a different time,” says Brenda Snow,
founder and CEO of the Snow Companies. “It
has been replaced by something that more
closely resembles an ongoing loop comprised
of many voices, most of which are patients,
most of whom are unaffiliated with the brand.
Sales and marketing will need to find ways to
participate in this conversation in a meaning-
ful and compliant fashion.”
According to Dennis Urbaniak, VP and

head, U.S. diabetes patient centered unit, Sanofi
US, sales and marketing strategies will have to
significantly shift from internally created con-
tent and pushing it out into the market in a very
closed fashion to a fully transparent open model
of listening more closely to patients and devel-
oping solutions in partnership with patients
that truly address their needs. 
Susan Collins, senior VP, health education

research and development, at HealthEd, says
she believes sales and marketing models are al-
ready shifting from a product-centric focus to
more of a services focus that looks holistically
at how pharma can support the empowerment
of patients. 
“This model helps support decision-mak-

ing and self management and the interactions
patients are having with their providers and

extenders,” she says. “We will continue to see
more of that shift, as that is also where
providers and healthcare systems are focused.”  
Budgets are also shifting away from tradi-

tional marketing spend and aligning more
with patient services. For example, Janssen
Biotech’s brands’ budgets are now spent on
strengthening support services with a shrink-
ing investment on purely promotional spend-
ing, says John Haney, VP, immunology mar-
keting for Janssen Biotech. 
“We choose to make these types of invest-

ments because we understand how treatment
adherence and compliance play a role in our
patients achieving the greatest possible health
outcomes,” he says. “Janssen Biotech is contin-
uously looking to improve the overall patient
experience by providing better educational re-
sources that aid in disease and treatment man-
agement; we are creating tools that make pa-
tients’ access to our products as easy as possible
as well as improving overall satisfaction and
outcomes through programs like adherence
and compliance intervention.”  
Another major trend will be the shift from

share-of-voice business models, which empha-
size frequency of calls on physicians, to models
that emphasize the value of the interaction to
the customer, and the depth of support and in-
formation offered to all healthcare practition-
ers by the salesforce, Mr. Haney adds.  
There are at least three shifts occurring as a

result of the increased influence of empowered
patients, according to Mazen Zahlan, princi-
pal, ZS Associates. The first change is the in-
creasing move toward a multi-stakeholder cus-
tomer. Marketing strategies and tactics need to
holistically address all stakeholders, not just

Robin Robinson

The influence of empowered patients is changing sales, marketing, and research models.

T
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“ The new marketing model will
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afraid to empower them. ”
CINDY WHITE  / ParkerWhite



PharmaVOICE � April 2012

DIGITAL EDITION — BONUS CONTENT

FORUM: Empowered Patients

Sales and marketing models will also need
to change the ways in which they approach
physicians. 
“The whole physician sales model has to

change,” says Christine Sakdalan, director of
engagement, Novo Nordisk. “Physicians have
an impact on what information patients re-
ceive, therefore we need to filter the patient ed-
ucation through them, as opposed to ‘here’s our
brand message and here’s lunch for your staff.’” 
At Novo Nordisk, the goal is to become

more of a partner with the physician and other
aligned healthcare professionals critical to the
patient’s care. Office staff, nurses, and pharma-
cists play a big role in the patient interaction
with the physician, Ms. Sakdalan says.
“Patients go to a doctor, but they talk more

with their pharmacist or the physician’s sup-
port staff than they do with their physician,
therefore, sales and marketing messaging must
include all these stakeholders,” she says.
Dorothy Wetzel, founding partner, extro-

vertic, predicts that the move to a more pa-
tient-centric focus will force marketing mod-
els to change in several ways. 
Empowered patients will now evaluate a

brand on the entirety of the patient experience.
At this point, much of the patient experience
is controlled outside the usual marketer scope

of responsibility, by departments such as pa-
tient services, medical information, and corpo-
rate affairs. The increased expectations from
consumers coupled with the added pressures
from the Accountable Care Act to improve the
patient experience will raise the bar for phar-
maceutical marketers. 
The goal of improving patient outcomes

will also become the central focus when plan-
ning marketing strategies. 
“Right now marketing planning takes

place in three distinct customer silos: physi-
cian, payer, and patient,” Ms. Wetzel says.
“Tactical plans need to be optimized to drive
patient outcomes rather than to meet the sep-
arate needs of each customer group.” 
Marketers will have to think more like a

Nordstrom salesperson, doing whatever it
takes to satisfy a patient by deploying a strong
customer service model that can anticipate and
resolve patient problems. 
“One of our clients exemplified this service

mindset by spending an afternoon chasing
down an answer for a patient whose product
had sat on her doorstep for longer than the
specified time period,” she says. “Our client’s

“ we should anticipate a shift

toward more extensive  industry

efforts to help  physicians

 employ better, more relatable,

and efficient communication

techniques.”
ALLEN STEGALL  / Scout Marketing

“ Marketing strategy and

 tactics need to holistically

 address the multi-stakeholder

customer environment.”
MAZEN ZAHLAN / ZS Associates

the healthcare provider as has traditionally
been the case. Delivering the right product in-
formation to the healthcare provider is key, but
it is equally important to provide patients and
caregivers with information, advice, and sup-
port to achieve successful outcomes. 
“Pharma needs to enforce the multi-stake-

holder mentality throughout their sales and
marketing outreach,” Mr. Zahlan says. 
The second change is in the use of multi-

channels, including social media, to address
each stakeholder through the most appropriate
and effective channel. For the patient, social
media will become more impactful, but
pharma will have to navigate compliance and
regulatory constraints, he says.
The third change is in the content forming

the basis of the marketing platform. While the
industry has been predominantly focused on
medical science rather than patient benefits in
the past, pharma needs to work harder on
translating the medical science more fully into
higher order patient benefits, Mr. Zahlan says. 
“There also needs to be a bigger focus on

adherence management through better patient
engagement and more reinforcement of bene-
fits,” he adds. “Successful companies will be
the ones that embed the multi-stakeholder ap-
proach in their culture with the ultimate goal
of serving the patient.” 

“ The whole

 physician sales model

has to change.”
CHRISTINE SAKDALAN

Novo Nordisk

“ Sales and marketing strategies will

have to  significantly shift to a fully

transparent open model of listening

more closely to patients and 

 developing  solutions in partnership. ”
DENNIS URBANIAK  / Sanofi
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“ Janssen Biotech’s

brands’  budgets are now

spent on strengthening

support services with a

shrinking investment on

purely  promotional

spending.”
JOHN HANEY 

Janssen Biotech

actions saved the company money and enabled
the patient to take her medication on time.
With social media providing every patient
with a platform, one negative experience can
have massive repercussions.” 
To meet the marketing challenges of creat-

ing relationships with patients and physicians
in an integrated manner, pharma will add
more patient specialists to both its internal and
agency teams. 
This will involve coordinated programs

that include physician education on communi-
cation techniques and the development of
tools that complement the face-to-face ses-
sions.
“We anticipate a shift toward more exten-

sive industry efforts to help physicians employ
better, more relatable, more efficient commu-
nication techniques,” says Allen Stegall, exec-
utive director of strategy, principal, at Scout
Marketing. “In other words, companies have

to help docs convey the information that em-
powered patients crave in a way that is credi-
ble and satisfying, but in a manner that is very
time efficient.
“We also anticipate expansion of

DTP/DTC programs designed to get patients
into professional care, but we believe today’s
marketers will be judicious in the use of these
more expansive efforts,” he says. “Specifically,
we expect programs to be pilot tested and eval-
uated — including ROI — before there is an
expansive rollout.”
As patients increasingly take an active role

in their healthcare decisions, brands will need
to go beyond the medical professionals and
have meaningful interactions with patients as
well, says Cindy White, creative director,
ParkerWhite. 
“Patients are hungry for information and

resources, and pharma shouldn’t be afraid to
empower them,” she says. PV

“ Sales and marketing

will need to find ways to

participate in  patients’

conversations in a

meaningful and

 compliant fashion.”
BRENDA SNOW 
Snow Companies
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