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Marketing ona TWO-WAY STREET

Biopharmaceutical marketing’s traditional one-way presentation format continues to evolve into a
more interactive model, integrating social media and other digital forums to give patients and physi-
cians access to deeper levels of information tailored to meet their specific needs.

ocial media is seen by many as

today’s equivalent of meeting

friends for a chat at the local diner

or coffee shop, albeit with a much

wider reach and somewhat longer
life span message-wise.

Joe Willis, VP, sales and marketing, Skin-
Medica, notes that social media is easy to access
and instantly connects users with a community
that’s not bound by geography or location.

“Social media has become an inherent part
of who we are and is part of a new fundamen-
tal in connecting with other people, whether
business or personal,” Mr. Willis says.

Joan Mikardos, senior director, digital cen-
ter of excellence, Sanofi, cites the control social
media gives consumers — allowing them to
talk about a brand or company almost any-
where, at any time, to a potentially vast audi-
ence — as being critical in the technology’s
tremendous impact on life-sciences marketing.

“As marketers, we can stand still and just
do what we have done traditionally, or we can
figure out a way use social media either by lis-
tening or engaging,” Ms. Mikardos says.

At the highest level, social media provides a
voice to the customer and opens up conversa-
tions within the market, notes Dennis Flan-
nelly, head of marketing and strategy, Immun-
oDiagnostics  Division, Thermo Fisher
Scientific. And organizations should be joining
this conversation.

“Social media places the responsibility with
the organization to communicate openly to cus-
tomers to be viewed as a trusted partner,” Mr.
Flannelly says. “In the digital space, customers
are looking for accurate information, and if an
organization is not speaking with transparency,
patients and healthcare professionals can
quickly sniff out the fiction and impact the or-
ganization’s reputation in the marketplace.”

According to Donna Wray, executive direc-
tor, management advisor and practice leader for
digital & relationship marketing, TGaS Advi-
sors, the political climate within pharma com-
panies is finally allowing for something that
should have happened years ago: developing
true customer relationship management for
their healthcare professional customers.

“Ironically, even with its great HCP ana-
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“Social media places the responsibility with the organization to

communicate openly to customers to be viewed as a trusted partner.”

lytics, pharma is still light
years ahead in patient CRM,
but the gap is closing,” she
adds. (To read more about
marketing operational excel-
lence, please turn to the
showcase thought piece:
From Operational Excel-
lence to Strategic Partner: A
Call to Action for Pharma-
ceutical Marketing Opera-
tions.)

“When used responsibly,
social media has a tremen-
dous ability to improve the
flow of information between
consumers, healthcare
providers, and industry,”
says Denise Allen Williams,
VP, marketing and customer
solutions at Merck. “With
new websites, blogs, and
apps coming online virtually
every day, consumers are be-
coming more empowered to
manage their health, and
healthcare providers are real-
izing new opportunities to
engage with patients and
manage their practices.”

According to Benjamin
Lei, associate director, inter-
active  e-marketing  at
Genentech, in the life-sci-
ences sector it’s well under-
stood that patients and, to a
lesser degree, healthcare professionals, are very
active in many forms of social media, and that
many have developed large followings to their
blogs, Twitter streams, or Facebook pages.

“Social media is certainly taking up a lot of
our mindshare; we're spending a lot of time
figuring out the right ways to gather informa-
tion and engage in these spaces,” Mr. Lei says.
“But like most drug companies, there are lim-
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DENNIS FLANNELLY Thermo Fisher Scientific

itations to what we can do given the regula-
tory and legal risks associated with less-con-
trolled or space-limited environments.”

Lou Mullikin, senior VP of sales and mar-
keting at Kowa Pharmaceuticals America, ob-
serves that without defined rules of engagement
from the FDA, many companies are struggling
to participate in and adapt to the changing
landscape of online conversation. He cites the
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“It’s critical that, as an industry, we are able to contribute to the
conversation as providers of accurate, fair-balanced information”

“There are many new tools and

MICHAEL UTZ EMD Serono

example of Facebook’s disabling of comments
on pharma-sponsored pages as underscoring the
need for regulatory clarity around content own-
ership and responsibility.

“It’s critical that, as an industry, we are able
to contribute to this conversation as providers
of accurate, fair-balanced information,” Mr.
Mullikin says. “We look forward to the day we
can do this confidently and responsibly —as
outlined by the FDA — as part of our shared
mission to improve patient care.”

Michael Utz, director of U.S. marketing,
neurodegenerative diseases, EMD Serono, says
that while life-sciences companies need to re-
spect the regulatory environment in which they
are required to operate, there are still ample op-
portunities to engage with consumers using so-
cial networking tools. He cites EMD Serono’s
unbranded Facebook page, MS Voices, devel-
oped for the multiple sclerosis community, as
one way in which companies can use social
media tools to reach and listen to consumers.

“This information is extremely valuable, as
it allows for more real-time feedback on what
consumers are thinking about market events
and trends,” Mr. Utz says.

Information is one of the top reasons peo-
ple use social media—and, in part, that means
doing research on brands, says Chris DeAnge-
lis, VP, strategic initiatives, SSI.

“People want to stay informed about other
people’s attitudes, experiences, and opinions
about products and services,” he says. “With
social networking, people can reach many oth-
ers at once with their views, and can respond
to brands and events in real time, as they are
experiencing them.

“Social networks, and the ‘Avids’ who dom-
inate the conversations on them, will be in-
creasingly important to marketers, both in
terms of communicating out about their prod-
ucts and listening in on conversations to under-
stand their audience’s interests, concerns, expe-
riences and preferences,” Mr. DeAngelis
continues. “Savvy marketers will use social net-
works to help craft effective messages, assess the
impact of their communications on patient and

technologies available, such as e-detailing
which may provide more interaction with
physicians, but the companies that will
stand out will take time to listen more
closely to healthcare professionals.”

consumer conversations, and drive interest and
attention to traditional channels. The most ef-
fective marketers will learn to integrate both
new and traditional channels to optimize mes-
sage impact.” (To read more about connecting
with physicians and patients, please turn to the
showcase thought piece: Connecting with Pro-
fessional and Patient Targets.)

John Krayacich, senior VP, sales and mar-
keting with Exact Sciences, observes that so-
cial and digital media are enabling physicians
and patients to engage in conversations that
extend beyond the traditional boundaries of
face-to-face communications.

“Physicians don’t have to be face to face with
other physicians to engage with colleagues re-
garding new therapies or tests,” Mr. Krayacich
says. “Feedback on products, procedures, and
diagnostic tools are being solicited in chat
rooms and blogs, on patient advocacy sites, and
during online CME events, as well as through
other non-traditional channels that are at times
out the reach of industry. Patients weigh in on
treatments and technology-savvy physicians are
responding and forming opinions of products
based on these interactions, many times even
before a sales representative has had a chance to
visit the physician’s office.”

Digital Not Yet Traditional

Even with audiences’ continued march
into the digital space, experts agree that tradi-
tional marketing sources remain an integral
component of an overall pharma marketing
strategy. According to a survey released earlier
this year by KRC Research, roughly eight out
of 10 physicians view pharmaceutical research
companies and their sales representatives as
useful sources of information on prescription
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LOU MULLIKIN Kowa Pharmaceuticals America

medicines. The survey, which was supported
by Pharmaceutical Research and Manufactur-
ers of America (PhRMA), also found that
physicians consider a broad range of factors in
making their prescribing decisions, with al-
most 70% of respondents saying they used in-
formation provided by biopharmaceutical re-
search company representatives.

The KRC Research survey also looked
closely at how physician respondents view their
interactions with biopharmaceutical company
representatives. For example, more than 90%

JOHN KRAYACICH Exact Sciences

“The importance of the consumer will only increase as online
communities continue to form and develop into

support networks for others, and marketers need to
know who is directing the digital conversation for their brands.”
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“We don’t envision any apps on the horizon that can replace the existence of a

DENISE ALLEN WILLIAMS Merck

responded that interactions with representa-
tives allow them to learn about new indications
for approved medicines, potential side effects of
medicines, and both emerging benefits and
risks of medicines. In addition, 84% of physi-
cians said interactions with representatives
allow them the opportunity to provide feed-
back to a pharmaceutical company about their
experiences with a specific medicine.

“What is clear from the results of the survey
is that physicians review and integrate informa-
tion from many sources to stay informed about
medicines,” observes PhRMA CEO John
Castellani. “This helps them make the most in-
formed treatment decisions possible.”

According to Ken Ribotsky, president and
CEO of The Core Nation, marketers are not just
talking “at” their target audiences anymore.

“It’s all about engagement and the ability to
create positive, two-way conversations with
physicians, patients, and consumers,” he says.
“We also have the ability to listen in on what
these groups are saying to each other, not just to
us as marketers. With new digital platforms,
marketers are drawing people in with a high
level of interactivity that is creating more inter-
est in and excitement about healthcare brands.”

Mr. Ribotsky adds that marketers will cre-
ate more opportunities for patients to talk di-
rectly to one another, whether it is through so-
cial media or other forums that encourage
engaged conversations.

“As a result, there will be more courting of
patient opinion leaders who can strongly influ-
ence the decision-making process among their
peers,” he adds. “There will also be continued
emphasis on helping patients become better
self-advocates, empowering them to help
themselves while also driving demand for
healthcare brands.” (To read more about how
comparative effectiveness is impacting the in-
dustry, please turn to the showcase thought
piece: Is the Business of Health Care Getting in
the Way of Providing Good Health Care?)

Mr. Flannelly says regardless of whether
marketers are using traditional or digital chan-
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trusted relationship with a company representative who can provide information

that is individualized to the interests of the healthcare provider.”

nels, the goal remains the same: communicate
a story that connects across all constituents.

“Whether they are seeing a brand in a mag-
azine or in the digital space, the goal is for a
consistent intrinsic brand value across all of
those media,” he says. “If a company does not
articulate the intrinsic value, it can lose control
of its brand.”

Mr. Lei says while digital marketing offers
improved efficiency and greater ease in collect-
ing data, traditional outlets such as the rep-to-
physician relationship remain important.

“We are more focused on how digital mar-
keting programs can be integrated with overall
marketing and selling strategies,” he says.

Mzr. Krayacich says a key element driving
the changing biopharma promotional mix is
the ability of technologically capable physi-
cians to access vast amounts of scientific and
clinical information on their own time.

“The portion of the marketing mix and
the extent to which it is used will depend
upon a strong strategic analysis of the respec-
tive therapeutic area and brand,” he says. “A
critical part of that planning is uncovering
where the digital conversations are occurring
and who is creating and influencing content.”

According to Marc Weiner, managing part-
ner at Ogilvy CommonHealth Worldwide,
content strategists are making content assets
more searchable, shareable, and relevant to
physicians.

“Looking forward, content will be more
scalable beyond today’s mobile devices and
video channels, and marketers will need to
consider channels that haven’t even been in-
vented,” he says. “As reimbursements con-
tinue to be tied to outcomes-based medicine,
doctors are looking for better data to support
their treatment plans. Looking forward,
pharma communications will need to include
more relevant diagnostic, treatment, and
management tools.”

From a patient perspective, Mr. Weiner
says at one time, marketers primarily com-
municated through mass media gatekeepers,
which offered a level of safety and distance
from the consumer.

“Social media has reset expectations
around customer service,” he says. “Con-
sumers demand immediate, accurate, and
useful information. If they don’t get it, they're
going straight to Twitter, Facebook, and
Google+ to share their experiences. Marketers
will need trained staff to address the acute
needs of patients. Special content and proce-
dures will be developed for proactive and re-
active messaging to consumers.” (To read

about the four basic ideals involved in the
management of an agency, please turn to the
showcase thought piece: Agency Ideals.)
“Technology has made it so easy for people
to get the information they want, when and
where they want it,” Ms. Mikardos says. “We

KEN RIBOTSKY
President and CEO
The Core Nation

The True Value of a
Brand
With the advent of comparative

effectiveness, we can no longer influence
physicians’ choice of treatment based
solely on efficacy, tolerability, and safety
— or through price reductions and
rebate strategies. Marketers will need

to demonstrate that brands can deliver
more broad-based, positive outcomes,
such as lower total healthcare costs,
absenteeism, and even pre-absenteeism
(when a patient is working, but
unproductively), as well as other
pharmacoeconomic endpoints, that show a
brand’s true value.

SCOTT WEINTRAUB
Chief Marketing Officer,
Principal

HRM — Healthcare Re-
gional Marketing

Physicians: The Gold

Standard
Pharmaceutical companies are focusing on

CRM programs to communicate product
messages and establish patient
relationships.This has started decreasing the
distance between consumers and brands,
but there’s still a gap. Patients don't trust
pharmaceutical companies as an information
source. Over the next few years, there will be
a shift to pharma-sponsored, patient-cen-
tered platforms to allow physicians — the
gold standard of patient trust — to commu-
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need to ensure our mix has a multichannel ap-
proach so that information on our products
and services or therapeutic areas can be ac-
cessed in whatever format people want.”
“Digital marketing is a great tool for en-
hancing community,” Mr. Wills says. “We
have so many traditional programs in place,
and the digital environment offers us as mar-

nicate both branded and personal messages di-
rectly to patients.

MARC WEINER
Managing Partner
Ogilvy CommonHealth
Worldwide

A New Marketing
Thread

Last year, we were explaining how social

channels and peer influencers were changing
the paradigm of how people discuss
pharmaceutical brands. Now, we're seeing keen
interest in the mapping of online thought
leaders and the viral tracking of messages. It's
about following a thread of data and topics to
discover the new influencers. Looking forward,
we're already seeing more focused messaging
packaged for smaller but more important
audiences. And it's being tracked, messaged, and
modified in days, not weeks or months.

JEFF GAUS
President and CEO
Prolifiq Software

A Multispecialty Approach
The pharmaceutical industry

faces unprecedented challenges
— mobile sales forces, FDA regulations, diminish-
ing face time with providers, marketing and sales
process restrictions, reimbursement issues —
pressuring companies to do more with less. Today's
sales forces must be multispecialty representatives
with extensive clinical knowledge and access to
detailed “share it now” information through mobile
technologies. Companies will need to operate with
cultures of good intent and always be confident
they are acting in the interest of the consumer.

keters yet another opportunity to create
greater engagement or greater intimacy with
our closest customers.”

According to Mr. Mullikin, to properly
take advantage of today’s real-time communi-
cation needs, manufacturers have an obliga-
tion to create information sources that are
truly value-added, clinically relevant, and eas-

DAVE ESCALANTE

VP and General Manager,
SK&A & OneKey

SK&A, A Cegedim Company

The Online Race

The stats tell the story: 86% of
physicians use the Internet to gather health,
medical, or drug information; two-thirds of
doctors are using social media for professional
purposes; 41% of physicians who access social
networks professionally are active on two or
more networks. Physicians are racing to get on-
line. Are you able to catch up to them?

CHRIS DEANGELIS
VP, Strategic Initiatives
SSI

Avid Online Users

It's a common misconception
that social networks are domi-
nated by the young. In reality, however, SSI's re-
search shows that social networking is common
across all age groups. As expected, about 90% of
respondents 18 to 24 have visited social network-
ing sites within the last week. Some might be sur-
prised to see, however, that about 70% of those
35 to 44,60% of those 45 to 54, and about half of
those 55 and older also have been social net-
working within the last week. In every age group,
SSI has identified a segment called Avids — those
who spend five or more hours a week social net-
working. About half of social network users 24 or
younger fall into the Avids category, but there are
Avid users in every age group. Avid users are most
likely to post comments, answer polls,and share
opinions on brands. And they are intending to in-
crease their social media usage over the next
year.
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ily navigated, and that the end user can
quickly access at his or her discretion.

“While technology continues to create in-
novative communication channels, the chal-
lenge for industry is to successfully integrate
these opportunities into a strategically sound
and comprehensive brand strategy,” he says.

M. Utz sounds a note of caution about the

SHANE KENNEDY
Executive VP, Sudler Digital
Sudler & Hennessey

It's About the Connections
As physicians become
accustomed to having their
medical advice questioned by a patient’s 25,000
friends on PatientsLikeMe, pharma marketers
struggle to harness a communications platform
that gives people unprecedented power to spread
positive — and negative — sentiment across the
globe. Marketing in this new environment means
connecting to those having experience with your
brand to those without. It means correcting the
bad information in the name of patient safety. It
means amplifying the voices of advocates, while
addressing the concerns of detractors and, if done
well, making them converts. Ultimately, social
media is pushing pharma toward a true two-way
conversation with patients and caregivers, ready
or not. And we believe this is a good thing.

DONNA WRAY

Executive Director,
Management Advisor and
Practice Leader for Digital &
Relationship Marketing
TGas Advisors

A Business Case for Social Media

The consequences of avoiding social media are se-
rious. Medical misinformation is readily available.
All brands should be sure that anyplace people
might look, they can find the way to accurate info.
On the other hand, some brands are dabbling in
social media because of the hype without a
justified business case.There are many marketing
tactics that should be fully invested in before diving
into resource-intensive social media initiatives.
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constantly changing nature of today’s promo-
tional messaging space, with its ever-growing
delivery options and vehicles.

“If marketers are not staying on top of and
using these channels, their brands will be left
behind,” he warns.

Mr. Flannelly agrees that if biopharma or-
ganizations aren’t thinking digitally, they are
missing customers.

“In the digital space and the way the mar-
kets are moving, there is now an opportunity to
get into deeper segmentation and really get
after the behaviors that are motivating these
customers to take action,” he explains. “As an
example, about half of technologically savvy
patients are using social media to begin the

JOHN J. CASTELLANI. President and CEO,
Pharmaceutical Research and Manufacturers
of America (PhRMA), the advocacy
organization representing U.S. pharmaceutical
research and biotechnology companies. For
more information, visit phrma.org.

DENNIS M. FLANNELLY. Head of
Marketing and Strategy,
ImmunoDiagnostics Division, Thermo
Fisher Scientific Inc., which develops,
manufactures, and markets complete blood

test systems to support the clinical diagnosis
and monitoring of allergy, asthma and
autoimmune diseases. For more information,
visit thermoscientific.com/phadia.

JOHN KRAYACICH. Senior VP, Sales
and Marketing, Exact Sciences Corp.,
a molecular diagnostics company fo-

. cused on colorectal cancer. For more
information, visit exactsciences.com.
BENJAMIN LEI. Associate Director, In-
= teractive eMarketing, Genentech Inc.,
a biotechnology company and mem-
I.* ber of the Roche Group that discovers,
develops, manufactures, and commercializes
medicines to treat patients with serious or life-
threatening medical conditions. For more infor-
mation, visit genentech.com.
JOAN MIKARDOS. Senior Director, Digital
Center of Excellence, Sanofi, a global and
diversified healthcare company that discovers,
develops, and distributes therapeutic solutions
focused on patients’ needs. For more
information, visit sanofi.com.
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conversation regarding their health. We are
now able to join this conversation and provide
data in a way that allows the patient to pull and
assess that information the way they want, ac-
cess it where they want, and importantly, to
them, bounce the information off their trusted
social networks. So, marketers should be think-
ing in that digital mindset to identify the spe-
cific segments they need to activate and pro-
vide the right information to join this digital
conversation with their customers.”

USE YOUR QR CODE READER
OR GO TO

bit.ly/PV1011-Marketing

LOU MULLIKIN. Senior VP of Sales
and Marketing, Kowa
Pharmaceuticals America Inc.,a
specialty pharmaceutical

company focused primarily in the area of
cardiometabolic therapeutics. For more
information, visit kowapharma.com.
MICHAEL UTZ. Director of U.S.
Marketing, Neurodegenerative

: Diseases, EMD Serono Inc, the
biopharmaceutical division of
Germany’s Merck KGaA focused on
providing breakthrough solutions in the
areas of neurodegenerative diseases, fertility,
metabolic endocrinology, oncology, and au-
toimmune/inflammatory diseases. For more
information, visit emdserono.com.

DENISE ALLEN WILLIAMS. VP,
Marketing and Customer
Solutions, Merck & Co.Inc.,a

V' healthcare company delivering
wellness solutions worldwide through its
prescription medicines, vaccines, biologic
therapies, and consumer care and animal
health products. For more information, visit
merck.com.

JOE WILLIS. VP, Sales and
Marketing, SkinMedica Inc.,a
specialty company focused on de-
veloping, acquiring,and
commercializing prescription and
nonprescription products that improve the
appearance of skin. For more information,
visit skinmedica.com.
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CoreNationRants.com

Frank insights and

fresh truths to help you
navigate the challenges
of healthcare marketing.
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TheCoreNatior:

YOU CAN’T BE NUMBER 1
WITHOUT GREAT CLIENTS

Healthcare Regional Marketing
says “thank you” to our clients
for helping us to be named to the
2011 Inc. 500 list as the number 1
fastest-growing marketing firm
serving the pharmaceutical industry.
Thank you for demanding industry-
leading customer service and
relentless innovation. It has been
our pleasure to oblige. Our promise
is to continue to over-deliver on
your expectations.
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www.hrmexperts.com | 513.864.8900

HEALTHCARE REGIONAL MARKETING
regional expertise ¢ national results

Ogilvy
CommonHealth
Worldwide
(}rku CommonHealth | 400 'Interpace Plwy.
J Worldwide |\ Parsippany, NJ 07054
Phone: 973-352-1000
Fax: 973-352-1500
www.ogilvychww.com

An Overwhelming Advantage

Ogilvy CommonHealth Worldwide, representing
the largest assembly of creative talent in the
world of healthcare communications with 65
offices across 36 countries, provides marketing
services including brand identity and develop-
ment, clinical trial recruitment, digital/interactive
services, direct-to-consumer, direct-to-patient,
global integration, managed care marketing,
market research and analytics, medical advertis-
ing and promotion, medical education, media
planning and buying, public affairs and relations,
relationship marketing, scientific communica-
tions and publications and strategic consulting.
The organization also houses and maintains
individual Ogilvy CommonHealth and Ogilvy
Healthworld brand identities within the marketplace.
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It starts with an idea.

We believe that creativity in healthcare advertising ac
is only limited by a lack of imagination. ‘1

Find out why we put ideas first and what we do

with them at www.sudlerUS.com @ IDEAS FIRST
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Tired of Being Frustrated?

Our enhanced
Medical/Regulatory/Legal Solution
helps eliminate the frustration of
promotional review meetings.

MORE DATA + MORE METRICS + MORE COMPARISONS * MORE INSIGHTS
MEAN MORE IMPORTANT DECISIONS MADE EASIER

Please contact Gary McWalters at gmcwalters@tgas.com or
visit www.tgas.com to learn more about how our highly advanced
Medical/Regulatory/Legal solution is turning jeers into cheers, and

about the benefits of becoming a member of our elite
peer-to-peer network of business leaders.

OTGaS Adwsors
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Multichannel FUTURE

There will be a gradual shift toward the increased use of innovative channels to communicate with
healthcare providers and consumers, with the most effective marketers delivering information via the
channels most preferred by providers, while complying with all regulatory requirements.

he personal interaction between

company representatives and health-

care providers will continue to play a

critical role in the continuum of care

and the marketing approaches that
companies need to consider.

“We don’t envision any apps on the hori-
zon that can replace the existence of a trusted
relationship with a company representative
who can provide information that is individu-
alized to the interests of the healthcare
provider,” says Denise Allen Williams, VP,
marketing and customer solutions at Merck.

As access to physicians continues to erode,

Joan Mikardos, senior director, digital center of
excellence, Sanofi, says traditional marketing
approaches may not work by themselves.

“Having a more informed understanding
of how physicians want to receive information
will be critical,” she says.

One way in which companies can keep
from losing access completely is to tweak
their information offerings to more closely
match physicians’ needs.

Dennis Flannelly, head of marketing and
strategy, ImmunoDiagnostics Division,
Thermo Fisher Scientific, says healthcare
practitioners are increasingly looking for in-

formation that helps them to understand from
a behavioral perspective how varying patient
segments are moving.

“Rather than creating a brand plan off the
full patient universe, we can use data to create
behavioral-based plans that allow for the organ-
ization to be relevant with healthcare practi-
tioners and ultimately help them with patient
care,” he says.

Michael Utz, director of U.S. marketing,
neurodegenerative diseases, EMD Serono, be-
lieves it’s important for companies to continue
to keep the customer front and center in all ac-
tions and initiatives.

Information OnThe Go

While the basic concept of biopharma
marketing remains relatively unchanged, the
number of delivery channels has expanded
exponentially. Lou Mullikin, senior VP of sales
and marketing at Kowa Pharmaceuticals
America, observes that the various digital
technologies available to marketers today
create an opportunity for enhanced,
interactive creative execution that increases
communication touch points with customers
and improves message delivery, retention,
and subsequent action.

Mobile technologies such as smart-
phones are being employed to enhance
both traditional and digital message delivery
channels. For example, says Dennis Flannelly,
head of marketing and strategy for the Im-
munoDiagnostics Division of Thermo Fisher
Scientific, a growing number of traditional
print advertisements contain QR codes that
can be scanned by smartphones, driving
readers to a ready-made digital site provid-
ing more information to continue the
conversation begun by the ad.
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According to Michael Utz, director of U.S.
marketing, neurodegenerative diseases, for EMD
Serono, the ability of people to access informa-
tion on demand and on the go is creating a
push for digital content specifically tooled for
mobile access.

“To stay competitive, websites need to be
developed so that they will work on mobile
devices,” Mr. Utz says.“In addition, enabling
navigation through smartphone applications,
tablet PCs, and iPads are all part of today’s digi-
tal marketing mix.”

Benjamin Lei, associate director, interactive
e-marketing at Genentech, says much of what
his company plans to do in terms of digital
marketing involves mobile and tablet devices,
given their rapid adoption by both physicians
and consumers.

“Both patients and healthcare professionals
are spending a lot of time online or on their
mobile devices consuming healthcare
information, and many digital channels are
quickly replacing traditional ones,” Mr. Lei says.
“We've always aspired to get our messages to

physicians when they most need it: at the
point of care.With the high use of
smartphones and tablets at the point of care,
there’s never been a greater way to make
that happen.”

John Krayacich, senior VP, sales and
marketing with Exact Sciences, observes that
third-party digital providers such as SERMO,
WedMD, Medscape, and Epocrates, as well as
traditional continuing medical education
(CME) providers, are now some of the main
sources of medical information and CME for
physicians and that they enable these
activities to take place without any
interaction between the physician, a sales
rep, or a pharmaceutical company.

“Unless marketers decide how best to
collaborate with these new channels, they
may find themselves limiting their opportu-
nities to promote their brand to the cus-
tomer,” Mr.Krayacich warns.”Blindly putting
up a website without understanding what
physicians want or need for a specific prod-
uct will only lead to disappointing results.”
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“While there are many new
tools and technologies, such as
e-detailing which may provide
more interaction and dialogue
with physicians, the companies
that will stand out in the next
few years will take time to lis-
ten more closely to healthcare
professionals,” Mr. Utz says.

Technology and innovative
channels also are expected to
continue to transform con-
sumer marketing strategies,
with less reliance on mass
media and more on targeted
advertising, Ms. Williams pre-
dicts.

“For healthcare companies,
the use of innovative channels
provides new opportunities to promote dis-
ease education, raise awareness about treat-
ment options, and provide useful resources to
help people manage their health more effec-
tively,” she adds.

Benjamin Lei, associate director, interac-
tive e-marketing at Genentech, says the over-
all growth of technology in the healthcare
space is leading to not only a goal of personal-
ized medicine, but personalized information
as well.

“Our goal is to get patients messaging that
is specific to them, applying not just diagnos-
tic factors but principles such as health liter-
acy and multicultural education as well,” he
says.

Ms. Mikardos believes in the future, con-
sumers will just become more empowered.
“Thus, putting patients at the center and truly
understanding their needs will become criti-
cally important when marketing to all of our
customer groups,” she predicts.

In addition to more open communication
between companies and consumers, Mr. Flan-
nelly anticipates the continued evolution of
the role of the healthcare professional into
more of a mentor for digital-age consumers.

“Today’s consumer is much more educated
and able to take full advantage of the informa-
tion that’s out there, from the initial diagnosis
all the way through the ultimate treatment
and management plan,” he says. “We want
that consumer to know all the benefits and
risks associated with that so they’re able to
make the right decision with their healthcare
professional.”

John Krayacich, senior VP, sales and mar-
keting with Exact Sciences, believes the im-
portance of the consumer will only increase as
online communities continue to form and de-
velop into support networks for others, and

Information from pharmaceutical

Pharmaceutical company-sponsored

Selected Factors Influencing Physician Prescribing Decisions

company representatives

educational programs featuring physician

speakers (not CME)

Information from insurance and
prescription benefits manager
representatives

Source: KRC Research, Survey of Physicians About Pharmaceutical and Biotech Research Company
Activities and Information. For more information, visit krcresearch.com.

that marketers need to know who is directing
the digital conversation for their brand.

“In just a few minutes or hours, a brand’s
position can be hijacked by a group of pas-

DENNIS M. FLANNELLY. Head of
Marketing and Strategy,
ImmunoDiagnostics Division,
Thermo Fisher Scientific Inc., which
develops, manufactures, and markets
complete blood test systems to support the
clinical diagnosis and monitoring of allergy,
asthma, and autoimmune diseases. For more
information, visit thermoscientific.com/phadia.
JOHN KRAYACICH. Senior VP, Sales
and Marketing, Exact Sciences Corp.,
a molecular diagnostics company
focused on colorectal cancer. For
more information, visit exactsciences.com.
BENJAMIN LEI. Associate Director,
Interactive eMarketing, Genentech
Inc, a biotechnology company and
member of the Roche Group that
discovers, develops, manufactures,and
commercializes medicines to treat patients with
serious or life-threatening medical conditions.
For more information, visit genentech.com.
JOAN MIKARDOS. Senior Director, Digital
Center of Excellence, Sanofi,a global and
diversified healthcare company that discovers,
develops, and distributes therapeutic solutions
focused on patients’ needs. For more
information, visit sanofi.com.

18% 51%

17% 47%

15% 40%

sionate and influential peo-

A Great Deal Some ple,” he caut.ions, “Without

S . o proper planning, a product

Articles in peer-reviewed medical journals manager will be powerless to
Information from your colleagues and peers control the message they are
Your patient’s personal opinions and preferences broadcasting about the com-

pany’s brand.”

Joe Willis, VP, sales and
marketing, SkinMedica, says
it's difficult to project what
changes are in store for pharma
marketing over the next few
years, given how rapidly the
marketplace is changing.

“The ultimate goal for us at
SkinMedica is to find ways to
enhance the relationship be-
tween the physician and their
patients: how we can, as a part-
ner, facilitate greater connections, greater
community, and more frequent interactions
that create a long-term relationship that ben-
efits everyone,” he says.

EXPERTS

MICHAEL UTZ. Director of U.S.
Marketing, Neurodegenerative
Diseases, EMD Serono Inc.,

the biopharmaceutical

division of Germany’s Merck KGaA

focused on providing breakthrough
solutions in the areas of neurodegenerative
diseases, fertility, metabolic endocrinology,
oncology, and autoimmune/inflammatory
diseases. For more information, visit
emdserono.com.

DENISE ALLEN WILLIAMS. VP,
Marketing and Customer
Solutions, Merck & Co.Inc.,a
healthcare company delivering
wellness solutions worldwide through its
prescription medicines, vaccines, biologic
therapies, and consumer care and animal
health products. For more information, visit
merck.com.

JOE WILLIS. VP, Sales and
Marketing, SkinMedica Inc,, a
specialty company focused on de-
veloping, acquiring,and
commercializing prescription and
nonprescription products that improve the
appearance of skin. For more information,
visit skinmedica.com.
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