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INTRODUCTION

In today's digital age, having a
strong digital marketing
strategy is vital for the success
of any business, including
those in the pharmaceutical
and life sciences industries.
The pharmaceutical industry is

highly competitive and ,
complex, requiring

organisations to reach and
engage multiple distinct

audience groups to drive @
conversions and revenue. -

There are several key trends shaping pharmaceutical marketing, such as the growing
use of digital channels, the emphasis on patient engagement and education, the
sharing of scientific evidence to support product use, and a focus on value-based
pricing. Additionally, the use of data and analytics for personalisation, the shift
towards an omni-channel approach, and the growing importance of patient advocacy
and social media are all important trends to keep in mind.

In this whitepaper, we will discuss the importance of maximising return on investment
(ROI) for pharmaceutical digital marketing spend and provide actionable tips for
optimising some of the key digital channels. We will also discuss the significance of
personalisation, segmentation, automation, Al, data analysis, customer journey and
experience (CX) mapping, A/B testing, experimentation, and omni-channel marketing.

By following our tips, you will transform your pharmaceutical marketing efforts and
boost ROL.
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THE IMPORTANCE OF

CONTINUOUS MONITORING

Monitoring and optimising ROl is crucial for all marketers as
it allows them to identify which strategies and tactics are
working and more importantly which ones are not.

By continuously monitoring and analysing ROI, marketers can make data-driven decisions
and adjust their strategies accordingly in order to maximise returns. Additionally, by
regularly analysing the performance of all digital assets, i.e., a website or app and
campaigns i.e., SEO or email etc, marketers can gain a greater understanding into where
to allocate their resources more efficiently to help them make the most out of their
digital marketing budget.

Marketers can measure the ROl of their website and campaigns by using a combination
of website analytics and conversion tracking tools. Here are a few of the key steps and
metrics that all pharmaceutical marketers should be using to measure ROI:

+¢ Installing website analytics: The first step is to set up website analytics, such as
Google Analytics, on your website. This will allow you to track and measure website
traffic, bounce rate, and other key metrics.

+¢ Identifying key conversion points: Next, you should identify the key conversion points
on the website, such as form submissions, product enquiries, and educational material
downloads. These are the actions that you wanted your end-users to take on the
website, and they will serve as the basis for measuring ROI.

+¢ Tracking conversions: Using conversion tracking tools, such as Google Tag Manager,
marketers can track and measure the number of conversions that occur on the website.
This will give you a real sense of how many visitors are taking the desired action on your
website.

+¢ Calculating ROI: Once you start tracking website traffic and conversions, you can use
this data to calculate the ROI of the website and campaigns.

+¢ Analysing and optimising: Marketers can use the data and insights gained from their
website analytics and conversion tracking tools to analyse the performance of their
digital assets and activities and identify areas for optimisation. This will allow the
marketer to continuously improve performance and increase ROI.
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Additionally, marketers can also use tools like heatmaps and user data and recordings to
understand how users are interacting with websites or mobile apps to help identify
potential bottlenecks that may be causing them to prematurely end a session before
taking any action. Based on these insights, you can then make changes to your website or
app to improve the user experience and increase conversions.

When it comes to analysing the performance of specific tactics like SEOQ, PPC, email and
social media campaigns you may want to consider using more specialised tools that will
provide you with additional data that can help you to better optimise those campaigns.
For example, with regards to SEO analytics you’ll most certainly want to set up and use
Google Search Console, and you may also want to consider investing in more specialist
SEO tools like SEMrush, Ahrefs, etc. These tools will help you to track and measure
important SEO metrics such as organic traffic, keyword rankings, search volumes,
competitors and backlinks.

Additionally, marketers should also consider using tools such as SERP trackers and
dedicated keyword research tools to more closely analyse the performance of specific
keywords and understand which keywords are driving the most conversions, so you can
adjust your keyword strategy accordingly. You can also go a step further and use A/B split
testing software to experiment with testing different elements of the website or ad copy
such as headlines, meta descriptions, and call-to-action buttons to see which versions lead
to more conversions.

KEY MESSAGE

To measure the ROI of their digital marketing efforts, marketers should
use website analytics and conversion tracking tools, identify key

conversion points, track conversions, and analyse and optimise
performance using more specialist software like SEO analytics tools.
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MAXIMISING PHARMACEUTICAL
MARKETING ROI

The importance of setting clear and measurable goals:

Setting clear and measurable goals is essential for the success of any
pharmaceutical marketing campaign. It allows the marketing function to:

1. Prioritise their efforts: By identifying specific goals, organisations can
focus their resources on the most important aspects of their marketing
strategy.

2. Track progress: SMART (Specific, Measurable, Achievable, Relevant, and
Time-Bound) goals provide a way to track progress and measure the
success of a marketing campaign. This allows businesses to make data-
driven decisions and adjust their strategy as needed.

3. Understand the return on investment: Clear and measurable goals
allow businesses to understand the return on investment of their
marketing efforts. This helps them make informed decisions about where
to allocate resources and how to optimise their marketing budget.

4. Communicate effectively: Clear and measurable goals provide a shared
understanding of what the organisation is trying to achieve, making it
easier to communicate the strategy and progress to stakeholders.

5. Enable goal alignment: Setting measurable goals aligns the efforts of
the different teams and departments within the organisation towards a
common objective.

KEY MESSAGE

Setting clear and measurable goals is crucial for a business to be able to
track progress, measure success, and optimise the return on investment

of their marketing efforts. This is particularly important in digital
marketing, where the vast amount of data and analytics available make it
easy to measure progress and make data-driven decisions.
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THE DIFFERENT DIGITAL
MARKETING CHANNELS

AND THEIR POTENTIAL
IMPACT ON ROI

There are several digital marketing activities that
can be used to drive ROI for a business. The most
common include:

+¢ Search Engine Optimisation (SEO):
This involves optimising a website's
content and structure to improve its
visibility in search engine results pages
(SERPs). SEQO can drive high-quality
traffic to a website, resulting in
increased conversions and ROI.

+¢ Pay-Per-Click Advertising (PPC): This
includes advertising on search engines
(such as Google AdWords) or social
media platforms (such as Facebook Ads
or LinkedIn). PPC allows businesses to
target specific keywords and
demographics, often resulting in high-
converting traffic and a measurable
return on investment.

+¢+ Social Media Marketing: This 1
involves leveraging social media

platforms (such as Facebook,

Instagram, Twitter, LinkedIn, TikTok

etc.) to reach and engage with target

audiences. Social media marketing can

be a cost-effective way to generate

brand awareness, drive website traffic,

and increase conversions.
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+* Email Marketing: This involves sending
targeted, personalised email campaigns to a
business's customer base or leads. Email
marketing can still be an effective way to
nurture leads, build relationships, and drive
conversions but open rates of marketing based
emails have been dropping over the last few
years.

KEY MESSAGE

+*Video Marketing: This involves creating
video content to promote a product,
service, or brand. This type of marketing
leverages the popularity of video content
on platforms such as YouTube, TikTok,
Instagram, LinkedIn. It can include various
formats, such as corporate videos,
product demonstrations, patient
testimonials, and educational content,
and can be used to increase brand
awareness, drive website traffic, generate
leads, and boost sales. video marketing
can create an emotional connection with
audiences, leading to increased
engagement and conversions.

+» Content Marketing: This involves
creating and distributing valuable,
relevant, and consistent content to attract
and engage your ideal end-users. Content
marketing can be used to build brand
awareness, generate leads, and drive
conversions. Content can be in the form
of whitepapers, infographics, interactive
games and tools and of course video.

It is important to note that the impact of these channels and activities on
ROI may vary depending on the business and the audience, and so it is

important to test and measure the performance of each channel to
optimise results.
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Optimising the use of digital marketing channels to
maximise ROl involves several steps, including:

X/
°e

X/
°e

X/
L X4

X/
L X4

Defining clear and measurable goals: As
discussed earlier, setting clear and measurable
goals is essential for understanding the return
on investment of digital marketing activities.

Identifying the target audience: Understanding
the target audience and their needs,
behaviours, and preferences is crucial for
selecting the most effective channels and
creating relevant and engaging content

Conducting a channel audit: Analyse the
current performance of each channel, i.e.,
organic search, social etc. in terms of cost,
reach, engagement, and conversion rates to
identify which channels are most effective and
which need improvement.

Creating a content strategy: Develop a content
strategy that aligns with the target audience
and their goals, this will help to create high-
quality, relevant, and engaging content that will
drive conversions.
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Ongoing testing and optimising: Continuously
test and optimise campaigns, landing pages, and
other elements of the marketing strategy to
improve performance and increase ROI. This can
be done by A/B testing, multivariate testing, or
other optimisation techniques.

*
L %4

Using analytics: Use analytics tools to track and
measure the performance of each channel, this
will help to understand the customer behaviour,
demographics, and the conversion rate. This data
can be used to optimise the campaigns and the
o060 website.

X/
L %4

Focusing on conversions: Focus on the
conversion rate, by using the right calls to action,
landing pages, and forms to maximise the
conversion rate.

X/
L %4

Personalising the user experience: Personalise
the experience for the end user by using their
data, browsing history, and behaviour to deliver
relevant content and offers.

KEY MESSAGE

By following these steps, businesses can optimise the use of digital

marketing channels to maximise ROI. Additionally, it is important to keep
in mind that the optimisation process is ongoing, and requires
continuous monitoring, testing, and adjusting to stay relevant and
effective in the ever-changing digital landscape.
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THE IMPORTANCE OF
PERSONALISATION AND

SEGMENTATION IN DIGITAL
MARKETING

Personalisation and segmentation are crucial
elements in digital marketing, especially in
the pharmaceutical industry where marketers
are having to communicate with multiple
distinct audience groups and so they have the
added challenge of creating content thatis
both engaging and compliant.

Personalisation and segmentation are
important because they allow
businesses to tailor their marketing
messages to specific audience groups,
rather than using a one-size-fits-all
approach.

In the pharmaceutical industry,
personalisation and segmentation can
be used to target specific audiences
such as healthcare professionals,
patients, payers, and investors. This can
be done by tailoring the message,
content and channels to the specific
audience

For example, healthcare professionals
are more likely to be reached through
professional networking platforms and
scientific journals, while patients might
be better reached through social media
and patient communities.
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There are several approaches to reaching and
engaging healthcare professionals, patients,
payers, and investors:

)/

+* Personalisation: By using data, such as browsing history and past
interactions, businesses can personalise the messaging and content
for each individual, making it more relevant and engaging. This can be
done through targeted email campaigns, personalised landing pages,
and targeted ads.

** Segmentation: By dividing the audience into smaller groups based on
characteristics such as demographics, behaviours, and interests,
businesses can create more effective and targeted campaigns. This can
be done by using data from web analytics, surveys, and social media
listening.

+* Multi-Channel Marketing: Reaching the target audience through
multiple channels such as email, social media, and webinars, can
increase the chances of engagement and conversion.

)/
L4

Influencer Marketing: Finding and collaborating with industry
influencers can help to build trust and credibility among the target
audience.

X3

*

Healthcare professionals: Healthcare professionals are an important
target audience for healthcare companies, and they can be reached
through digital channels such as webinars, email campaigns, and social
media.

» Patients: Patients are the end-users of healthcare products and
services, and they can be reached through digital channels such as
social media, online communities, and video content.

% Payers: Payers are the individuals or organisations that pay for
healthcare services, and they can be reached through digital channels
such as email campaigns, webinars, and targeted ads.

X/
0

Investors: Investors are individuals or organisations that provide
funding for healthcare companies, and they can be reached through
digital channels such as email campaigns, webinars, and targeted ads.
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Segmenting healthcare professionals and patients into distinct audiences
can be done by using a variety of demographic, behavioural, and
psychographic characteristics. Here are a few examples:

X/

% Demographics: Healthcare professionals can be segmented based on their profession
(e.g. doctors, nurses, pharmacists), specialty (e.g. oncology, cardiology), and location (e.g.
urban, rural). Patients can be segmented based on their age, gender, income, and
location.

X/

% Behavioural characteristics: Healthcare professionals can be segmented based on their
level of experience, the types of patients they see, their prescribing patterns, and their
level of engagement with online platforms such as medical journals and professional
networks. Patients can be segmented based on their level of engagement with online
platforms such as patient communities and social media, as well as their level of
adherence to treatment regimens.

X/

% Psychographics: Healthcare professionals can be segmented based on their values and
attitudes, such as their level of interest in new treatments and technologies, their level of
comfort with digital technologies, and their level of interest in continuing education.
Patients can be segmented based on their values and attitudes, such as their level of trust
in pharmaceutical companies and the healthcare system, their level of comfort with
online platforms, and their level of interest in self-care and preventive care.

X/

% Interest: Healthcare professionals can be segmented based on their area of interests,
such as clinical research or implementation of new technologies in practice. Patients can
be segmented based on their interest in a specific condition or treatment, for example,
patients with diabetes might be interested in diabetes management.

KEY MESSAGE

By segmenting healthcare professionals and patients into distinct
audiences, pharmaceutical marketers can create targeted digital

marketing campaigns that are tailored to the specific needs and
preferences of each group. This can lead to more effective and engaging
campaigns that are more likely to result in increased conversions and
ROI.
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10 BEST PRACTICES FOR
CREATING EFFECTIVE

PHARMACEUTICAL DIGITAL
MARKETING CAMPAIGNS

Creating effective pharmaceutical digital
marketing campaigns requires a combination
of strategy, creativity, and data-driven insights.

¢+ Define clear goals and objectives: Identify the specific outcomes that you want to
achieve with your digital marketing campaign, such as increasing website traffic,
improving conversions, or building brand awareness.

¢ Understand your target audience: Conduct thorough research on your target
audience, including demographics, behaviours, and pain points. Use this information to
create targeted messaging and to select the most appropriate channels for reaching
your audience.

¢ Comply with regulations: The pharmaceutical industry is heavily regulated, be sure
to comply with all regulations, guidelines, and codes of conduct, such as the ABPI code
in the UK. Pay-Per-Click Advertising (PPC): This includes advertising on search engines
(such as Google AdWords) or social media platforms (such as Facebook Ads or
LinkedIn). PPC allows businesses to target specific keywords and demographics, often
resulting in high-converting traffic and a measurable return on investment.

o
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+» Create engaging and informative content: Develop high-quality, engaging, and informative
content that addresses the needs and pain points of your target audience. Use storytelling,
visuals, and interactive elements to make your content more engaging.

+»+ Use multiple channels: Utilise a variety of digital marketing channels to reach your target
audience, such as email, social media, pay-per-click advertising, and content marketing.

++ Use data and analytics: Use data and analytics to monitor the performance of your digital
marketing campaigns and to make data-driven decisions on how to improve them.

+»» Optimise for mobile: Optimise your digital marketing campaigns for mobile devices to
ensure that they are accessible and easy to use on smartphones and tablets.

+» Test and iterate: Continuously test and iterate your digital marketing campaigns to show
what works and what doesn’t. Use A/B testing to test different elements of your campaigns
and to improve their performance over time.

+* Measure results and optimise: Use analytics and tracking to measure the performance of
your campaigns, and use the data to optimise your campaigns for better results.

+» Personalisation and segmentation: Use personalisation and segmentation to tailor your

messaging to specific groups of customers and to ensure that your campaigns are more
effective and engaging.

KEY MESSAGE

Maximise the impact of your digital marketing by developing a data-
driven, multi-channel approach with a focus on:

* Setting clear goals e Optimising for mobile

* Understanding your target * Continuous testing and
audience optimisation

* Complying with regulations * Personalised and

* Creating engaging and segmented messaging
informative content
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THE IMPORTANCE OF
CUSTOMER JOURNEY MAPPING

AND CX STRATEGY

Customer journey mapping is the process of
understanding and visualising the various
touchpoints that a customer goes through when
interacting with a business. It is a crucial
elementin optimising ROl because it allows
businesses to identify and address pain points
in the customer experience (CX), which can lead
to increased conversions and revenue.

Here are a few ways that customer journey
mapping can be used to optimise ROI:

+»Identifying pain points: By mapping the
customer journey, businesses can identify pain
points in the customer experience (CX), such as
long wait times, confusing navigation, or poor
content. By addressing these pain points,
businesses can improve the CX and increase
conversions.

+»Identifying opportunities: Customer journey
mapping allows businesses to identify
opportunities for upselling, cross-selling, and
other revenue-generating activities. By
understanding the customer's needs and
behaviour, businesses can create targeted
campaigns and offers that will be more likely to
result in conversions.
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+»» Optimising marketing spend: By understanding the customer journey, businesses can optimise
their marketing spend by identifying the channels and touchpoints that are most effective at
driving conversions. This can help to ensure that the budget is being allocated to the most
effective marketing activities.

+» Improving personalisation: Customer journey mapping allows businesses to understand the
customer's needs and preferences at different stages of the journey, which can help to create
more personalised and effective marketing messages.

+» Enhancing customer loyalty: By providing a positive customer experience, businesses can
increase customer loyalty, which can lead to repeat business and positive word of mouth,
ultimately increasing revenue.

+» Identifying potential areas of improvement: Customer journey mapping allows businesses to
identify potential areas of improvement in their customer service and support, which can lead to
increased customer satisfaction and loyalty.

—

e

0

KEY MESSAGE

By mapping the user journey, you can identify pain points and

opportunities for improvement in the HCP and patient experience. It can
also help to identify opportunities for up-selling or cross-selling other
products or services, creating new educational resources or inviting
audiences to participate in webinars. By addressing these pain points
and opportunities, you can improve the user experience, increase
conversions and revenue and ultimately improve patient outcomes.
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SEO: A CRUCIAL COMPONENT
OF PHARMACEUTICAL

MARKETING STRATEGY

Search engine optimisation (SEO) plays a
crucial role in developing a comprehensive
pharmaceutical marketing strategy.

SEO is the process of improving the quality and quantity of website traffic through
organic search results. This channel is essential for increasing brand visibility, attracting
new visitors, and driving engagement in the highly competitive life sciences industry. To
optimise the SEO channel, pharmaceutical marketers should focus on targeting the right
keywords, improving website content and structure, building quality backlinks, and
leveraging social media.

Search engines play a vital role in the healthcare decision-making process for both
healthcare professionals (HCPs) and patients. When it comes to researching medical
information, self-diagnosis, and treatment options, a large number of individuals turn to
online sources.

Research has shown that healthcare professionals (HCPs) and patients alike heavily rely
on search engines, particularly Google, when it comes to making decisions about their
health and healthcare. According to a study by Kyruus, a provider of patient access
solutions, 91% of HCPs use search engines to research medical information and
treatment options, while 72% of patients reported doing the same. Additionally, a survey
by the online physician network Sermo found that 48% of physicians use Google as their
initial search point for medical information.

( Q)
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Another study by the search engine optimisation
company BrightLocal found that nearly 60% of
consumers use search engines to find information
about local healthcare providers, and another study by
the marketing agency Healthcare Success found that
70% of patients research their symptoms and
diagnoses online. These statistics highlight the
importance of having a strong search engine
optimisation (SEO) strategy for pharma marketers
looking to reach both HCPs and patients.

Google prioritises health and medical websites to
avoid spreading incorrect information. In December
2022 they introduced a new algorithm to assess
Experience, Expertise, Authority, and Trustworthiness
(E-E-A-T) of websites that impact someone’s well-
being, finances or safety known as "Your Money or
Your Life" sites. The algorithm places more importance
on evaluating the authoritativeness, expertise, and
trustworthiness of pages when a user searches for a
"YMYL" topic. Pharmaceutical, medical, and life
sciences websites fall under this category, so it's
crucial to show that your site meets these stricter
standards to signal trust and safety. Read our SEM
white paper to learn more about E-E-A-T)

KEY MESSAGE

A comprehensive SEO strategy is essential for pharmaceutical marketers

looking to reach both HCPs and patients. By optimising their digital
presence, they can ensure their content is easily discoverable,
trustworthy, and relevant to the target audience, leading to improved
engagement and ROI.


https://www.geneticdigital.co.uk/healthcare-search-engine-marketing/
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HARNESS THE POWER OF VIDEO
IN YOUR PHARMACEUTICAL

MARKETING STRATEGY

Video marketing is an important component of
a comprehensive pharmaceutical marketing
strategy. Video can be used in various ways to
effectively communicate information about
products and services, engage with customers
and help to build trust and credibility.

+» Education and awareness: Video can be used to educate healthcare professionals and
patients about the benefits and proper use of pharmaceutical products. It can also be

used to raise awareness about diseases and conditions that the products are intended to
treat.

+* Personalisation: Video can be used to personalise interactions with healthcare
professionals and patients. By providing targeted, relevant content, pharmaceutical
companies can increase engagement and build stronger relationships.

+» Emotion: Video has the ability to evoke emotions, making it an effective tool for
storytelling and building brand awareness.
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+» Compliance and regulations: Video can be used
to provide educational information about side
effects, contraindications and other important
information that is required by regulations.

+* Measuring success: With the help of video
analytics, pharmaceutical companies can
measure the success of their video marketing
campaigns by tracking engagement and
conversion rates.

+* Virtual events: With the current trend of remote
working and limited face to face interactions,
video can be used to create virtual events and
conferences to connect with healthcare

A% L\ L4 professionals and patients.

+* Social media: Video can be shared on social
media platforms such as Facebook, Instagram,
YouTube, and TikTok to reach a wider audience
and drive engagement.

KEY MESSAGE

To apply video to a pharmaceutical marketing strategy, companies can
create a mix of videos such as educational videos, product

demonstration videos, patient testimonials, virtual events and live
streams. Additionally, videos can be tailored to specific audiences such as
healthcare professionals and patients, and can be promoted through
various channels such as email, social media, and paid advertising.
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UNIFYING CUSTOMER

EXPERIENCE: THE POWER OF
OMNI-CHANNEL MARKETING

Multi-channel marketing and omni-channel
marketing are both strategies used by
marketers to reach and engage with customers
across different channels, but they differ in their
approach and focus.

Multi-channel marketing refers to the use of
multiple channels to reach and engage with
customers. This can include channels such as
email, social media, web, search and mobile. In the
pharmaceutical industry, a company might use
multi-channel marketing to reach out to both
patients and healthcare professionals through a
combination of email, social media, and mobile

apps.

Omni-channel marketing, on the other hand,
refers to a more integrated approach that aims to
provide a seamless experience for audiences
across all channels. This means that the company
will use the data they have collected from
customers across channels to provide a
personalised and consistent experience, regardless
of the channel being used. For example, if a HCP
interacts with a pharmaceutical company through
a mobile app, the company will be able to use that
data to provide personalised and relevant
information when the HCP visits the company's
website or receives an email from the company.
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For the pharmaceutical industry, omni-channel marketing can be an effective way for companies to
engage with both patients and HCPs in a way that is tailored to their specific needs and preferences.
This can help to build trust and loyalty, which is particularly important in this highly competitive and
regulated industry. Additionally, the use of omni-channel marketing can also improve the efficiency of
data collection, which can be used to improve drug development and clinical trial design.

Here's an example of an omni-channel marketing campaign for a UK-based specialty pharma company
specialising in cancer therapies:

+* Email marketing: The company sends out an email campaign to its list of healthcare professionals,
promoting a new cancer therapy and providing information on the benefits and effectiveness of the
therapy. The email includes a call-to-action to visit the company's website for more information.

+* Website: The company's website is optimised for mobile and includes detailed information on the
new therapy, including dosage, side effects, and clinical trials. The website also includes a form for
healthcare professionals to request more information or educational material.

+* Social media: The company uses social media channels such as LinkedIn to promote the new
therapy, sharing information and educational resources, as well as success stories from patients
who have used the therapy.

% Virtual events: The company hosts a webinar event for healthcare professionals to learn more
about the therapy and ask questions to the medical team. The event is streamed on the company's
website, as well as on social media channels, making it accessible to a wider international audience.

+* In-person events: The company also hosts in-person events for healthcare professionals, such as
medical conferences and symposia, to provide more in-depth information on the therapy and its
use in treating cancer.

+* Support service: The company's medical team and sales representatives are available to answer any
guestions or concerns that healthcare professionals may have via phone, email or live chat.

KEY MESSAGE

By using an omni-channel approach, pharmaceutical companies can
reach and engage with healthcare professionals and patients across
multiple channels, providing a consistent and seamless experience.
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HOW Al & CHATGPTIS

REVOLUTIONISING
MARKETING

Artificial intelligence (Al) is poised to
revolutionize marketing in a number of ways.

One of the hottest topics being discussed in 2023 is ChatGPT. ChatGPT is a large
language model developed and trained by OpenAl. It is powered by a deep
learning architecture called the Generative Pre-trained Transformer (GPT) which
uses a neural network to generate human-like text.

The model is trained on a massive dataset of text and is able to generate text
based on the input it receives. The model is fine-tuned and improved regularly
by OpenAl's team of researchers and engineers. Additionally, the model is
hosted and run on powerful servers provided by OpenAl's cloud computing
partners such as Microsoft Azure, AWS, and GCP.

Marketers across all sectors are flocking to ChatGPT and it is creating the same
level of attention and excitement that the Google search engine created when it
first came onto the scene in 1998!

9 =
A -



Here are some examples of how pharma marketers
could make effective use of Al and tools like ChatGPT:

+» Customer segmentation and personalisation: Al
algorithms can analyse vast amounts of customer
data to segment and personalise marketing efforts,
leading to increased engagement and conversions.

+» Enhanced content creation: Al can be used to
generate high-quality, relevant and engaging content
for digital marketing campaignsin a fraction of the
time and cost compared to traditional methods. It
can also translate complex scientific and medical
concepts into easy-to-understand language for
patients and other non-medical audiences. This can
help to increase patient engagementand
understanding of the products and services being
offered. Additionally, it can also help to increase the
accessibility of the information to a wider audience.
For example, ChatGPT can be used to generate
patient-friendly summaries of clinical trial results, or
to create easy-to-read guides for patients on how to
manage their condition. This will help to improve
patient adherence and the effectiveness of the
treatment.

7
0.0

Optimised Ad targeting: Al algorithms can analyse
vast amounts of data to find the best audience,
media channels and placements to reach a target
audience and maximise the impact of advertising
campaigns leading to more efficient ad spend and
increased return on investment

.0

» Sentiment analysis: Al can be used to analyse
customer feedback, social media posts, and other
data sources to gain insights into customer
sentiment and preferences.

X3

A

Chatbot development: ChatGPT can be used to
develop Al-powered chatbots that can provide
customers with relevant and timely information,
answer frequently asked questions, and automate
routine tasks. Al-powered chatbots and virtual
assistants can provide instant support and answers
to customer inquiries, freeing up time for human
customer service representatives to focus on more
complex tasks.

Genetlic
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+¢ Personalised communication: ChatGPT can be used to create personalised communication
for patients and healthcare professionals by analysing customer data and providing relevant
and valuable information.

+¢ Natural Language Processing (NLP): ChatGPT can be used to examine customer feedback
and social media conversations, providing insights into customer needs, preferences, and
pain points.

+¢ Email campaigns: ChatGPT can be used to generate targeted email campaigns that provide
relevant and valuable information to patients and healthcare professionals.

+¢ ROI optimization: ChatGPT can be used to examine data and optimise the ROl of marketing
campaigns by identifying customer behaviour patterns and preferences.

+¢ Predictive analytics: Al and machine learning can be used to analyse large amounts of data
to predict customer behaviour, preferences, and outcomes. This can help marketers to
create more targeted and effective campaigns and to identify high-value customers and
opportunities.

+¢ Voice assistants: ChatGPT can be used to develop Al-powered voice assistants that can
provide customers with relevant and valuable information about products and services.

+¢ Transcription and Translation: ChatGPT can be used to transcribe and translate audio and
video content, making them accessible to a wider audience.

+¢ Real-time insights: Al algorithms can process real-time data and provide insights into
customer behaviour, preferences and purchasing patterns, which can be used to optimise
digital marketing campaigns in real-time.

KEY MESSAGE

Al and ChatGPT offer multiple benefits for pharmaceutical marketers including:

* Personalisation * Sentiment analysis

* Predictive analytics * NLP

* Content creation * Chatbot development

* Optimised ad targeting * transcription and translation
* Continuous testing * Real-time insights

These capabilities can lead to improved customer engagement,
conversions and patient outcomes:
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Overview

This white paper discussed the importance of digital marketing for pharmaceutical
companies. It explained the different digital marketing channels that can be used, and
how to optimise various assets and campaigns to increase ROI.

We also talked about the importance of personalisation and segmentation in digital
marketing and different approaches to reaching and engaging healthcare professionals,
patients, payers and investors.

Additionally, the article detailed the importance of data analysis and customer journey
mapping, as well as the use of A/B testing and experimentation to optimise campaigns.
We outlined the importance of omni-channel marketing for reaching and engaging
customers across multiple channels and devices.

And finally, we touched on how automation and Al technologies are transforming
marketing and assisting marketers with performing various activities more efficiently
and effectively.




Geneticko

DIGITAL

Actionable Steps

Here are a few actionable tips for readers to start optimising their digital marketing efforts to
improve ROI:

+» Set clear, measurable goals: Before starting any digital marketing campaign, it's important to set
clear and measurable goals. This will help you to track and measure the performance of your
campaigns, and to make data-driven decisions to optimise them for better ROI.

++ Conduct thorough audience research: Conducting thorough audience research is crucial for
understanding your target market and creating effective campaigns. Use tools such as surveys,
focus groups, and analytics data to learn more about your audience's demographics, interests,
and behaviours

+» Optimise your digital assets: Optimising your digital assets and campaigns is key to improving
ROI. This includes using best practices for website design, such as mobile optimisation, SEO and
using analytics data to identify areas for improvement.

+» Use personalisation and segmentation: Personalisation and segmentation can help you to reach
and engage customers more effectively. Use data and insights to create targeted and personalised
campaigns for different segments of your audience.

+» Use automation and Al: Automation and Al can help you to streamline and optimise your digital
marketing efforts. Use tools such as chatbots and Al-driven marketing platforms to improve
targeting, personalisation, and engagement.

+* Monitor and measure performance: Use analytics tools to track and measure the performance of
your campaigns. This will help you to identify areas for improvement and to make data-driven
decisions to optimise your campaigns for better ROI.

¢ Use A/B testing and experimentation: A/B testing and experimentation can help you to optimise
your campaigns for better ROI. Test different elements of your campaigns, such as headlines, calls
to action, and images, to see which perform best.

¢ Use omni-channel marketing: An omni-channel approach can help you to reach and engage
customers across multiple channels and devices. Use tools such as customer relationship
management (CRM) systems to track and measure performance across different channels and
make data-driven decisions to optimise your campaigns.

By following these tips, you can start to optimise your marketing efforts
and improve ROI. Remember that optimisation is a continuous process,

and you need to always keep track of the results and improve them.




THANK YOU

Created by Genetic Digital

www.geneticdigital.co.uk

Geneticxo

DIGITAL


http://www.geneticdigital.co.uk/
https://www.geneticdigital.co.uk/contact/

	��Pharmaceutical Marketing�in the Digital Age�
	Slide Number 2
	Introduction
	Slide Number 4
	�The importance of �continuous monitoring�
	Slide Number 6
	Slide Number 7
	Slide Number 8
	�The different digital marketing channels�and their potential�impact on ROI�
	Slide Number 10
	Slide Number 11
	Slide Number 12
	�The importance of personalisation and segmentation in digital marketing �
	Slide Number 14
	Slide Number 15
	�10 best practices for �creating effective pharmaceutical digital marketing campaigns�
	Slide Number 17
	�The importance of �customer journey mapping and CX strategy�
	Slide Number 19
	�SEO: A Crucial Component �of Pharmaceutical �Marketing Strategy�
	Slide Number 21
	�Harness the Power of Video�in Your Pharmaceutical Marketing Strategy�
	Slide Number 23
	�Unifying Customer�Experience: The Power of�Omni-Channel Marketing
	Slide Number 25
	Slide Number 26
	�How AI & Chat gpt is �revolutionising �marketing
	Slide Number 28
	Slide Number 29
	CONCLUSION & �ACTIONAL STEPS
	Slide Number 31
	Slide Number 32
	Thank You

