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ophisticated technology and a more
diverse field of targets are creating a
new segmentation model that
moves away from the practice of
solely monitoring prescribing be-

haviors. 
The new environment requires strategies

that can effectively determine the most appro-
priate channels and the best message for each
of its audiences. Timing, channel, media, con-
tent, and even tone are all variables that can be
tweaked to produce effective messaging. Tech-
nology advances in capturing real-time data
and the need for reducing costs and eliminat-
ing waste in messaging the wrong targets are
driving this trend. 

Pharma has been using the same decile
model for years, but its value is diminishing
in the world of hard-to-reach or no-reach
physicians. While this approach made a lot of
sense in the past, our experts say the time has
come for the industry to embrace newer tech-
nologies that will allow it to include other
data in its decision making, such as how
many patients the providers have in their
practice that could potentially be right for the
product, or getting to know patient behavior
to better target patient messaging. 

Armed with this type of information, mar-

keters will be
able to reach valuable
targets with personal
messages that resonate. 

“I have been in the industry for 20 years
and I have never before seen an opportunity
like we have today to leverage technology to
communicate with physicians and their pa-
tients — it’s just an incredible movement,”
says Jeff Meehan, chief commercial officer,
MD On-Line. “The pharmaceutical industry
has been working with the same segmenta-
tion model for many years, and it needs to
start expanding its thinking to include not
only physicians, but new technology that al-
lows access and insights to patient-level
data.”

Segmentation Goes 
Beyond the Decile

The industry spends so much time and
money creating value-added programs, but

without evolving their segmentation, their pro-
grams will fail to determine who should be re-
ceiving the programs. With the tools that are
available for targeting today, more focus should
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be spent on getting those programs to the right
targets, Mr. Meehan says. 

For example, there is no need to message
providers who don’t have any patients that can
use the service. 

“Value-add programs don’t do any good
unless they make their way into the hands of
providers and patients who need them,” Mr.
Meehan says. “Segmentation today must
evolve to put the patient first, and it’s about
segmenting providers based on the number of
patients they have, not necessarily just on how
many prescriptions they write.”

David Ormesher, CEO, closerlook, agrees
that using deciling as the primary method of
segmentation is outdated thinking. 

“Unfortunately, this rear-view method of
segmentation has left out many potential cus-
tomers, and even when digital nonpersonal
promotion became a cost-effective option,
there wasn’t a methodology in place to score
out-of-target healthcare professionals,” he says. 

Mr. Ormesher suggests that marketers re-
visit the target with a more sophisticated
methodology that looks at proclivity to pre-

scribe based on attitudinal and behavior pro-
files. It is possible to develop a high-potential
profile based on an analysis of the current most
valuable customers to create a prospective tar-
get list, he says, and this analysis can uncover
a significant delta between the decile-based
target list and a more valuable set of target
segments.

Comparing the old strategy with the new
strategy, Mr. Meehan says marketing’s aim was
to get as many patients on the drug as possible
and the new model shifts the focus to getting
the right patient on the right drug to derive the
best benefit. Some companies have al-
ready started using this new model,
and are approaching segmentation in
a more responsible way that is aligned
with clinical guidelines, peer review
literature, and evidence. 

A good example can be observed
in the asthma category, according to
Mr. Meehan. Asthma affects almost
25 million people, and 60% of these
patients suffer from a reaction known as the al-
lergic response, which creates IgE antibodies
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that produce allergic symptoms long after the
patient’s initial contact with allergens. Genen-
tech’s asthma drug Xolair has a mechanism of
action that addresses IgE antibodies and man-
ages allergies by acting early in the allergic cas-
cade of events. Instead of trying to reach all 25
million allergy sufferers in the United States,
Xolair can only target patients who can most
benefit from its IgE-based treatment — those
who have both allergies and asthma and are not
controlled by other methods, Mr. Meehan says. 

“Ten or 12 years ago, marketers would
have attempted to get every asthmatic in the
country on the drug, whether their asthma
was controlled or not,” he says. “But this is
not the case anymore. Pharmaceutical com-
pany marketers have become more responsible
in their approach by positioning their prod-
ucts to make sure they are delivering the
greatest benefit.” 

The benefit is two-fold; if a provider is hav-
ing a positive experience because the product
has been positioned in a way to derive the best
benefit, this is only going to lead to a better
experience for both the provider and the pa-
tient, but it is also going to lead to positive
outcomes for the brand. 

Personalization Helps Patient
Programs reach the Right Targets

Whether targeting physicians or patients,
the key to personalization is knowing the con-
sumer and understanding his or her behaviors
and using that knowledge to improve the mes-
saging. 

In particular, understanding patients and
their treatment journey is at the center of de-
veloping targeted and personalized approaches
that support patients in meaningful ways, says
Lou Shapiro, senior VP of business develop-
ment, Tunstall AMAC. When marketers
clearly understand patient behaviors, they can
create targeted and personalized approaches
built on value, commitment, and trust with
patients. 

“The most important strategic and tactical
consideration for the industry is how to bring
new value-added programs to customers, espe-
cially patients,” he says. “Companies need to
focus their initiatives and programs on patients
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and to understand their needs and behaviors in
managing their condition and treatment.”

Personalization is the marketing version of
mass customization, Mr. Ormesher says. 

“Mass customization for most companies is
actually mass configuration,” he says. “In other
words, mass customization doesn’t mean ac-
tual customization at the individual level. It
typically involves dynamic configuration of a
finite number of feature variables that appear
to be personalization when experienced by the
consumer.”

In the same way, he says, marketing can be
personalized to a healthcare professional by
creating a finite set of approved content mes-
sages that can be reconfigured and presented as
personalized messages to the end user based on
his or her profile.

“There are several key factors that are driv-
ing the industry to more carefully segment
their patient population and to personalize
their marketing initiatives. The first is the
need to maximize their marketing investment,
and an immediate area to improve is adherence
rates, which are historically low,” Mr. Shapiro
says.

Additionally, providers and managed care
organizations want to see data that demon-
strate an improvement in patient outcomes

“ Digital communications have allowed
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and quality of life. Patients who do not adhere
to treatment typically have additional health-
care issues related to episodes of noncompli-
ance to treatment, which leads to increased
healthcare costs.

According to Pat Connelly, associate direc-
tor, corporate communications, Millennium:
The Takeda Oncology Company, digital mar-
keting is one of the first areas where a person-
alized approach is taking root. While market-
ing data of one sort or another can be obtained
— digital data provide behavioral insights. 

“By understanding how people consume,
advocate, and discuss information we can iden-
tify needs or opportunities,” he says. “This
helps develop an effective personalized ap-
proach, because with segmentation we’re more
interested in what people do than what they
say they do.” 

Digital communications have been pivotal
in the new model of segmentation, as they
have allowed marketers to segment like never
before by implementing different tracking
mechanisms in their ads. According to Neil

Weisman, executive VP and general manager,
Blue Chip Healthcare Marketing, technology
has enabled marketers to determine which ver-
sions of the ads are most effective down to the
ZIP code level. 

“We can learn the traffic patterns from each

ad and the device, browser, and version of the
browser consumer’s are using,” he says. “We
can track each ad version and segmentation
down to the randomized patient. We are also
able to use pharmacy prescription data and
ICD-9 codes to access highly targeted and
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challenging patient profiles. We partner with
leading electronic medical records companies
to integrate into our marketing mix as well.
The potential is incredible.” 

The changes in the industry’s potential au-
dience over the past 10 years has made it nec-
essary to employ personalization techniques.
The targets have expanded beyond physicians,
nurses, and pharmacists to include payers, so-
cial workers, patients, caregivers, and special-
ized members of the healthcare team.

With this in mind, personalization de-
mands a more specific understanding of the
audience and the market, Mr. Connelly says. 

“It is now the norm to see specialization in
payer and network marketing, and digital
marketing is a critical component to almost all
pharma marketing teams,” he says. “I think it
is incredibly important to note that segmenta-
tion lives and dies by data and the insights that
can be gathered from this information.” 

Overall, there should always be two consid-
erations for every campaign: the audience and
channel, he adds. 

“The message may be exactly the same, but
how and when it is communicated might be
different,” Mr. Connelly says.  

Marketers can’t lose sight of the basics how-
ever, even when using personalization tech-
niques. 

“The most effective communications cam-
paigns are united in one fundamental area:
they all arise from strategically sound founda-
tions,” Mr. Weisman says. “The strategic
process should always be disciplined and con-
sistent and begin with answering a few basic
questions: who is the target audience, what ac-
tion do we want them to take, what will pre-
vent them taking action, and by taking action,
what’s in it for them?

“The better we understand the mindset of
the target audience, even multiple targets, the
more effective and relevant the communica-
tions will be,” he continues. “For healthcare

specifically, the habits, motivations, and feel-
ings among the core target are critical; this in-
formation impacts our ability to empathize,
understand their path to treatment and pur-
chase, and recognize the barriers that are in-
hibiting action.”

It’s also important to note that there may be
multiple target audiences, each requiring a dif-
ferent strategy and communications program.
For example, with consumer products, there
may be a purchaser of the product, a user of the
product and an influencer of the product —
and they all may be different individuals with
different profiles. In retail and entertainment it
is commonplace to weave multiple media and
content into one communication, like a televi-
sion spot, providing different segments alter-
nate content to enrich their experience and
strengthen their relationship to the brand. 

“By providing the consumer with a better ex-
perience, they are more likely to become en-
gaged and loyal,” he says. “When we apply these
same principles to healthcare and patient re-
cruitment both the response and conversion rates
to our communications are off the charts.” PV
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aximizing marketing investments,
improving adherence, and cutting
costs are just a few of the benefits
that are driving companies to more
carefully segment patient popula-

tions and to personalize their marketing initia-
tives. 

In a climate of pharma cost-cutting and
consolidation, with many blockbuster drugs
going off patent and pipelines shrinking, there
is an ever-growing scrutiny on all investments
made to drive results in the industry these
days, and theoretically, a personalized ap-
proach improves effectiveness and efficiency. 

Pat Connelly, associate director, corporate
communications, Millennium: The Takeda
Oncology Company, says if companies can
identify smaller appropriate audiences and en-
gage these patients, the value can far exceed
capturing a larger segment with a broader
marketing approach. 

Beyond cost-cutting, segmentation strate-
gies that accelerate timelines for commercializa-
tion and patient recruitment can also reduce the
time to market, according to Neil Weisman, ex-
ecutive VP and general manager, Blue Chip. 

“An efficient marketing campaign means
that trials can be completed quicker and prod-
ucts can reach the market sooner,” he says. 

Mr. Connelly says the power of information
is key. He compares segmentation to that of
translational research in oncology. The amount
of clinical data available is enabling scientists
to understand seemingly infinitely complex

factors, such as genetic markers and pathways
of resistance. The industry is using this in-
creased understanding to help deliver the right
therapy, to the right patient, at the right time. 

“To a similar point, we can now look online
and pattern definitive behaviors for each one of
our audiences,” he says. “This allows for the
customization and placement of audience spe-
cific materials. With segmentation the data
and understanding we have of our audience is
helping us to deliver the right information, to
the right audience at the right time.”

This type of targeting also works well with
patient recruitment. A manufacturer can learn
a tremendous amount about its core target by
setting up analytics that capture many more
details that segmentation and personalization
can provide, Mr. Weisman says.

“Companies are able to learn a significant
amount about who the target audience is, what
they respond to, what the barriers and motiva-
tors are, etc.,” he says. “This information not
only enables recruitment campaigns to be ad-
justed mid-stream, it can also provide the
commercial teams with incredible insights
about the early adopter population and signif-
icantly help improve and accelerate launch
strategies.” 

The information learned from segmenta-
tion can also help to create messages that break
through the clutter that consumers face, espe-
cially online. 

“Let's face it, we all are distracted,” Mr.
Connelly says. “Marketing — in particular dig-

ital — competes with a lot of other forces. On-
line users exist in a world where they are at the
center, and it’s all about them, their friends,
and their interests. Facebook, Twitter, even
Google searches all reflect back to a user’s own
interests. Because they expect the digital world
to change to suit them, it is best for marketers
to talk to customers and stakeholders in ways
that resonate. To cut through the noise, content
must be relevant, the campaign strategy needs
to be able to flex to patient needs, and messag-
ing and efforts must be consistent.”

Because the old rear-view mirror approach
to targeting based on decile is not working,
the industry needs to turn to new ways of
reaching its target audience, says David
Ormesher, CEO, closerlook. Segmentation can
be ultimately much more efficient in reaching
meaningful targets. 

“Deciling overlooked many potential cus-
tomers and even penalized sales reps for spend-
ing time with non-target physicians,” he says.
“The new approach to segmentation revisits
targeting based on variables other than just
historical scripts. It looks for profile and prac-
tice similarities between high-value customers
and non-customers to identify high-potential
prospects, and then recommends the most ap-
propriate messaging and approach to convert
them into most valuable customers.”

Another area in which audience segmenta-
tion and a targeted approach can make an im-
mediate improvement in adherence rates,
which are historically low.

Audience 
SEGMENTATION:

M

Targeted Messaging 
The Benefits of 

Technology-enabled solutions that can define populations for targeted communications can
bring a number of benefits for companies and patients alike.
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“ Pharma companies continue to struggle to

provide the right trigger to improve

 compliance, and this is where technology

comes into play.”
JEFF MEEHAN / MD On-Line 

According to Lou Shapiro, senior VP of
business development, Tunstall AMAC, statis-
tics show that only 43% of patients who start
a therapy are continuing it after six months,
therefore the industry must constantly find
new patients, which is considerably more
costly than retaining existing patients.

All chronic conditions have high rates of
patient noncompliance, he adds. It is com-
monly reported that patient compliance to
therapy averages between 50% and 65%. Pa-
tients who do not adhere to treatment typi-
cally have additional healthcare issues, which
leads to increased healthcare costs. 

“The goal is to motivate patients to remain
on treatment,” he says. “Support is critical to
increasing patient adherence and providing
the right support is multi-dimensional and
deeply personal.” 

Marketers should think about proactively
reaching out to patients at various points in
their treatment journey and provide opportu-
nities for them to ask questions of clinically
trained representatives, seek emotional sup-
port, request educational materials and links
to resources, as well as receive appointment re-
minders. 

Mr. Shapiro says there are many ways com-

panies can deliver customized information to
improve compliance through patient support
programs, such as on-demand live call center
support, online resources through websites
and social networking sites, click-to-chat sup-
port through websites, mobile sites and appli-
cations, and vital sign monitoring devices. 

“Additionally, providers and managed care
organizations want to see data that demon-
strate an improvement in patient outcomes
and quality-of-life,” Mr. Shapiro says. 

Jeff Meehan, chief commercial officer, MD
On-Line, says the pharmaceutical industry is
still struggling to provide the triggers or mo-
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tivation for patients to continue on a
medication or treatment.

“Pharma companies continue to
struggle to provide the right trigger,
and this is where technology comes
into play,” he says. “When the right
triggers are applied, companies can
create change.”

A New Data Landscape

Databases, platforms, and surveys are adding
not only to the collection of data available to
marketers, but are enabling implementation of
personalized campaigns that were not possible
in the past. 

“The improvement in technology has pro-
vided pharma marketers a whole new land-
scape to explore, but they need to leverage the
data into meaningful action,” Mr. Meehan
says. “The industry has always had lots of data,
but today companies need to do more than di-
rectionally guide the salesforce based on the
information available. They now need to dis-
cover the channels and platforms that can
make the data actionable.” 

For example, the ability to place display ad-
vertisements using behavioral, audience, con-
textual targeting, and retargeting based on
technology-enabled data is one way personal-
ization can work in pharma, Mr. Connelly says. 

“We can now attempt to segment an audi-
ence based on the online behavior they exhibit,

the audience demographic they fit into, and
the type of information they are searching for,”
he says. “All of these target markers have been
shown to drive brand lift. Some tactics, such as
retargeting, tend to perform well above oth-
ers.”

Segmentation and personalization are com-
plementary tools for targeting and retaining
customers, Mr. Ormesher says. The ability to
develop more accurate and sophisticated seg-
mentation schemas is based on better analyti-
cal and data-mining applications. Integrating
third-party data with sales and marketing re-
sponse data is still a specialized technique, but
marketing operations are beginning to de-
mand this level of analysis. 

Personalization, however, is still as much an
art as it is a science, and begins with a central-
ized customer database and a commitment to
CRM.

“Platforms such as Appature’s Nexus allow
for the integration of multiple data streams
from various marketing tactics, as well as the
ability to tie these inputs to a unique ID in a

customer master database,” Mr. Ormesher
says. “A strategic digital agency can use this
platform to distill insight and make recom-
mendations that determine the tempo and arc
of personalized campaigns.” 

Research is also a critical step in the process
to confirm and quantitatively validate data be-
fore finalizing a strategy and deploying any
tactics. 

“Consumer and patient behaviors are
changing rapidly,” Mr. Weisman says. “A
company may have a tremendous amount of
experience targeting a specific patient popula-
tion, but if this experience is more than two
years old, it’s hardly relevant today as technol-
ogy has simply changed behavior and where
and how we consume information. This is pre-
cisely why it is so important to always conduct
some type of communication validation prior
to launch.” PV

“ If companies can identify smaller  appropriate

audiences and engage these patients, the value

can far exceed capturing a larger segment with a

broader marketing approach.”
PAT CONNELLY

Millennium: The Takeda Oncology Company
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