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Position paper

1. Introduction

� What are the key changes in the pharma promotional environment? 

� What are the possibilities offered by e -promotional means?

This presentation review and evaluate the potential  benefits of e-promotional means 
and of multi-channel approach in the pharmaceutical  sector

Key issues addressed
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� What are the possibilities offered by e -promotional means?

� How to measure the potential impact of promotional channels?

� What are the basic principles to implement a multi- channel approach?

� How to define appropriate channel combinations?
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1. Evolution of the pharma business model

As prescription decisions depend increasingly upon multiple clients, pharma 
companies need to adopt a more complex and coordina ted promotional approach

Multi-channelsMulti-sources Multi-clients

INFLUENCERS

� Health 
authorities

Calls to pharmacists

Calls to nurses

Calls to other influencers

Calls to patients
� External 

communication

Pharma companies

Changes in the pharma promotional environment
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Meetings1Press

TrialsOthers2

Reps calls 
to physicians

Mailing

E-conference

E-mailing

PHYSICIANS

PHARMACISTS

NURSES

PATIENTS

Prescribers

Patient advocacy 

� “Politics”

� Public health 
insurance

� Private health 
insurance

� Patient advocacy 
groups

� Professional 
associations

Calls to other influencers

Opinion leaders
(Journalists – KOLs…)

communication

� Economic affairs

� Public affairs

� Medical affairs

� Sales force

� Marketing

� ...
E-detailing

E-promotion

SMS - MMS

E-CME3

Phoning

Web 2.0WebsitesOthers4
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2. Pharma e-promotion and multi-channel analysis

Face-to-face e-detailing relies on electronic suppo rt (tablet PC), while in virtual live e-
detailing, a sales rep interacts with a physician t hrough video and audio

� Reps call upon physicians in a traditional way
� However, instead of showing a classical cardboard 

visual aid, they use a computerized one on a tablet 
PC 

� They load on their computer promotional content  

Face-to-face e-detailing

Description of e-promotional means (1/2)

Virtual live e-detailing

� Sales representatives interact with physicians via 
video (internet) and audio (phone) in real time

Rep Physician
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� They load on their computer promotional content  
or navigate on the web to select the most 
appropriate pages to support their call objective a nd 
/ or the physicians specific interest or concern

Rep Physician
Face-to-face contact

Tablet PC

� Reps and physicians set an appointment
� They communicate by phone or by VOIP (voice over 

Internet protocol 1) and can use a webcam
� The reps lead the physicians on specific web 

screens where product-specific information are 
available

Virtual contact

1 Like Skype
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2. Pharma e-promotion and multi-channel analysis

There is no live interaction in scripted or portal- based e-detailing: physicians view a 
series of interactive screens or log into a dedicat ed website

� Physicians view a series of interactive screens, 
usually through an Internet or Intranet site 

� No live interaction but the physicians have the 
option to contact a rep by e-mail or telephone

Scripted e-detailing

� Physician portals 1 generate traffic and thus can be 
used by pharma companies to deliver product-
specific messages

� Physicians visiting these portals are “invited” 
through banners, catch phrases, book offers… to 

Portal-based e-detailing 

Description of e-promotional means (2/2)
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through banners, catch phrases, book offers… to 
enter product sponsored pages 

Physician

Visit of the product website at physicians’ conveni ence

1 Doctors.net.uk, Onmedica.com, detaildirect.com in the UK

Website

Physician

Physician portal

• --------• --------
--------
--------

• --------
--------

Med News

Painkiller for a fast relief

Click to get a 
book on diabetes

• ---------------
-------------

• ---------------
-------------

Portal
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3. Pharma e-promotion and multi-channel analysis

If the impact of an action may be high on an indivi dual basis, the global result may be 
limited as the number of clients exposed to the pro motional initiative may be too low

Channel evaluation matrix

High

F2F1

detailing

Press ads

%
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Preliminary

Handovers
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HighLow
Low

Mailings

E-mailings

Scripted e-detailing
Portal-based e-detailing

SMS4 – MMS5

Meetings (congresses, symposia)

Meetings (round tables,
staff meetings, CMEs3)

E-conferences

E-CME3

Relative impact on national sales  
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1 Face-to-face, 2 Interactive digital television , 3 Continuous medical education, 4 Short message service, 5 Multimedia message service

Medium

Medium

F2F1

e-detailing (Tablet PC)
Virtual live 
e-detailing

Phoning

Clinical trials

Web / web 2.0

Note: List non exhaustive of promotional means

Computer ads

TV – IDTV2
Sampling

Sponsorship / grants
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3. Pharma e-promotion and multi-channel analysis

Dissociated vs. combined detailing strategy

E-detailing can be targeted to low potential physic ians for mature or strategic drugs, 
or used as a complement to existing face-to-face ca lls to higher potential physicians

Option 2: Combined detailing strategy

Strategic drugs

Option 1: Dissociated detailing strategy

Strategic drugs

Face-to-face
calls

Face-to-face
calls
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Mature drugsMatures drugs

High potential 
physicians

Low potential 
physicians

E-detailing is independent from face-to-face rep ac tivity, 
focused on lower potential physicians or for mature  
drugs with limited promotional budget

E-detailing E-detailing

E-detailing is targeted to all physicians, whether they 
have face-to-face contacts with reps (additive impa ct) or 
not (independent)

High potential 
physicians

Low potential 
physicians

Source: Interviews with Kadrige, Direct Medica and the pharmaceutical industry, Smart Pharma Consulting analyses
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3. Pharma e-promotion and multi-channel analysis

Illustrative cases of channel combinations (1/2)

1-Way Virtual 
Detail

HCP                  
emailUnbranded 

For HCPs1For Patients

Sponsored 
physician practice 

websitesWebcasts

Unsolicited DTC 
email

Interactive 
patient 

education

Mobile / PDA 
based reminders

A large array of channels can be combined to optimi ze the impact on selected 
targets, but combinations may change depending on p roduct lifecycle

USA caseIllustrative
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2-Way 
video 
detail

Point-of-Care

Opinion 
Leader 

extranet

email

Not a priority

Pilot or leverage 
across multiple brand

Pursue

“Must do”

Unbranded 
condition 

site

Syndicated /    
sponsored,       

text-based

Pharmacy
based 
Email

eCME

Search Engine 
Optimization

Consumer 
email

Content

Unbranded 
condition site

Targeted 
Online Ads

Product
Website

Compliance 
Information

E-Symposia

Create lifestyle 
site

Create general 
health site

Symptom 
identification 

tools

Chronic             
condition 

monitoring 
tools

Web based 
diagnostic 
monitoring

Physician 
based 
email

Proprietary 
online 

fulfillment

1  Health care professionalsSource: Wyeth case study
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3. Pharma e-promotion and multi-channel analysis

The success of promotional strategies depends on se lected channel combinations 
considering the objective, the target audience and the concerned brand or service

Face-to-face detailing 
+

Virtual live e-detailing

Channel combination #2

Phoning
+

Pharmacist dedicated website 

Channel combination #3

E-mailing 
+ 

Disease and / or product website 

Channel combination #1

Description Description Description

Illustrative cases of channel combinations (2/2)
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� Virtual live e-detailing is proposed 
to maintain a certain level of noise 
between two conventional face-to-
face calls (e.g. for rural physicians 
with difficult access)

� In this case, the same rep is doing 
face-to-face calls and implementing 
e-detailing to keep in touch with 
physicians

� Calls are typically carried out in the 
evening when physicians 
availability is higher

� Telephone calls can be placed to:
– Foster direct sales
– Enroll pharmacists in prevention 

programs not accessible through 
websites

– Encourage pharmacists to visit 
websites

� In the latest case, pharmacists can 
access a dedicated website for 
information and training purposes 
(for pharmacy team and / or 
patients)

� E-mailing objective is mainly to 
drive the clients to the disease 
and / or product website

� The website objective could be to:
– Bring high value content to the 

client about state-of-the-art 
therapeutic practices

– Expose clients to promotional 
messages relative to a given brand

– Combine both
� Applicable to: physicians, nurses, 

pharmacists, patients…

Description Description Description
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4. Implementation guidelines

A multi-channel approach may be implemented while f ollowing a four-step process

Illustrative multi-channel implementation process applied to physicians

� Centralize and organize a 
relevant client-related 
database, shared between 
internal stakeholders

1. Implementation of a pilot 
test:
– Choice of a brand, of target 

clients, of geographical 

Consolidation of 
client knowledge

Definition of 
client segments

Selection of 
promotional channels

Implementation and 
measure of performance

Examples of segments:

� Innovative
– Interested in latest medical 

advances

Step 1 Step 2 Step 3 Step 4

� The multi-channel strategy 
is defined depending on:
– The category of clients
– Its specificities
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clients, of geographical 
areas…

– Implementation of a pilot 
test

– Analysis of results 
– Identification of key 

learning

2. National roll out of the 
strategy (if positive results)

3. Results measurement 
through KPIs (key 
performance indicators) and 
ABIs (activity-based 
indicators)

advances
–Demonstrate a specific 

appetence for new 
technologies

� Conservative
–More focused on face-to-

face discussion with Reps
–Rely on therapeutic drug set 

composed of well 
established products

� Resistant
–Refusal of face-to-face calls
– Interested in information 

tailored to their practice

– Its specificities
– The objective set
– The brand to be  

promoted

� Each channel should play a 
specific role that needs to 
be clearly defined within 
the overall multi-channel 
strategy

� Channels combinations, 
mixing or not conventional 
and e-promotional means, 
should provide a 
synergistic effect

Rep DM¹

Marketing

Medical

Client
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4. Implementation guidelines

Optimized combination of promotional channels can be  defined according to the 
level of synergy expected, based on retrospective a nd prospective studies

Principles to determine appropriate combinations of channels

� The purpose of combining multiple communication 
channels is based on the concept of synergy

� For a given category of clients (e.g. KOLs, GPs, 
nurses, pharmacists, patients, payers…) several 
promotional channels can be combined to achieve a 
common objective (e.g. inform prospects, convert 

CommentsConcept of synergy 
in the context of multi-channel approach

Shared 
marketing

competences
E.g. know-how in 
phoning can be 
applied to virtual live 
e-detailing
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common objective (e.g. inform prospects, convert 
them into clients, incite renewal from clients, dev elop 
their loyalty…)

� The effects expected from these simultaneous or 
successive combinations are:
– Positive sales synergy (1+1>2) 
– Positive cost synergy (1+1<2)

� Synergies are based on:
– Shared marketing competences (efficacy effect)
– Shared promotional costs (economies of scale effect )
– Cross-impacts between channels (efficiency effect)

� Appropriate combinations will be defined through 
retrospective or prospective market research studie s

Shared 
promotional 

costs

Cross-impacts 
between 
channels

Synergies

e-detailing

E.g. physicians can 
be invited to visit a 
website by e-mail

E.g. a given  promotional 
material can be used 

through different channels
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4. Implementation guidelines

The CPI1 concept helps estimating the overall sales impact o f a promotional action 
based on the number of estimated clients who will f avorably modify their behavior

Impact of promotional channels: measurement principles

100%

80%

� To estimate the impact of promotional initiatives, 
irrespective of channels considered, the following 
cascade should be defined to determine the number 
of targeted clients that are likely to react positi vely

� Then, assumptions should be made regarding:

CommentsCPI - Cascade of promotional impact

% of total
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Total # of
clients

# of 
clients 
targeted

80%

60%

40%

20%

0%
# of 

clients
exposed 

# of clients 
changing 

their behavior

# 
of clients
sensitive

� Then, assumptions should be made regarding:

– The magnitude of their behavioral change: limited 
or significant

– The time of occurrence: immediate or delayed

– The duration of the effect: short-lived or lasting

– The dose regimen adopted: low, in line or above 
recommendations

� If clients are physicians, pharmacists or patients,  the 
expected impact (EI) of the promotional initiative will 
be expressed in terms of additional prescriptions, 
dispensing or purchasing, respectively

A B C D E
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4. Implementation guidelines

Before making the decision to invest in promotion, targeted clients and expected 
impact should be clearly defined, as well as perfor mance and execution indicators

Check-list to support promotional investment decisions

Illustrative

What is the targeted 
population?

1

� Physicians 

Brand -------------------------------- Action --------------------------------------

What is the objective 
of the action?

2

� Create / reinforce 

What are the 
key performance indicators?

3

� Awareness rate (e.g. top of 

What are the 
activity-based indicators?

4

� % of the target covered by 
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� Physicians 
(e.g. KOLs, specialists, GPs)

� Pharmacists
(e.g. retail or hospital)

� Patients

� Nurses

� Influencers 
(e.g. health authorities, 
“politics”, patients advocacy 
group, public health insurance, 
private health insurance, 
professional associations…)

� Create / reinforce 
awareness

� Generate interest

� Develop brand preference

� Increase share of 
prescription

� Increase compliance

� Limit substitution rate

� Get the brand listed 

� Fine tune the profile of the 
client

� Awareness rate (e.g. top of 
mind, spontaneous, assisted…)

� Key message 
memorization rate

� Share of prescription

� Sales evolution

� Variation in the number of 
treatment initiations

� Profit evolution in €

� Payback period…

� % of hospitals having 
listed the brand

� Return on investment (ROI)

� % of the target covered by 
the action

� % of the target exposed to 
the action

� % of the target impacted 
by the action

� % of the target having a 
positive opinion of the 
action (interest - convenience)

� Time required vs. planned 
to implement the action

� Actual vs. budgeted cost
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5. Conclusions

If e-promotion and the multi-channel approaches hav e not revolutionized pharma 
marketing, they offer new means that can be combine d in a holistic approach 

Key learning

� To succeed , in the new business environment, pharma companies need to reach a larger set of 
clients who are increasingly dependent on influencers 

� To communicate to these multiple and connected targets, marketers can combine various 
channels -conventional or digital- that are likely to generate a synergistic effect

� Web 2.0 contributing to raise patients’ power regarding brands choice, the challenge for pharma 

� To succeed , in the new business environment, pharma companies need to reach a larger set of 
clients who are increasingly dependent on influencers 

� To communicate to these multiple and connected targets, marketers can combine various 
channels -conventional or digital- that are likely to generate a synergistic effect

� Web 2.0 contributing to raise patients’ power regarding brands choice, the challenge for pharma 
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� Web 2.0 contributing to raise patients’ power regarding brands choice, the challenge for pharma 
companies is to become a trusted source of information and to participate in the dialogue

� The modest impact of e-promotional channels on national sales should limit their use to a 
supplement to conventional means , to create awareness and brand preference in clients’ mind

� Individual clients’ interests and perceptions can be captured from e-promotional interactions, 
enhancing the accuracy of their profile and enabling to adjust messages and channels accordingly, 
as per the closed loop marketing concept

� The successful use of e-promotion and of multi-channel approach requires a change of pharma 
collaborators’ mindset across companies’ departments, including a shared view and coordinated 
activities re.: clients targeting, clients relationship management and communication strategy
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