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Wszyscy mowig S
nContent is the King", bl
ale nikt nie pyta o krdolowa... f2f evoltion

’

Coraz wiecej aktywnosci marketingowych jest przenoszonych
do sfery digital, a to co jest podkre$lane w badaniach uzytkow-
nikéw to NIEUSTANNA potrzeba zdobywania wiedzy poziomu
Internetu. W samych tylko Stanach Zjednoczonych przecigtny
lekarz spedza okoto 10 godzin tygodniowo nad weryfikowaniem
i doszkalaniem sie z zakresu wiedzy praktycznej w swojej spe-
cjalizacji. Trend ten jest jeszcze bardzie] odczuwalny po stronie
pacjentéw. Zgodnie z ostatnimi badaniami, ponad 72 procent
uzytkownikow poszukiwalo online informaciji na temat zdrowia.

Olbrzymig wage odgrywa tutaj potaczenie strefy digitalivideo -
,Digital wymusza zmiany”, trgdlycyjna wigdzg dostepna w nowoczesnej rods#onie z kazdego
ciagla dynamika”,, content miejsca na Swiecie, W trybie on demand/tu i teraz. Jest to roz-
B i - wigzanie idealnie dopasowane do potrzeb wspodiczesnego od-
ls.Sh” *’(mq .to sform.u#owra\- biorcy Internetu. Wazna jest natomiast formufa przekazania
nia, ktdre wielokrotnie poja- wiedzy. Bardzo duze Jainteresowanie mozna zaobserwowat
wiajg sie w analizach mar- przy video wykladach z udziatem KOL, wzbogaconych o atrak-
ketingowych. Ich autorzy cyjna warstwe wizualng, a takze szybko rosnacej popularnosci
staraja sie wskazac jak alo- webinariow. W ule_ciu gllobalnym jl?St to trzeci najczesciej wyp|e~
kowac $rodki, by skutecznie rany kanat komunikacjl. PharmaVideo to Queen, ktérarzadzina
dotrzec do lekarzy i pacjen- rynku sprawiedliwie| skutecznie edukuje naszych lekarzy.

[ Y poszuidnarsd msp,J- Ponizsze raporty pokazuj3 najnowsze trendy na rynkach $wia-
racji, najnowszych trendow towych i europejskich. lloé¢ dostepnych danych, ktore analizo-
i twardych danych przeana- watem przekonaly mnie do teqo by zaczat reqularnie dzieli¢ sie
lizowatem wiele takich do- najciekawszymi informacjami W U_jc-gciu globalnym, odnoszac si¢
kumentéw. Szereg badan takze do naszych doéwiadcze jako f2f evolution - eksperta
wskazuje kierunek dziatan, filmow medycznyclh_:\* nastepnym przegladzie przedstawie sy-
i sac tuacje na rynku poiskim.
ktérymi warto podgzac. 1€ (Aarketin Memaget
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Figure 3: Which three digital-related areas are the top priorities for your organization in 2017?
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Inttp:// ges-adobe. facom/en/modal-gffers/pdts/54658.en.expreport.econsultancy-2017-digital-trends-in-healthcare-pharma.pdf . fzf eyoiuﬂon
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Channel preference by regions
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Digital channels preferred by HCPs when accessing
al information
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Taking the Pulse® US 2017 manhattanRESEARCH

Brand planning: 3 must-dos for physician engagement

Physicians want richer content from Quality scientific content is a currency

ph. on HCP websites instead of [ trust, but isn'
o o e zum ust, pharma isn't
@ RS S
BUGC { U.S. physicians o
e ' 70%

of US. physicians agree: ks
N i crucial that pharma

COMPanes provede

educabon resources

<

rooled n science lo
gan oy frust ~

What physicians actually want from pharma

do not feel any pharma company is doing a
good job of providing quality medical eddu-
Eaﬁun resources to physicians online

e ST

Action items:

Visual

Action

¥ Listen o physician pain points and build
content and campaigns that help them,
rather than just plugging products

¥ Provide high value education rooted in science v
to differenbate from competitors. Ensure content
format and distributon maiches physican
behavior and preferences.

Base AL US pryscans. Base AIUS pryicars

Frequency, time, and channels

Optimal frequency is not more
than one touch point per month

=11:00 PM

RoW

Optimal frequency is not more
than one touch point per month

Top Digital Channels
@ Rep-Triggered Emails
@ KOL Webinars
Websites

6

https://pharmafuture.org/digital-savvy-hcp-report-2017.hitml

Action items:

¢ fwww,mmm-online.com/media-news/doctors-study-pharma-digital-marketing-ads-information-trustworthy farticle/66 2652/

Pharmas need to plan for emerging
tech that will transform physician
workflow and info-seeking

98%

of U.S. physicians use or are interested in

using a voice assistance program 1o look
up medical information

Search and content strategees must evolve io

nuances of voice search. Explore virual reaiity

but ensure your siory and use case. nol the |
technology. drives your planning |

Base AU S pryscans

Optimal frequency is between
1 and 2 touch points per month

e Rep-Triggered Emails
@ KOL Webinars
O~
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Digital readiness based on adoption — globally

FENCE SITTERS AHEAD OF THE CURVE

—

The 8 Benefits of KOL Webcasts

Benefit #3

Clinical dilemmas will be
identified and addressed promptly.

Beneﬁt#z

Presenters will receive real-time
questions from doctors and other
HPCs. Markete:

Benefit #1

Busy healthcare professionals
(HPCs) can connect with leaders
in their field on their own
schedules, without leaving

Benefit_#&

Collaboration between HPCs and
pharma companies is increased,

Benefit #4 Benefit #5
Key influencers and decision makers
are identified and engaged, 135

flicers and I

Pharma companies can share
expertise and build relationships.

oviding valuable co it |

:!
]
]
. §
Benefit #7 Benefit #8 }
Webcasts can be recorded and Data collected will lead to improved : of
shared as on demand digital assets. patient outcomes. Collect data and 11 ROUTS por week o
This allows maximu ure and user analytics S raining ond
gnificant impact (e.g. eliminat (RNsights, 2017)
invested in speakers, Improve patient care an
{
https:y/ /myzone-qumu.netdna-ssl.ocomfwp-content/uploads/qumu-life-science-whitepaper.pdf l 1
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