INDUSTRY FORUM
THE 2011 OUTLOOK FOR
HEALTH CARE MARKETING

In the second installment of DTC Perspectives’ Industry Forum, we asked various industry leaders what their predic-
tions were for the year ahead for health care marketers. See what they had to say about the opportunities, challenges

and changes facing DTC and its industry members.

N

BY JENNIFER HAUG

s a new year approaches, new media options gain
Amomentum and political changes afoot, the phar-

maceutical industry will be faced with new sets of
opportunities and challenges. Five questions regarding
consumer health care marketing in 2011 were posed to
several marketing and media thought leaders, their com-
plete responses follow on the next several pages.

Many of the Forum participants see exciting opportu-
nities lying ahead as new media venues allow for greater
engagement and connectivity with consumers. Reaching
today’s on-demand consumers, especially in a cluttered
and splintered marketplace, can be extremely difficult.
However, marketers have more media options at their
disposal than ever before to reach and engage with these
current and potential customers.

Putting the consumer, rather than a brand, at the
epicenter will ultimately help the product. InfoMedics’
Gene Guselli believes that by “supporting the patient’s
entire treatment journey,” the consumer will be better
informed and more engaged throughout the product life-
cycle. Focusing on the patient’s needs and concerns over
product promotion will also help a brand build credibil-
ity, which will in turn help combat any trust issues that
consumers may harbor. Tailoring messages and creating
cohesive campaigns - including an integrated multimedia

campaign as well as efforts to strengthen the doctor-
patient dialogue - can further engage consumers and
build credibility.

Marketers must be as efficient and effective as pos-
sible with their planning, execution and creative. “A
targeted plan with multiple touch points directed at both
patients and physicians will bring the best overall return
and can actually allow marketers to have more impact
with fewer dollars,” explained Kerry Ann Clawson of
AccentHeath. One of the biggest keys for marketers in
2011, Alex Dong of Health Monitor said, will be “to suc-
cessfully integrate multiple vehicles and platforms to
deliver real ROI.”

Furthermore, marketers are also faced with increased
scrutiny by regulatory bodies and legislators in the com-
ing year. Catalina Health Resource’s Renee Selman sug-
gests industry members work “closely with officials at
the FDA” and other regulators by forming alliances and
educating them about “the positive value of patient com-
munications.”

Interested in participating in a future Industry Forum? For more
information or future topics, contact Jennifer Haug by e-mail at
Jennifer@dicperspectives.com. We welcome your feedback for each
issue.
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What does the future of DTC marketing look like to you?

Kerry Ann Clawson
ExecuTive Vice PRESIDENT — SALES & MARKETING
AccentHealth

DTC advertising is alive and well, however it will
most likely “look different” than what we have bee
accustomed to in the past.

- Drug marketers need consumer promotion more
than ever with the vast reduction of detail forces
coupled with the ongoing struggle for their sales force to get qual-
ity one-on-one time with physicians. With mounting roadblocks to
reach these key influencers, healthcare marketers will need to expan
beyond traditional methods of physician outreach and explore other
tactics that will lead to doctor discussion.

Healthcare marketers will also need to adapt their messaging to
longer formats to clearly communicate the efficacy of their brands as
well as comply with more in-depth FDA fair balance requirements.
This will mean longer commercial lengths as well as longer PIs in
print, etc. As some budgets decline, there is simply less money to
do more, which is why a targeted plan with multiple touch points
directed at both patients and physicians will bring the best overall
return and can actually allow marketers to have more impact with
fewer dollars.
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Alex Dong

Vice PRESIDENT OF MARKETING & NEw
ProbucT DEVELOPMENT

Health Monitor

n
The future of DTC marketing will
focus on facilitating success-

ful patient-physician dialogue.
We see this happen through an
integrated multimedia approach,
utilizing a combination of print, Web and mobile

d products to reach patients and physicians with
relevant information. These information sources will
provide actionable knowledge, allowing patients to
better work with their healthcare team to manage
their diseases and conditions.
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Mark Hertenstein

SVP, SaALes f
Epsilon Targeting

We anticipate a growth and sophis-
tication of DTC marketing whereby
marketers focus on the critical role
customer experience plays in keeping
their organization competitive. To be
successful in the evolving market-
place, we will need to find ways to increase engage-
ment levels with patients by providing more relevant
and tailored messaging that appeals to their individual
interests, needs or conditions. This goal starts with
obtaining valuable data - both condition/therapy and
lifestyle/health attitude data. Not only will this improve
the experience for the consumer, but it will also help
marketers cut through the clutter and improve return-
on-investment, by getting the right message to the right
audience through the most appropriate channels - all
while strictly abiding to industry regulations.

Marketing efforts which benefit patients, such as disease
awareness and treatment education, will also create
the opportunity for more meaningful dialogues with
healthcare providers. Our research validates that doc-
tors/nurses are the most trusted source of information,
followed closely by friends and family. These conver-
sations, both between marketers and consumers and
consumers and healthcare providers, will happen across
a variety of channels and will leverage new and emerg-
ing tools such as social media and mobile, in addition to
the tried and true traditional channels of television and
direct mail.

Andrew Levitt
Founper ano CEO
HealthTalker

I'd love to see companies make an
investment in creating a branded experi-
ence around the product itself. I think
about the amazingly cool look of all
Apple products, the elegance of a Star-
bucks coffee cup, the distinctive grill of
a BMW.... Each of these companies is able to tie their brand
experience to the user experience. But pharma does no
such thing.

Imagine if prescription products could be manufactured and
packaged in such a way to tap into the emotional connec-
tion that brands try to create through traditional advertis-
ing? Why are companies limiting their marketing efforts by
allowing their unique, patented product to be delivered in

a generic brown plastic bottle? How about packaging pills
in such a way that enables manufacturers to know when

a patient is using the product to optimize compliance and
engagement? No more brown bottles; instead, a highly
sophisticated technologically-advanced product distribution
mechanism that cuts through marketing clutter, provides
value for the patient, and informs the manufacturer (and
potentially, the prescribing physician) about product usage?

This approach should result in better patient compliance,
and would also lead to greater patient loyalty through dif-
ferentiated product packaging.
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marketing in 20117

Where do you see the biggest opportunities / growth areas for pharma

Andrew Bast
SVP, GENERAL MANAGER
Purple @ Epsilon

We are definitely seeing a rapidly growing ap-
preciation and demand for experiential market-

ing — marketing that allows consumers to engage,
' jl m understand, ask questions, wonder, customize,

1 be inspired by, propose alternatives, and even try

our brands. The proliferation of emerging media,
the exciting properties/functionalities made possible by these new
forms of media, and the democratization of information itself have
all collided to enable consumers to get the information they want, in
the format they want, and they want it now. And it means that the
industry needs to rethink its more staid, traditional ways of market-
ing. We are creating an environment of pull and push experiences
for our brands - pull some consumers into experiences directly with
us designed to educate, encourage, and compel positive behavior
change; and to push experiences out into the marketplace to engage
other consumers where they can discover benefits, learnings, and
inspiration on their own terms. Creating and enabling pull and push
experiences allows our consumers to insert our brands into the con-
text of their lives, and where that fit is positive, it forms a stronger,
more trusting connection between the patient and brand.

[

, Alex Dong
VICE PRESIDENT OF MARKETING
& New Propuct DEVELOPMENT
- Health Monitor

- Patient education initia-

J tives at the point-of-
r care offer the biggest
x opportunities for pharma
marketing in 2011. Point-
of-care provides an immediate and contex-
tual environment for brands and products to
influence patients and caregivers. When you
provide relevant information and knowledge
at the point of action when patients and
doctors are discussing relevant treatment
options, you get compliance, persistency
and a positive outcome. Health Monitor’s
most recent point-of-care patient study
found that more than 80 percent of patients
are more likely to consider brands promoted
at the point-of-care as the best fit for their
condition; more than 50 percent who see an
ad in point-of-care patient-education mate-
J rial take action, including initiating discus-
sion with their physicians.

Greg Lewis
CHIEF MARKETING OFFICER

DKI

As pharma marketing evolves in
an even more competitive and

In 2011, we see growth in point-of-care
platforms from print to interactive digital
assets.

S| s

regulated environment, it feels like
meaningful and sticky campaign
opportunities are a thing of the
past... but that just might not be

the case.

Technology now affords the opportunity to further
customize content to targets and allows them to
define their unique user preferences. Marketers need
to offer choices: Do targets want content pushed to
them or do targets want to pull content? Will they
access education and support on their iPad or mobile
device... or do they prefer paper materials? These will
be core questions that all marketing plans should be
assessed against.

For healthcare providers, the rules have certainly
changed. No longer is it appropriate for sales reps to
“show up and throw up.” The most successful reps
still have strong relationships but their interactions
are a combination of live meetings, Skype-like Web-
interactions and other virtual support that they fulfill
to their targets.

As marketers who are all trying to identify the opti-
mal channel strategy, we must ensure our customers
(consumers / patients / caregivers and healthcare
providers) are at the center of our decision tree.

Andrew Levitt
Founper anp CEO
HealthTalker

The biggest opportunity for pharma mar-
keting in 2011 is to move beyond media,
and provide remarkable customer service
for patients. In fact, successful DTC mar-
keting will be defined by pharmaceutical
companies who can establish a meaning-
ful sense of trust with the patients who use and rely upon
their products. And as we know, trust cannot be purchased
- it must be earned over time. More interruption marketing
will only perpetuate the distrust that consumers have for our
industry.

Companies should reposition themselves by offering value
beyond the product, providing more sophisticated and
tailored resources for patients to help them better manage
their health. Given the dramatic advances in social tech-
nologies, and the requirement to connect with patients on
their terms, pharmaceutical companies must change their
advertising models to focus on delivering superior customer
service as the new marketing strategy in 2011. It will result
in improved levels of engagement and trust with patients,
healthcare providers, payors and employees.
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Where do you see the biggest opportunities / growth areas for pharma

-

Gene Guselli
Presipent ano CEO
InfoMedics

There’s great promise on the horizon.
I've seen early signs of innovation
which should eventually bear fruit for
patients and physicians, as well as the
industry itself in the years ahead. It
gives me great hope to see a few lead-
ing pharma companies moving away from the traditional
promotion of brands and taking the first steps toward
supporting the patient’s entire treatment journey. These
leaders are laying the foundation for meaningful support at
the point of care that continues throughout the stages and
challenges that come with chronic disease - from diagno-
sis to life-long management.

The biggest opportunities however will require sweeping
changes in the way pharma companies are organized and
serve their customers. In this new world, the brand man-
ager can no longer simply market the brand, moving from
one tactical promotion to another. Instead, brand teams
will need to work together with colleagues across the fran-
chise to address the whole patient and all the challenges
associated with the condition. This approach will not only
serve the patient and physician with meaningful treatment
support but will keep the patient engaged throughout the
product lifecycle and bridge them to the next appropriate
solution for their individual needs.

I'm excited to partner with our pharma clients as they
transition to this new patient-centered platform in 2011.

Shradha Agarwal
CHIEF MARKETING OFFICER
ContextMedia, Inc.

With the explosive proliferation of
media in recent years, marketers
have the tools at their disposal to
build a more patient-centric plan -
one that’s anchored around when,
where and how patients make
decisions and want to learn. This requires a tectonic
change in the planning process. Marketers can now
engage patients in the content of their healthcare
routine, whether at the doctor’s office, pharmacy or
home, with the power to offer relevant information at
relevant times. Marketers that seize this opportunity by
being there for consumers within the context of their
healthcare routine will swiftly increase sales, acquiring
new patients and driving them to higher rates of com-
pliance. A second opportunity for marketers in 2011 is
to invest in media programs that support physician-pa-
tient conversations. As media proliferates and the total
amount of noise on health subjects increases, we're
seeing a “flight to quality” amongst consumers. Brands
that can integrate their messages into the HCP-patient
relationship will enjoy a halo effect of credibility.
Finally, another important consequence of this media
proliferation is the opportunity for brands to step out-
side of the “60-second box” on video messages. Digital
media allows for more robust, meaningful opportunities
to engage patients with video because they are being
reached when they're searching for information rather
than an interruption.

S

Are there any specific marketing or media tactics — either now being used
or under consideration — that can be more effective in engaging consum-
ers / breaking through the noise?

Greg Lewis
CHIEF MARKETING OFFICER
DKI

Social media presents
information and perspec-
tives in a very real and
transparent way. Agencies
and pharma companies
are exploring ways to
leverage this medium in a relevant manner
that meets regulatory muster. The balance
of patient perspectives will help to create
stronger brands among brands within the
healthcare space. )
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Alex Dong

Vice PResIDENT oF MARKETING & NEw Probuct DEVELOP-
MENT

Health Monitor

Mobile and social media are two areas that
provide tremendous reach and impact for reach-
ing consumers. More and more consumers are
accessing information through their smart phones
and getting information from fellow condition suf-

ferers. It is critical that marketing and media tactics incorporate and
integrate these platforms into their overall marketing plan. Providing
information/knowledge when people want it, and getting the com-
munity to voice their support, can deliver real ROI.
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Are you concerned about what appears to be a more stringent regulatory
environment, and how do you think marketers can “positively” address
the concerns of some legislators and / or regulators?

» "

Andrew Bast

Alex Dong SVP, GENERAL MANAGER
VICE PRESIDENT OF MARKETING & d purple @ Epsil
New PropucT DEVELOPMENT - urple psilon

Health Monitor

Yes and no. Clearly one of the major driv-
ers of increased regulation is the concern
@- around risk. There is a difference between
,‘ '." the communication and the comprehension
\ of risk. However, as marketers, we gener-
ally present risk information (fair balance)
as a static, unchanging block that is either ignored or found
to be confusing and bizarre. Instead, we should investigate
improved ways of presenting the risk/benefit profile so that
patients are better able to evaluate the context of both. By
allowing our patients to evaluate more informative risks and
benefits against their own personal set of criteria, they can
) have a more productive dialogue with their healthcare pro-

The regulatory environment
is something that always
‘1 exists. We don't see it as a '
concern. Rather, it's more of
an opportunity. The current
environment really challenges marketers to
provide solutions that address patient outcome

- and patient education is at the strategic core
of achieving successful patient outcome.

vider. As more of the disease/brand education takes place in
the non-broadcast world (i.e. digital, CRM, etc), the conversa-
tion can become more personal, customized, and relevant.

We can encourage those who are prepared to manage the
risks, inform those who don’t understand the risks, and dis-
suade those who want to absolve themselves of any personal
investment in the risks. My concern is that tighter regulations
meant to address the perceived deficiencies in one channel will
hobble more empowered, informative conversations in other
channels — and the patient will lose out.

Renee Selman
PRESIDENT
Catalina Health Resource

As marketers in the health care industry, we know we operate in a highly-regulated field. Over the past
> decade - and certainly in the past two years - the regulatory environment has become even more
intense. Our objective should be to proactively engage consumers, regulators and legislators to demon-
strate how guidelines that protect patients’ rights and privacy benefit all of us.

At Catalina Health Resource® we have made a determined effort to reach out to dozens of members
of Congress over the past two years to specifically educate them on the value of patient medical communications in the
pharmacy. We have worked closely with officials at the FDA and Department of Health & Human Services to provide perspec-
tive of how onerous regulations could severely limit critically-important, clinically-appropriate, consumer-friendly patient
messages on medications dispensed by a trained pharmacist. And we have helped unite a respected coalition of pharmacies,
pharmacists, patient groups and consumer advocates to help deliver that message on Capitol Hill and within federal agen-
cies.

So, as we confront increasing regulatory oversight, our task to educate legislators and regulators is similar to a “campaign.”
We have to strategically form alliances, expend the time necessary to meet with members of Congress and their staffs, and
simply - yet convincingly - state the positive value of patient communications.

Perhaps the word “marketing” itself has taken on a negative connotation with the surge of television, print and social media
advertising. Instead, as an industry we can better discuss the positive benefit we provide health consumers with efficient,
important health care information based on sophisticated consumer insights linked with understanding of healthy behaviors
and clinical relevance. As is stated often, the only thing constant in life is change - and as an industry, our challenge is to
make the seismic change in control of the U.S. House of Representatives from the recent elections an opportunity for posi-
tive re-engagement with new and veteran members of Congress. In the end, we can demonstrate that strong self-regulatory
principles and best privacy practices achieve a common industry and government objective: healthier, better-informed
patients.
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“owners” in the new year?

Where are the biggest challenges for healthcare marketers and media

Rob Rebak
CHAIRMAN AND CEO
QualityHealth

The biggest challenges for marketers will be
competing in crowded markets with generic
products. This challenge will be compounded
by the growth of e-prescribing (e-Rxing). Just
about all of the major chronic care categories
now have significant generic competition,
including hypertension, diabetes, cholesterol, allergies, arthritis,
migraines, BPH and more. Approximately 20 percent of physi-
cians have embraced e-Rxing due to financial incentives offered
by the government and the fact that physicians will be required
to be using e-Rxing in 2012 to be paid for their work with Medi-
care and Medicaid patients. In 2011, the number of physicians
using e-Rxing is expected to balloon to 60 percent. Electronic
prescribing and managed care controls go hand in hand because
physicians will receive messages to prescribe within their re-
spective formularies or risk being penalized if they do not.

These factors may significantly limit prescriptions for pharma-
ceutical products regardless of requests made by patients and
sales reps presentations delivered to physicians.

Marketers must find resources to attract and engage the most
significant and relevant target populations for their brands to

tell the “rest of the story” about their brands within closed loop
systems where patient education can go far beyond TV, print ads
and online display ads. Further, marketers must reach targeted
patient prospects in areas where managed care formulary sup-
port and access exist, where requests for prescriptions will be
granted rather than be switched due to the immediate messag-
ing associated with electronic prescribing systems.

Media owners offering wide scale reach with one-size-fits-all
messaging will be called on to deliver in a much more targeted
and formulary-relevant manner, and may be required to run
their media at risk due to shrinking budgets. Media owners
already able to offer these resources should be well positioned.
Those who do not offer such resources may have to scramble to
\ align with those who do.

Mark Hertenstein
SVP, SALEs
Epsilon Targeting

Healthcare is a highly regulated
and complex industry, creating
significantly more challenges for
marketers than other industries. In
particular, as Washington begins to
implement changes to healthcare
plans — which will have broad impact on both consum-
ers and marketers - confusion may arise amongst
consumers that is best addressed in relevant direct-
to-consumer marketing campaigns.

2011 will also be a big year for generics, which
poises both a challenge and opportunity for pharma
companies. With some big brands, include Pfizer’s
blockbuster cholesterol-lowering drug Lipitor, going
off patent, we will see a shake up in the marketplace.
Although there may be a migration to the generic ver-
sion, strong brands can mitigate these losses. Epsilon
Targeting recently conducted research which showed
that with the right incentive, consumers would switch
back to the brand name drug. For example, 85 per-
cent of diabetics said they would switch back with the
right incentive.

To tackle these challenges head-on, marketers need
more granular and actionable insights to create ef-
ficiency, maximize performance and most importantly
provide a message that resonates with the individual
consumer. Targeting is best achieved by leveraging
rich data resources to have a 360-understanding of
the individual consumer.

Gene Guselli
Presipent anp CEO
InfoMedics

With healthcare reform taking hold in the coming year, there will be increased demand for delivery on the
promise of improved health outcomes. In order to do so, the successful healthcare marketer will need to put
the physician back at the center of managing patient care, and provide the tools, information, and support
needed to enable that physician to be successful with each and every patient.

Similar to my earlier thoughts, this will require that pharma companies look across the franchise to bridge the
patient’s treatment needs throughout their journey. But I think it would be a mistake to presume that the pharma company then
owns the patient relationship. Instead, I would encourage pharma brands to empower patients with information and then close the
loop by providing their personal physicians with the knowledge and ability to more effectively and efficiently manage their care. I
believe that we will see further investment and adoption of the patient-centered medical home (PCMH) in the year ahead, and the
PCMH presumes that the physician is the primary coordinator of the patient’s care and treatment. Healthcare marketers and their
media partners could take a big leap forward toward enabling improved patient outcomes if they challenge their traditional mar-
keting decisions to be sure that they truly support the integration of the patient-physician interactions at the PCMH.

-
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“owners” in the new year?
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Where are the biggest challenges for healthcare marketers and media
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Andrew Bast
SVP, GENERAL MANAGER
. Purple @ Epsilon

Two of the biggest challenges are the development of a
measurement framework that can better determine the
\-_" f \m impact and contribution of emerging media; and a better
i understanding of the experiences of consumers regarding
. \ your brands and messages/content, as a result of emerg-
ing media. New forms of media are radically breaking
down the ways in which consumers are receiving, processing, and engaging
with information today. And with that, measuring and crediting channel(s) for
that information engagement is changing. You simply can’t invest in a differ-
ent channel because it is cheaper. It might be significantly less effective, too.
Therefore, it is also important to determine the experience your consumer
receives by engaging with information (from you, from your competitors, and
from alternative, perhaps even radical third parties). That experience is formed
by the totality of the engagement across all channels and media (including in-
office, broadcast, websites, social, call centers, and more) and by the trust the
consumer assigns to that experience. Creating a compelling case for action is
still needed, but the manner in which it occurs has changed. It is no longer just
the credibility of the message that needs to be assessed and evaluated, but the
credibility of the messenger in delivering that message, too.

Shradha Agarwal
CHIEF MARKETING OFFICER
ContextMedia, Inc.

In an industry where targeted media platforms -
online and at point-of-care - are quickly adding
powerful reach and scale, the perennial frustration
for these media owners is a planning and buying
process that doesn’t quickly enough adopt to the
new media landscape. Despite the fact that these
programs are exactly what pharmaceutical marketers say they desire
- and POC programs offer precisely measured ROIs based on prescrip-
tion sales data - they are still consistently underweighted in media
plans. The challenge, then, for these media owners and their marketing
counterparts, is to develop and adopt universal standards that make it
easier to bring marketing plans to their ideal weighting. The creation
and usage of metrics that define measurable outcomes, such as specific
changes in NBRx, NRx and TRx sales volume, will help calculate real
ROI on marketing campaigns and provides opportunities for this media
to be compared in effectiveness to other elements of the marketing
mix. In turn, healthcare marketers can make decisions that are more
informed and aligned with their brand’s performance objectives. It
will also enable those who are still sitting out to get more comfortable
with changes in the marketing landscape. As research and measure-
ment tools become more powerful and comprehensive, the healthcare
marketing industry needs to accelerate its transition into an outcomes-
based media planning and buying strategy, which invests resources into
media channels based on demonstrated performance measurements.
Traditional methods of media buying, rooted in mass reach measured
by general impressions, has deterred healthcare marketers from highly
targeted messaging to relevant audiences via customized communica-
tion channels. These channels, more than ever before, have the scale
and reach to move the needle for the brand. In order to move towards
this, media owners and healthcare marketers need to collaborate to
establish and speak the same language to drive efficiencies and perfor-
k mance in ways suited for their own industry. )
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Kerry Ann

Clawson

ExecuTive VICE PRESIDENT
— SALES & MARKETING
AccentHealth

One of the greatest
ongoing challenges for
marketers in general
and health marketers
in particular is the ability to reach a tar-
geted and ever elusive media consumer.
The average person can be exposed to
more than 5,000 ads per day so the
opportunity for marketers to engage

and interact with their target audience

in a captive environment has become
increasingly more difficult. Consumer’s
media habits are changing and marketers
need to recognize that today’s popula-
tion is on-the-go. Media companies are
adapting to this new behavior by provid-
ing touch points where potential custom-
ers can be reached anywhere from the
doctor’s office to the cash register when
buying their morning coffee. In this new
and evolving media landscape, media
owners need to be able to demonstrate
the effectiveness and efficiency of their
platforms in providing targeted audiences
for marketers, and must have the ability
to measure results and produce positive
ROIs for their sponsors.

While there is no shortage of new and
traditional media tactics that market-

ers can consider in general, healthcare
marketers have more specific needs to
address when trying to reach their cur-
rent and potential customers. They need
to consider the best opportunity to en-
gage patients when they are most likely
to be thinking about their health and
prompt action in an environment that is
conducive to education and engagement.
Media owners will need to continue to
provide healthcare marketers with solu-
tions that integrate a variety of media
tactics that ultimately ensure there is a
clear path to prescription generated from
patient/physician discussion.
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