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handle. That’s an opportunity that the industry could tap into  
more. But they don’t get shown a lot of love here.”

Luby also sees an opportunity in reaching out to the pharmacist. 
“They don’t want to be in a brand advocacy position, choose A over 
B. But where they could play an enormous role is in adherence. They 
are right there, they are handing you the Rx.”

Branded trumps unbranded
Branded communications seem to be winning over Unbranded this 
year, with 46% of marketers reporting increased Branded budgets, 
and just 15% reporting decreases (Fig. 4). However, only 26% report-
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Fig. 4: Budget Shift, Branded vs. Unbranded
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Fig. 5: Marketing Mix by Channels  
(n=200)
 % of Budget % Reporting Budget  
  Shift in 2013

 2012 Increase Decrease

Meetings/Conferences 18 24 22

Direct Marketing 14 25 9

Print/TV/Radio Ads 14 14 19

Content development 13 22 11

Digital Ads 10 35 8

Websites 9 29 7

Public Relations 7 17 11

Advocacy Relations 5 18 10

SEO Marketing 4 19 4

Social Media 4 31 4
Source: MM&M/Ogilvy CommonHealth Healthcare Marketers Trend Report 2013

ed increases in Unbranded spending, while 29% reported decreases.
“This says you put your money where you see bang for the buck,” 

says Luby. “More pharma companies are realizing that, like a lot 
of the scattershot DTC, it’s not the most efficient thing. In tough 
times, when you have to make choices, unbranded is giving way 
to branded.”

Michael Fath, senior director, global marketing, pulmonology and 
thrombolysis, Grifols, endorses that view. “When times are flush, you 
look for lots of creative ways to expand the market, and unbranded 
work often falls into that category, but when times are a bit tighter, 
you rally around the brand focus on the core message. You’re going 
to give up dollars for unbranded campaigns, generally speaking, 
before you give up dollars for branded campaigns.”

Despite the increased focus on digital channels (which we’ll get 
to in a moment) the overall marketing mix (Fig. 5) still has, at first 
glance, a rather traditional look to it—the largest buckets are Meet-
ings/Conferences (18%), Direct Marketing (14%) and Print/TV/
Radio (14%). With 75% of budgets being allocated to HCP audi-
ences, traditional vehicles still feature prominently. Digital Ads 
(10%) and Websites (9%) are not far behind, though. Social Media 
clocks in at 4%.

But if you look at which budgets had the most increases, digital 
wins out; 35% of marketers reported increase in Digital Ad spend, 
followed by Social Media (31%) and Websites (29%).

Fath plays devil’s advocate: “We have a very small budget focused 
on these areas,” he says. “To say it increased, say, from $100K to 

$150K—‘wow, a 50% increase’—but if your promotional budget 
beyond that is, say, $5M… well it’s still small potatoes.”

Walker still sees this as a positive. “Digital channels are emerging 
channels,” he says. “Traditionally they have either been underfunded 
or not funded at all. There’s a heightened realization that these are 
emerging ways in which we need to engage our customers, whether 
that’s physicians or patients, and the investment is worth it.”

The prevalence of different marketing tactics tells a similar story 
about the emergence of digital. Looking first at the Healthcare 
 Professional audience (Fig. 6a), 60% of all marketers reported a 
budget for Digital Sales Materials (vs. 49% in 2012) and 53% reported 


