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Pharmaceutical Marketing

Why is pharma still hesitant to play a part in social
media and engage in two-way dialogue centre stage?
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The traditional brand positioning model which VITA strategy aims to change

drives patient marketing is being sgueezed, behaviours and build trust, but will
making structural changes inevitable It convince press and public?
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Why is pharma still hesitant to play
a part in social media and engage in
two-way dialogue centre stage?
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Rasearch, ower IS0 million Ewropean adults
researched heralth infermation in 2008, wilh
Ay par cent of anline adults m Eurape relying
on the web to halp manage thair kealth and
wellress. "Health tlll!ll;‘i_. cofiad nabworks, wikis
and widea hawve become contras of infermalion
and imfluenca,” says Bunny Elarin, Interbrand
Health, "The gays o1 patienis passively
gocepting what physicians recommend

are ower, Pharmaceulical companies musl
recognisa fhat they can ng lgnger rely solety an
traditiona? marketing methods to communicate
afd efucate. While many beleye it i s

risky {a angage in these nower lechnologses,
the truth is that it's too risky not ta"

The informad patient eganda |5 cartainly
Iﬂl’i'.'lr'll_:l proqress., "Patients are much mare
active,” says Larry Fricdman, chiel research
officar, THS Korth America, “They are not
|ust receiving Infarmation from companies,
bul they are 1a:hing back and talli.il"ll;l ﬂl'l"llhl‘-ﬂil
themsielvos, Thare s now an incradibly
densa netwark of convarsations taking place
betwean consumers, and there |s much that
pharma could learm arsund whal pecple are
Lalking abaut. Tapping into thal is tha first
step. But pharma has restrictiens that other
Industries do net hasve - there are issues with
almast avery Tarm of communicalion. The
challenge is ta fiqure out kow o engage with
consumers, both patsants and heglthcarg
profesciongis, In ways that don't trip tham up.”

Regulation, aye there's the rub
Meadows-Kiee takes the prowecative view that
there are few reguiatary challeages preventing
pharma lrom making real progress anline, “The
barriars arg inside the minds and managament
structures of pharmaceuticad beands,” he says.
It"5 an inferestng critique. and ane that ic at
odds with consensus across the industry. i lithe

progress is being made to beald an the oppartunity

the digital Channe| prowiges, supporiers are
united i the reason why: requlation.

“Al the mament, car hands &fe dgmaewhal
tigd by the raqulations.” says Aaran Pond,
“AS an Ingusiry, wa need [o ElElriH' where the
line betwaen promolicn and tha prasision
of informaticn lies and how Thid relales Lo
engaging with cnline audiences, The ey is
tounderstand the ethos o Wab 2.0, whech is
to share information, engage in dialoges and
allow peaple bo Tarm their awn opinicns. The
Vary eREENCE of haalthcare communications
Is to dadiver fair, balanced, accurate and
transparant information. As swch, Realthcare
communicators do nod need 8 sea Chanpe
to function in an acceptable way onling.”

Felis Jackson, madical directar, medirawd,
befieyas the UK industry has hed itsell up in
kaals with the AEP Code ard has réeached
a paoint of wirtual paratysis. “We need claar
gueadelines onwhat we can 4¢ online, bt the
slow and retrospective way in which Tha Code
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5 updated does nol support this,” he says.
“The digital environment mavas wery quickly,
bt with writien updates ta the Code every bwo
wears and case law updates taking around six
manths, the indust Iy [t tll‘.'i"-'lq pafalysed”

Cue [hose who adminisler FRe Code, 00 must
be rememibarad that the industry is stricthy
requlatad by the Code, which retbacts and Qoes
beyond axlensive UK law. Pharmacadtical
carmpaniirs cauld do guile & ot digitally undes
the current Code,” says Heather Simmaonds,
directar, Prescription Medlcines Cade ol
Practice Adthority (PMTPAL “It"s all about
becoming a irusted source of infarmation
Companies can put infermation en thair
wabsites about spaciic medifines as g III:-rar}'
rasource for e public and patients.”

“What is it that the pharma
industry wants o do that il
thinks it can’t do?" 4

Bt isn't "lat” publication of infgrmation tha ald
madel? While "Web 1.0° still kas its place, what
chance fleracizon, didlﬂgl..'-é ard -El'll;ﬁqtl'r'll‘:!'ll:"
Is pharma ready For Facebaok? Ned guids, but
pernaps there are some Dby steps io be made,

Constraints of the Code
“Tha industry is commitied 19 complyving
with the Code and cauticus of its reputation
It may be mare willing to be involved in
proactive digital cammunication with haalth
professionals, rather thar with indvidual
patiants,” says Healher Simmaonds. " There
may wall be netwarks for health protessionals
thal companies can wse Lo promale medicines,
providing they comply with the Code, including
the need ta supply prescriting information
But Il companies want, for example, to use
Twitler, they need Lo be carelel If s more
difficutt far the industry ta use such madia
whan commun:tcating #ith the public given
the prohibition in the Coda, LK law and
European law that prescription-only medicines
cannat be prameted to tha public
But thara are hacklers In the crowd, They
ciEaim the Cade cannol offer one-size-fits-
all legislation bo suif 4 variefy of media, and
that the digital channal deserves dadicated
gquidetings, " The Code treats any infarmation as
it is either print ar the spoken woed, bul the
infernel is & different medium, 1 is bodh grinl
and spoken word,” says Felix Jackson, "We nead
chaar rules of engagemant 1or thes Channel.
Should content be signed off in the same way?
Where dois responsibiily begin and end 3"
Simmonds points gut that the content of
the Code i= a3 matter for the SAEPL Moreoyer,
il is a question of I:IE-I'.il:Iil"lg. baari L] im mind —

AR O el oy e s



= |epal reguirements, what Is appropriate, in
a built-up area, dreivers are within their legal
rights to mawe at 30mph - bt it isn't always
appropriate, "The Key question is: what 15 it
that the pharmaceutical ndustry wants ta da

sales and marketing budgets are being

”H"S ahﬂul burned an chanrels that no langer work,”

says Danny Meadows-Elue, “There is a

dl&':"“‘u'E[iI'l:g fundamental difference batwaen belng risk-

aversa and incentivising stagnation. The

that it thinks it can't de? When pou bern {he al:]l}f[]p”atE gonr o culling markeling caosis without
guestion around that way, pecple dan't come cutting impach is wide open; most pharma
up with an awful izt of examples, There |5 often !ﬂf'EIFITiE] {1 |-|J marketers are vel to walk through 1t

2wy snmethlnq sirmilar can be achieyed.”
Engagement with social media is far more
adwvancad in Amarica, “In the U5, thay hawve

Serma - Facebeok far doctors,” says Becky Wills,

account directer af YOOP, whoso “Compare Lhe
Meerkal' campaign showed how social media
can be deployed ever when linked toa highly-
regulated environment (financial servicesl.
“Serme was et up to share informatian amang
plwsicians. In 2007, Plizer signed a deal ta
hawe restricten, transparent access fo tha site,
It has ghven them access to information that
custamers are talking about, at the gaint of
gemand. &nd Ehat's the strength of Web 2.0

- it"s about delivering appropriate indarmation
at the time that it is needed. The challenge is
ril only in how we use the onling channel, but
also how we integrate it inte the marketing
mix, It's not about doing something digital

for the sake af i, but rather making sure
evesything works legether as a camgaign.”

UK companies can certainly learn lessans
fram current practice in the WS, but need to be
more than mera spectators, "At the moment,
there iz a fear of engagement hat s belding
companies back" says Jonathan Kay, head of
brang management, THS Healthcara, “What
has to ke considered i how Lo balance that
Fear with the agpartunity thal 5 16sl By nol
engaging, Thera's anly sa mach petantial
that can be achieved Dy observing,”

Ao 54, a5 caution pefsisis, an uncomfortabie
splutian Becomes clear: someone needs Lo
take a risk, A5 Fafix Jackson says, the indusiry
neads toadopt an approach of “low risk. not
no risk™. But is anyone actually prepared 1o
wander centre slage and lake the suditian?

The crifics’ reviews arg damning, “The
secior's fallure to innowate means vast

Top tips for implementation

0, in true dramatic tashion, enter the

at the time marketer, stage left. “Social media is an
: intriguing challenga far pharma, and not
that it is

Just due ta the Cade, but Bacause markeiers
often cpa inis as an apportunity Lo promsote

i
nEEdEL’J r their brands.” Lays Kai Gail, digital commerce

markating manager, GaxaSmithKline, "Rathar
than tryling §o engage custemers in this space
for the sake af it, marketers neaed to understand
whal social media 5, whal it can and can’l do
and than check that it readly is the right channal
to engage. They must then work out whers their
custormers are and naow 16 [alk 1 them within
thie Code. 1t's not an easy task, bul surely one of
the safer appreachas our industry can take,”

Revealingly, the PMCPA, which ofiers an
open deor for informal advice, has aat, ta
tate, receivied many detaded erquiries from
pharmaceutical companies, Heather Simmonds
encaurages thase with plans 1o ask the PMCPA
fof hedp. “Siegaestions Tor changing the Code are
webcomed and, of course, any changas are subject
to a detasled consultation procass,” she says,

o we end where we started - with the
urullidled promise of diglegue, Social media
is busilt upen a bedrock of corversation and
interaction, but the ndustry has yet te find its
valce, In fact, i has barely cleared its throat.
Progress requines discussicn. i & drama with
many participants, marketess hawa a majer
role to play in ensuring the show goes on
Facebook Mof patients may arrive much later in
Lhe plak, but the prologes rmust Degin rdaw.

To "tweat' ¥ Perchance to dream, Byl
It Act | doesn't start seon, as the Great
Drane ance said, “The rest is silencea".
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Analysis of yaur target market's intarnet profite, along with
the platform and tosks to reach that audience, should shape

etora you dive Into socizl media ask
yoursell the Tollowing questions:

Why am | using social media, what are my the caling messaqge development and sacial media content
abjectives and wha am | trying to reach? How will | reach strategy, while taking inte accoumt the brand positioning, Put
them? How will | get them to engage with my brand?, yoaursalf in the user's mindset; remamber the envircnment
How does sacial media it into the overall brand strategy? needs to match that mindsat and be relevant. Any social
Do we have the skills and Rnoealedge 1o deliver his? media s going to be evalusted and subsequently 5 success

it is all well-argd good te know thak, in isstation, sockal hinges on its authenticity, source, credibility and usehuiness.
medla Is capable of brand bullding, creating goodwill, Sockal media can be a minefiald bit, properly
refationship management and delivering increazed used, it has the poteatial ta be the most patent
marked share, bul remembsr, pour socisl media strateqy comsmunicalion weagan in yaur armoery,
should ke part of yous overall brand stratagy, As such, it
should be created and measured in tha same mindsat, Mary MeGregar ks cigial managng parines at W58 Digial
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