
Copyright©
Not for Sale or Commercial Distrib

ution
Unauthorised use prohibited. Auth

orised users can download, 

display, view and print a single cop
y for personal use

Canadian Pharmaceutical Marketing l November/December 2013 25

The need for a data-driven, integrated 
marketing strategy is more relevant than 
ever. Marketers face pressure to optimize 
within ever-shrinking budgets, while mov-
ing from a siloed, tactic-driven strategy to 
a fully integrated health care practitioner 
(HCP) experience that creates high-value 
one-to-one relationships. To get there, 
one must understand the latest technol-
ogy available, identify data sets to gather 
insight, and garner internal support.
There has been a dramatic shift within the 
past few years in how marketers are using 
multichannel data to communicate with 
HCPs. Marketers are faced with the chal-
lenge of building a one-to-one relationship 
in a landscape of patent expirations, a shift 
towards generic medications, and shrink-
ing advertising and promotional budgets. 
Creating a brand strategy that optimizes the 
channel mix, derived from multichannel data 
brand insights, will allow marketers to cre-
ate a personalized dialogue with HCPs and 
increase engagement in market conditions 
that make getting through to HCPs more 
important than ever.

Proliferation of Channels  
and Data
Marketers have an astounding breadth of 

when creating an ideal marketing mix. Digital 
channels continue to grow in number and 

remain on the table.

A recent Manhattan Research survey of 8,745 
US adults found that 73% of of those surveyed 
(ages 18 and older) use online health informa-
tion and tools, and new research has found 

that these resources are shaping consumers’ 
choices of health products and services. Of 

online information or tools in their selection of 
health care providers, treatments, and services.

While having so many resources can result 
in greater complexity, it also increases the 
ability of marketers to connect with the types 
of tools, resources, and messaging that mat-
ter to HCPs and their patients. Being able to 
interpret the types of data that can be derived 

-
tion’s data privacy parameters is essential 
to developing one-to-one relationships with 
HCPs and their patients.

Channel preferences, opt-in email addresses, 
online tracking of tools, and resource down-
loads can help marketers drive a HCP’s 
experience with brands that are unique and 
personalized — beyond traditional push mes-
saging based on aggregate market research.

Understanding the  
Technology Landscape
For the past 20 years, pharmaceutical compa-
nies have spared no expense building technol-
ogy capabilities that support the sales force 
— be they sales force automation systems, 
reporting tools, or iPads. Meanwhile, the 

underserved in most organizations, which 

to manage their data, deliver integrated cam-
paigns, or gather insights necessary for opti-
mization.

This is changing as marketing becomes 
increasingly data-driven as well as more 

there is currently a major shift taking place 
toward investment in marketing capabilities. 
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-
cers. This means marketers need to understand the current 
technology landscape, particularly tools that enable them 
to develop a 360° view of customers, personalize content 
or trigger messaging to keep them engaged, and garner 
insights to drive segments and campaign optimization.

Marketers can then work with the players inside and out-
side of their organization that can help them leverage 
enabling technology to implement an integrated market-
ing strategy. These may include commercial operations, 
digital/multichannel centres of excellence, information 
technology (IT), and agency partners.

The integrated/multichannel marketing space offers a 

different organization and/or situation.

 Cloud-Based/Software-as-a-Service 
(SaaS) Platforms:
Cloud-based, software-as-a-service solutions are gen-

scale, and provide broad access. There is no hardware to 
procure, and there are no lengthy development timelines. 
Frequent software upgrades mean marketers have the 
latest tools and functionality to gain a competitive advan-
tage. This is ideal for those marketers who would like to 
be in control of multichannel campaign planning, which 
facilitates execution and insights without having to rely 
on internal systems or traditional technology providers.

 Commercial IT: Onsite Data Warehouse 
and Enterprise Marketing Software
Onsite physical data warehouses and marketing tech-
nologies require organizations to have the infrastructure 
and resources to build and maintain a system. The 
initial implementation can be quite lengthy and costly. 
Organizations that go this route are usually interested 
in leveraging internal assets and want to hold on to all 
intellectual property, with a strong belief that the data 
and systems are safer if they reside internally. These 
solutions often leverage older technologies, require 
extensive customization, and are slower to evolve.

 Marketing Service Providers that 
Bundle Technology and Services
Marketing service providers (MSPs) both build and 
maintain the technology (typically systems that are 

similar to the enterprise IT platforms described above) 
and also provide staff to run the systems and campaign 
programs on a full-service basis. MSPs are often used 
by large organizations that don’t want to rely on internal 
IT teams and can afford the higher costs for imple-
mentation and ongoing support. These organizations 
may not prioritize having direct access to their data 
or have a strong preference in the technologies used 
(technology-agnostic). The solution often involves 
integrating different toolsets (campaign planning and 
management, business intelligence and reporting), 
which can be weak links if not built with a long-term 
vision in mind. The organization’s primary focus is 
having a dedicated team of people that will take their 
direction and execute accordingly.

Change Management:  
“Selling” Internally
Change management is often the most neglected aspect 
of switching to a data-driven environment and often the 
one that prevents it from being successful. Marketers 
need to understand that there are processes that need to 
change and that people will be impacted. The changes 
often run the gamut from getting data faster to reviewing 
marketing materials in an accelerated manner. Marketers 
need to reach out early on in the project to gain support 
and input from those that will play a role in supporting 
the change, no matter how minor.

Marketers should take the needs and constraints of other 
departments into consideration, because what might 
seem like a clear win for them might not be seen in the 
same light by others. 

Putting It All Together
Making sense of your multichannel data and integrat-
ing it into relationship marketing tools and strategies 
that work for your brand and your organization requires 
commitment and effort. However, focusing on the right 
enablers — understanding which data are available to 
make informed decisions; utilizing technology solutions 
that help manage data, execute campaigns and provide 
customer insight; and garnering internal support within 
your organization — will help move you towards devel-
oping a unique HCP experience with your brand and 
drive you towards one-to-one relationships.
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For further information regarding this article, please contact 
your local IMS Brogan representative or send an email to 
info@ca.imsbrogan.com.

Customer Success
A leading pharmaceutical company planned to host a Satellite Symposium Event for Brand D. They identi-

physicians were then separated into communication streams based on their behaviour. Physicians who read 
the email but didn’t register for the event received a follow-up message after a few days, while physicians 
who did register for the event received a reminder email a few hours before the event was scheduled to begin.

After the Symposium, the company collected feedback from the physicians who attended the event using a 
learning assessment form that was automatically deployed after the event concluded. At the same time, the 

-
ees. The feedback collected in this way was combined and collated, and the company used that data to create 
a document highlighting key insights from the event. These key insights were then emailed to the segment 
of physicians that wasn’t able to attend, providing an additional touch point with this important audience.

As the Journey drew to a close, the marketing team evaluated the campaign, looking at behaviour and 
engagement metrics for each of the 150 targeted physicians. The marketing team was able to provide com-
prehensive performance analysis to executive leadership immediately after the Journey ended.

With the Appature’s Journeys interface, such as the one pictured above, you can create personalized customer 

based on their behaviour. Journeys reduces the time required to set up and deploy campaigns and allows 

agile and responsive to market demands. The outcome of each activity feeds back into the analytics module.


