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Consumers are more active than ever in the selection 
and purchase decisions regarding their healthcare—the
Internet is an information-packed source for gathering
information about their health, so that they can have
more informed discussions with their doctor. The 
following points are guideposts to any successful 
digital strategy:

• Customer First: Know where your customers go online
and why they go online. Content must be relevant to the
customer and the context in which they engage.

• Curation and Discovery: While the Internet presents a
wealth of content, the information is disaggregated and
hard to come by. Furthermore, there is always the ques-
tion of trust. New technologies allow us to aggregate and
combine the most relevant information and distribute it
to customers so that trusted content can be easily dis-
covered in an accelerated manner.

• Don’t Reinvent What Already Exists: Customers have
their favorite destinations. Leverage these intercept
points (i.e., channel partners) and incorporate them into
your touchpoint plan rather than trying to accomplish
everything via brand-directed efforts.

• Innovation: The pace of digital innovation is unprece-
dented. Be aware and embrace (but not blindly) the
trends in digital platform development, search, and new
devices.

Manhattan Research and other online research firms
have extensive information on online usage patterns by
therapeutic conditions, which are largely driven by geo-
demographic characteristics. Drugs that cater to older
patients generally don’t have as many online partici-
pants, which may dictate a lower focus on digital. Some
categories such as breast cancer may elicit conversations
on social blogs while other niche categories such as 
anemia may not garner as many discussions. There are so
many nuances to patient characteristics by therapeutic
category and options in how to market via digital tactics.
It is not about how well categories lend themselves to
online marketing. It is more about how best to align
online tactics with the needs of the patients—and every
case differs.
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The ascent of online marketing has been rapid. With
many companies providing information to populations
that covet both convenient access and the privacy it
affords, best practices are still developing. The effort to
construct a complete online marketing strategy can be
compared with getting a high-quality hero sandwich
from the local deli. While the design and content 
provide the “meat” of the program, failure to consider
the strength of the program execution could make the
program fall apart, not unlike a sandwich made on thin
bread.  

The strength of the program execution, or the
“bread” in this case, depends on:

1) The ability to select and segment the right population
to target and ensure that program recipients align with
program objectives. With the data that exist today,
there is virtually no reason to set up program targeting
with costly, low-sample primary market research.
Instead, it’s possible to tie lifestyle, ethnicity, and
demographic information directly to a patient’s 
prescription behavior. Everything, from the graphic 
elements used within the program to the language that
connects the program to the patient, can and should be
evaluated against the desired program targets based on
a more complete knowledge of how the customer
behaves.

2) Rigorous evaluation and measurement of program
effectiveness against expectations once the milestones
of the program are complete. Setting up the program
appropriately with a test-control study that measures
trial and acquisition is the only way to refine and
improve an online marketing program. Compare your
sample against a control group that is segmented 
consistently with the marketing program objectives 
so you have the best chance of improving program 
performance over time.

Remembering to check the quality of the “bread”
that wraps around the “meat” will ensure you remain
the “hero” of online marketing programs.
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Her behavior is more than her
visit to the pharmacy.

In addition to knowing what
happens at the pharmacy, SDI
measures patients across their
entire Continuum of Care®,
including visits to practitioners,
hospitals, and labs. This
information, coupled with
patient demographics and
interests, offers unprecedented
insights into all of the factors
that affect patient behavior.

SDI consultants leverage our
comprehensive understanding
of the total patient experience
to provide solutions to your
most important marketing,
advertising, sales, and market
research challenges,
including:

• Optimizing physician,
   facility, & consumer targeting

• Profiling patient
   characteristics that affect
   behavior, including drug
   adherence

• Pinpointing the most efficient
   advertising venues to reach
   key consumer groups

• Understanding the nuances
   of market trends that affect
   your brand’s success

To learn more, please call 
Melissa Leonhauser at 

1-800-982-5613 or visit:
www.sdihealth.com/patientexperience
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