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very high price categories and the orphan categories… I see that 
as an upside. The removal of the lifetime cap is a huge opportunity 
to allow patients with rare diseases to continue therapy without a 
deadline in front of them.”

Fath doesn’t see Accountable Care Organizations (ACOs) as caus-
ing too many problems on the pharma side. “I see ACOs being more 
of an issue with the delivery of care, the hospital costs, the surgical 
costs,” he says. “I think they have bigger fish to fry.”

Industry outlook: more change ahead
Finally, respondents were asked to rate how strongly they agreed 
or disagreed with various statements pertaining to the future of 
the industry. 

At the top of the pile 86% agreed or strongly agreed that “The 
healthcare industry will need to change its business model to remain 
viable in the future”. Other popular statements included, “Digital 
media has forever changed the way the healthcare industry needs 
to communicate and engage with its constituents” and “The health-
care industry will quickly need to become more nimble to remain 
competitive in the current business landscape.”

Respondents seem to agree that more change is required if the 
industry is going to survive. Does this mean that the era of Big 
Pharma over?

“Yes, but I think you’re going to see the emergence of big biotech 
or big biopharma,” says Walker. “The operating model is shifting and 
evolving to be more inclusive of large molecule, personal medicine 
and innovative delivery devices.”

Fath agrees that it will be more of a shift than a disappearance. 
“I don’t think it’s over, it’s just going to evolve like it always does,” 
he says. “There’s still going to be big companies that can leverage 
R&D and you need scale to do R&D. There’s still value to be gleaned 
from multinational companies that can drive good R&D and come 
out with a good product.”

Fath is pleased that 61% of marketing directors think manufactur-
ers could be doing more to put patients first. “Patients are ultimately 
our biggest partners,” he says. “Patients want effective therapy, we 
want to deliver it to them … and so the more we can collaborate with 
patients, the more success we’ll have in the industry. In communi-
ties like cystic fibrosis or hemophilia, where it’s a chronic disease, 
lifelong, genetic… you really feel a close relationship with your 
patient. Providing care to that patient base is much more than just 
marketing. It’s a commitment.”

Cronin believes the industry could sometimes communicate in 
more patient-friendly tones. “Pharma companies are being held 
accountable on their spend, and on demonstrating ROI,” she says, 
“but they also need to be showing—in the way they speak, in the 
way they use the different platforms—they need to show a human 
side, speak in an audience language and learn how to engage with 
different customers in a more gratifying way for their stakehold-
ers. It’s about going beyond a product and building a long-term 
relationship with their customers. I know they know this, but the 
partners that they work with need to understand that it’s not about 
what you build, it’s how you’re developing the content and reaching 
out to your customers. 

“Pharma has spent the past 20 years defending why it should 
charge what it charges for products. Now they need to spend 20 
years showing customers that they understand them and that they 
are giving them what they need.”  n
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Methodology
n Survey link was sent by email to approximately 10,221 
healthcare marketing executives—director level and above— 
who reside in the United States and are employed in the 
pharmaceutical, biotechnology, medical device and diagnostics 
industries.  Respondents were offered an array of incentives, 
including: a drawing for one of three $250 gift cards, $50 AmEx 
gift card or an opportunity to donate $50 to either the American 
Cancer Society or the American Diabetes Association.
n A total of 200 responses were collected between April 8 and 
April 27. 
n Results are not weighted and are statistically tested at 
confidence levels of 90% and 95%.


