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BY ROBIN ROBINSON

UNBRANDED STRATEGIES

MOVE FROM THE BACK SEAT
10 THE DRIVER'S POSITION

In the future, the use and the value of unbranded promotion and messaging will continue to grow.

GSW Worldwide

“The second biggest metric in pharma —behind
sales — is sustained behavioral change, which
means inspiring people to adopt healthier behaviors

and adhere to treatment.”
\/\/ sage is making a comeback; our
experts say this movement is
being driven by more stringent regulations,
increased FDA scrutiny, and new online com-
municating opportunities. Looking toward
the future, thought leaders predict that the
use and the value of unbranded strategies will
Srow.

“Unbranded category-connected messages
are making a comeback,” says Nick Colucci,
president and CEO, Publicis Healthcare
Communications Group.

According to Mr. Colucci, volume and

4 Leigh Householder

e reported earlier this year (May
2010) that the unbranded mes-

Dave Ormesher

closerlook

“To create trusted relationships, pharma will
invest more in providing value to patients
through unbranded communications.”

share of non-branded ads increased in 2009
from 2008; driven by increased regulation,
FDA scrutiny and new online communica-
tion opportunities.

“With relationship marketing gaining in
popularity, more marketers will realize the
return of unbranded efforts as a way to begin
the dialogue and enhance the prob-

lem/solution category dialogue and educate

customers,” he says.
In a world of well-differentiated

RharmaVOICE

products, experts say unbranded strategies
become more important and useful to patients
and the pharma companies sponsoring them.

With increasing governmental scrutiny to
provide economical healthcare, pharmaceuti-
cal marketers will be increasingly held to pro-
viding more for their consumers, beyond sim-
ply the drug/product itself.

“Unbranded marketing strategies are
going to be huge,” says Todd LaRoche, execu-
tive VP, managing director of creative, Palio.



SN

“In short, the more a product can ‘own’ the
disease state for which it is made, the more the
brand will occupy the minds of consumers,
from providers to physicians to patients.”

R.J. Lewis, president and CEO of e-Health-
care Solutions Premium Advertising Net-
work, reports that unbranded educational dis-
ease sites are very popular online in large part
because so much more can be communicated.

“The content and offerings found on
unbranded sites often speak more directly to
the patient’s needs and offer more value,” Mr.
Lewis says. “This trend will continue and
strengthen.”

Unbranded efforts will become a much
more important component in the overall
strategy for pharma, predicts David Ormesh-
er, CEO of Closerlook Inc.

“The rise of ‘participatory medicine’ means
that engaged patients want a trusted and
comprehensive source of health information,
not just approved branded messaging,” he
says. “To create trusted relationships, pharma
will invest more in providing value to patients
through unbranded communications.”

The second biggest metric in pharma —
behind sales — is sustained behavioral
change, which means inspiring people to
adopt healthier behaviors and adhere to treat-
ment, according to Leigh Householder, digi-
tal strategist, GSW Worldwide.

“This won’t be accomplished through
branded sites and tools that are abandoned
after launch,” she says. “Instead, it will hap-
pen by spreading information and inspiration
throughout our lives in sustained, unbranded
communications and tools.”

One of the big challenges with unbranded
strategies is determining ROI, says Ken
Ribotsky, president and CEO, The Core
Nation. Unbranded messages will definitely
be in the mix for quite some time, but ROIs
will undergo closer scrutiny.

For good reason, Mr. Ribotsky adds, as
brands that are third or later to market in
their category will not find unbranded mes-
saging viable.

On the other hand, for brands that are —
or aspire to be — market leaders, the use of
unbranded advertising is an excellent path
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MARKETING

R.J.Lewis

e-Healthcare Solutions Premium
Advertising Network

“The content and offerings found on
unbranded sites often speak more
directly to the patient’s needs and
offer more value.”

that allows marketers to connect with their
customers, says Jay Bigelow, CEO, MicroMass
Communications.

“With the rising tide of consumerism and
social media, customers are looking for brands
that are authentic and stand for something
more than selling a product,” Mr. Bigelow
says. “Disease education, social movements
and causes, charity events, online social com-
munities, and the like all help create aware-
ness among general and specialized popula-
tions, and in turn, enhance the image of a
brand that supports them.”

Consumers these days are looking for rele-
vant information, not marketing messages,
and any marketer worth his or her salt will
provide good content over sales pitches, says
Elizabeth Estes, executive VP and chief strat-
egy officer, GA Communication Group.

“The most successful companies will real-
ize that consumers, which include our physi-
cians, nurses, office managers, decision mak-
ers, and patients, do not join social
networking sites to be inundated with selling
messages from brands,” she says. “It’s about
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2011 - YEAR IN PREVIEW

Elizabeth Estes

GA Communication Group

"Consumers these days are looking for
relevant information, not marketing
messages, and any marketer worth his or her
salt will provide good content over sales
pitches.”

creating relevant and engaging content for the
audiences, not them.”

Additionally, as expected, people don’t live
in a vacuum or silo their experiences from
online to offline — authenticity and trans-
parency will be paramount to success in both
places, she adds.

Unbranded efforts allow for greater cre-
ative flexibility and unbranded patient com-
Ken Ribotsky munications will continue to play an impor-
The Core Nation tant role in driving disease state awareness and
the overall disease category. 4

“Unbranded messages will
definitely be in the mix for
quite some time, but ROls will PharmaVOICE welcomes comments about this

undergo closer scrutiny.” article. E-mail us at feedback@pharmavoice.com.
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Have You Got What It Takes To Be The Next Pharma Idol?

SFE 2011 Is Looking For Emerging Speaker Talent In The
Pharma Industry To Join These Industry Leaders At SFE 2011

% Cecile Quaedackers % Andre Groenwegen
VP/General Manager VP & General Manager
Global Client Group UCB
American Express GCC

% Micheal Zaiac

* Ken Jones VP Global Medical Affairs
COO Europe Adolescent/Adult Vaccines
Astellas GSK

* Ifti Ahmed
Head of Sales Academy
Global Sales Excellence
Merck Serono SA

% Dr. Miri Halperin Wernli
VP, Deputy Head Global
Clinical Development
Global Head Business &
Science Affairs
Actelion Pharmaceuticals

What we are looking for?

e Some one with charisma & something refreshing
to say.

» Someone who can truly engage the audience & is
remembered.

» Someone who hasn't yet had the opportunity to
speak at this prestigious event- from sales rep to
sales consultant - what matters is your speaking
talent not your job title!

www.sfeeurope.com

Why Enter?

* Win a 30 minute speaking slot at this years SFE
Europe. Speaking slots at this event have - got
people promotions, jobs & clients.

» Win a free VIP ticket to SFE Europe worth €3000.

» Free speaker training workshop to hone your
skills

in association with Pharma Voice
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