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This week we assess how COVID-related messaging is perceived 
by physicians and identify communication topics that are resonating 
most with these important stakeholders. Through assessing these 
key perceptions and topics, we pinpoint potential areas of focus 
for future communications 

As we move forward into a new phase of the pandemic, we 
believe these learnings can inform what every brand chooses to say 
and can help distinguish them as having a deeper understanding of 
physician mindset during the most significant chapter in healthcare’s 
recent history.

We understand that these are challenging times for all brand leaders, 
and so please know we’re here to help you navigate. We hope that 
these findings can lead to new thinking and responses that help us 
all get to a safe and speedy resolution.



Very important

Somewhat important

Neutral

Not important

Extremely unimportant

49%

41%

Although Physicians feel that COVID-related messaging is extremely 
important during the pandemic, most believe that no one company 
or brand is doing an adequate job conveying the information that is 
most important – instruction on how to stay safe and stop the 
spread. Furthermore, physicians feel overwhelmed by the volume 
of messages that they must sift through in order to find bits of factual, 
evidence-based information. 
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Data points
Nearly 4 in 5 physicians feel that pandemic-related 
messaging directed to healthcare professionals is 
at least somewhat important

Q1
To what degree do 
you feel pandemic-
related messaging 
and campaigns about 
healthcare professionals 
directed to you 
are important?

Q2
During COVID-19 
many companies 
have changed their 
communications to 
be more relevant to 
COVID-19 situation. 
Which company or 
companies stand 
out to you as those 
who have done a 
particularly good 
job at this?

A number of HCPs feel that no company has responded particularly well to 
the COVID-19 crisis, and among those who call out specific organizations, 
there isn’t broad consensus

Many physicians feel overwhelmed by the volume 
of messaging they receive, and struggle sifting 
through it to find information that is both valid 
and practical

“Can't think of anything that is missing, there 
is just too much of it to keep up with”

“Peer-reviewed, evidence-based data”

“How to tell the difference between 
facts and fake news”

“Practical tips for life outside of medicine”

“Science and evidence and medical experts 
standing up front an center rather than every 
talk-show host and elected and non-elected 
officials who feel that they are experts in 
public health” 

Q3
What’s missing 
from today’s 
communications 
to physicians?



Lessons learned from the cri sis

Continued support for healthcare workers

Progress and innovation around understanding COVID-
19 and slowing

Staying safe—procedural or protocol-related instruction

Supporting people impacted by the pandemic

Appreciation for f ront line and essential workers

Inspiring hope and a brighter future

64%
61%

Looking toward the future, HCPs would 
most like to hear about lessons learned from 
the crisis and how to continue supporting 
healthcare workers

Instruction on how to stay safe

Appreciation for f ront line & essential workers

What companies are doing to help the ef fort to slow or
stop

How companies are hel ping front l ine & essential workers

How companies are hel ping people in general

Togetherness and unity

What you can do to help

64%
55%

HCPs view instructions on how to stay safe 
and stop viral transmission as the most 
important communication topics for COVID-19

Q4
Which COVID-19 
related communication 
topics are most 
important to you?

Q5
Moving forward, 
what types of 
messages will be 
most important to 
talk about with 
physicians?

As brands and marketers continue to adapt messaging and communications to stay 
relevant during the COVID-19 pandemic, it will be important to underscore scientific 
learnings from the crisis, new understanding of the virus and further instruction on 
safety measures and protocols. 

Although doctors appreciate messages of support, their desire for information 
outweighs any need for acknowledgement of their efforts on the front lines.
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Key takeaways

01.
Let science lead
This study shows that the COVID-19 crisis, has not changed physician’s 
desire for clear, fact-based messaging – in fact, it may have enhanced this 
need for only the facts. Moving forward, if marketers are looking to get the 
attention of physicians and break through the clutter, the best way to do that 
is to lead with new facts, data and evidence instead of messages that are 
rooted in an emotion-laden idea. Furthermore, delivering messages in a way 
that bolsters scientific credibility (e.g. spokespeople who have scientific 
credentials versus not) is desirable over visual context that is not of a scientific 
nature. It may not be the sexy stuff, but it is the stuff that matters to these 
groups and that has not been delivered, to date, by anyone so well that 
doctors remember it and mention by name.

02.
Less is more
Many of us are probably feeling overwhelmed by the amount of messages 
being thrown at us from every direction during this time – physicians are no 
different. The more brands can crystallize the facts and deliver them in a way 
that doesn’t make the receiver work hard to see the point, the more effective 
you will be. COVID-19 gives brands permission to strip down to only 
the essentials. 

We believe that in today’s interconnected healthcare ecosystem, any 
product, service or offering has the potential to become mission-critical. 
The imperative for all healthcare brands is to be prepared for that moment 
by clarifying their role and offering to every stakeholder. We hope these 
findings can lead to new thinking and responses that help us all get to 
a new place that is better equipped not only to handle a future crisis but 
also the healthcare needs of today.
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