
A similar digital push emerges with Consumer tactics (Fig. 6b), 
with 50% of all marketers using consumer Social Media channels 
(vs. 37% in 2012) and 31% of them investing in Mobile/Tablet Apps 
(vs. 18% in 2012). Of those Mobile/Tablet spenders, a whopping 
83% reported having larger budgets this year, while only 13% 
of them decreased spending in this area. It is the same story for  
Social Media (74% increased, 7% decrease) and Digital Ads (64%, 
16%). Advocacy Programs also showed a promising number of 
increases and few decreases (50%, 14%). The biggest losers were 
Print Ads and Radio, with 35% of users reporting budget reduc-
tions for each.

“The number of growing social media budgets is interesting,” notes 
Walker. “It’s not a very well defined area in healthcare – there is no 
historical precedent or benchmark for what good looks like – but it’s 
an emerging area in which we all need to have a footprint. We need 
to dedicate a little more time to understanding the opportunities and 
driving the market opportunities, even if it’s not clearly identified 
how we need to play there.”

Again, the regulatory environment poses a huge challenge. “How 
do you put a med-reg-approved piece on Facebook? It’s frightfully 
difficult,” says Fath. “It’s hard to be cutting-edge in the regulated 
pharmaceutical industry.” 

Approval is a non-starter at the specialist women’s therapy 
company. “Our company has a very, very conservative med legal 
department—the most conservative I’ve ever worked with,” says 
the marketing director. “I know that we will not be allowed to move 
forward with anything on social media until there is a definitive 
guideline.”

Findings Partners
Our marketing directors use a variety of methods for sourcing and 
hiring marketing partners, agencies, vendors and suppliers (Fig. 7). 
Overall, Recommendations ranked first, used by 61% of respondents, 
followed by Inviting Existing Partners to Pitch (54%) and Industry 
Relationships (54%), Preferred Partner Lists (51%) and then Pro-
curement Services (33%). However, if you break this out by size 
of organization, there are some startling differences: Just 10% of 
Small Companies use Procurement versus 54% of Medium/Large 
Companies. Similarly, while only 28% of Small Companies follow 
Preferred Partner lists, 73% of Medium/Large Companies source 
partners in this way.

“I do think the procurement pendulum has swung a little too far 
in the big companies,” says Luby. “To me, you see a lot of the more 

Big changes, bigger opportunities
Over the last decade, many industries 
have gone through major shifts to 
remain competitive in an ever-changing 
economic environment, and the health-
care industry is no different. Turned on 
its head by patent expirations, chal-
lenged pipelines, clinical development 
outsourcing, FDA regulations and health-
care reform, the majority of healthcare 
industry executives we interviewed 
agreed that the “industry will need to 

change its business model to remain viable in the future.” 
This new model is taking a page from the growth in outsourc-

ing, with eight in 10 executives reporting that “much like trends 
in the utilization of CROs, healthcare companies will continue to 
look for ways to optimize resources and profitability.”  Many find 
that the rapidly transforming healthcare landscape has driven the 
consolidation of marketing services, with seven in ten executives 
reporting that “marketing service companies must integrate their 
offerings and become more dynamic to serve the changing needs 
of the healthcare industry.”

While this transition and integration will take time, “greater 
consultation and collaboration across the marketing service 
spectrum”will be the cost of entry for agencies moving forward, 
with six in 10 executives reporting that “agencies that offer 
integrated services, including Advertising and Public Relations, 
will be in greater demand in the future.” Significant opportunities 
that have arisen through clinical development, Big Data, emerg-
ing markets and the digital realm have fostered an expectation in 
the healthcare industry for a more nimble and cross-functional 
partner in marketing services. 

More than half of executives expect their company to con-
solidate its marketing services under fewer agencies in the 
future.  This expectation may be fueled by a heightened need for 
efficiency and innovation, with many executives reporting that 
“healthcare companies are consolidating marketing services to 
ensure expedited access to expertise.”  With half of all executives 
reporting being satisfied with the varied marketing service agen-
cies with which they work, room exists for greater collaboration 
and innovation in the industry.

Kate Cronin, Global Managing Director, Ogilvy CommonHealth 
Public Relations
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Fig. 7: Approaches to Sourcing Marketing Partners 
(n=200)
	 % Using Approach

	 All	 Small Cos.	 Med/Large Cos 
		  (<$500M)	 ($500M+)

Recommendations	 61	 77	 52

Invite Existing Partners	 54	 52	 60

Industry Relationships	 54	 64	 49

Preferred Partner Lists	 51	 28	 73

Procurement Services	 33	 10	 54

Source: MM&M/Ogilvy CommonHealth Healthcare Marketers Trend Report 2013			 

Fig. 8: Audience Ranked by Perceived Importance 
(n=200)
	 Ranked Top 3	 Ranked #1

Physicians	 92	 64

Patients	 56	 16

Payers	 56	 7

NPs/PAs	 38	 1

Pharmacists	 23	 3

Shareholders	 21	 8

Advocacy Grps	 16	 2 

Source: MM&M/Ogilvy CommonHealth Healthcare Marketers Trend Report 2013			 


