


 
The consumer audience is already targeted by a lot of marketing but digital channels are still under-utilised, especially 
where they can provide more personalised communication. 
 
There is no doubt that to achieve such ‘digital success’ requires that your organisation play a delicate balancing act. 
But the results are worth it – evidence of recent efforts are easy to find and are disrupting the market and positioning 
those organisations who have responded quickly to digital opportunities, with distinct competitive advantages while at the 
same time remaining safely within the strict boundaries of the law. 
 
For example, a popular anti-histamine brand plots national pollen counts on their website and delivers messages to visitors 
thereby generating genuine value for their audience while at the same time building valuable relationships. 
 
Another organisation has brought transplant patients together via social media and yet another organisation has created 
its own social community for epilepsy sufferers. 
 
 
Digital Marketing Strategies for Pharma 
All of the above examples, and many more besides, use digital channels to great effect by playing on their strengths and 
using them to create value through often interactive communication rather than one-way - which attracts an audience. 
 
Big on the list is dissemination of genuinely useful and often sales-unrelated information and of course a focus upon the 
emotional aspects of the conditions which the brands target. 
 
Pharma marketers should consider the following to enable a successful digital 
campaign:  

• Create their own digital communities from the real-world groups which 
already exist. 

• Participate, sponsor or be in some way involved in these communities. 
• Provide value to these communities, be that emotional, informational or 

motivational 
• Monitor and learn from the community in order to better understand how 

customers and stakeholders perceive their brand. 
• And of course, build these communities – the more you put in, the more you 

get back 
 
 

Make It Work 
What’s holding some organisation’s back?  Why hasn’t pharma marketing raced forwards like other industries?  After all 
digital channels are more cost effective than traditional versions.  
Apart from the strict regulation, mentioned above, the issue is commonly one of resourcing - there is currently a shortfall 
in the supply of digital marketers who understand the pharma sector and its regulations and restrictions. 
 
To make it work, pharma organisations need to hire ‘digital natives’ and build their knowledge of the pharma industry so 
that they can unleash their creativity and their innate understanding of the digital environment in a way which will work 
within the industry’s strict policies. 
 
Alternatively, focus upon the many individuals with deep pharma industry knowledge and 
train them in the complexities of digital marketing, most importantly: 

• How to use social media marketing for business and personal use. 
• How to use digital to build brand awareness, engage in conversation and increase 

visibility. 
• Learn the various popular digital channels and social networks such as websites, 

Twitter, Facebook, LinkedIn, YouTube and many others. 



• Learn how to use rich media and blogs for business and personal use. 
• Learn how to manage social media using prominent industry tools. 
• Learn how to develop digital and social tactics. 
• Learn how to develop digital strategies and execute digital programmes. 
• Learn how to measure the impact of your digital marketing efforts not only per channel but as a holistic whole. 

 
Lastly, the message is that consumers want to know more about their condition, so nowadays, they use so called 
‘alternative’ information channels.  These channels will not be categorised as being ‘alternative’ for much longer. 
If the pharma industry fails to understand this, consumers, patients and medical professionals will eventually side-step 
them and go online as standard.  This is already happening and is solid evidence of the need to adapt pharma marketing – 
which starts with training the right people with the best digital marketing knowledge. 
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