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various industry challenges, trends, forces and opportunities. Just 
over half of the survey respondents (52%) represented pharma, 
with 15% from biotechs, 28% in devices, and the remaining 5% at 
diagnostics companies (see box opposite).

One in four respondents were C-suite execs (including 36 presi-
dent/CEOs) while the remainder were director-level or equivalent. 
Regarding their organizations, 57% were employed by companies 
with $500M or more in annual revenues, rendering the remaining 
43% “small companies,” by the definition of this survey. This year, 
37% of respondents claimed sole responsibility for marketing budgets 
(vs. 25% last year), and the number of brands for which they were 
responsible varied from one (33%) to “5 or more” (27%).

As with last year’s survey, the top-line numbers might look a 
little flat at first glance. However, a quick delve below the surface 
confirms that many of the encouraging trends that were uncovered 
last year are continuing to build momentum (read: increased digital 
budgets). Some of the data also suggest that a few of marketers’ 
big-ticket fears from 2013, such as the Affordable Care Act, have 
either yet to unleash their full force, or that perhaps their threat 
level was overblown.

Marketing budgets
The mean total marketing budget this year (Fig. 1) showed a mar-
ginal 5% gain, to $13.5M for all companies. And while the budgets 
for pharma ($19.4M) and devices ($4.2M) both remained flat, mean 
biotech budget shot up by 28% to $14.7M. Small companies (<$500M) 
reported an encouraging 26% increase in mean total budget to 
$2.6M, while medium/large companies ($500M+) remained flat at 
$22.2M. (Note that comparisons with last year’s budgets are based 
on the data reported by the current respondents for the previous 
fiscal year, and do not represent the data collected in 2013 from the 
2013 respondents.)

The median total budget rose 25% to $2.5M overall, with small 
companies and non-pharma companies faring rather better than 
medium/large companies (down 18% to $5.3M) and pharma (down 
16% to $3.8M). These median decreases might hint at (but not prove) 
the loss of one or more big-budget brands, resulting in a possible 
redistribution of the budget curves for these categories.

When it comes to budget allocation across key audiences, the 
order of the “3Ps” remained well established, with physicians again 
accounting for the lion’s share of the overall budget (55.7%, down 
slightly from 58.7% last year), followed by patients (23.6%, up slightly 
from 22.0%) and payers (15.8%, up from 14.5%). It’s noteworthy 
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Fig. 1: Average Total Marketing Budgets 
(n=138)
	 Mean ($M)	 Median ($M)

	 2014	 2013	 2014	 2013

All	 13.5	 12.9	 2.5	 2.0

Pharma	 19.4	 19.1	 3.8	 4.5

Biotech	 14.7	 11.9	 4.5	 3.3

Devices	 4.2	 4.1	 1.0	 0.7

Small (<$500M)	 2.9	 2.3	 0.9	 0.6

Med/Large ($500M+)	 22.2	 21.4	 5.3	 6.5

Source: MM&M/Ogilvy CommonHealth Healthcare Marketers Trend Report 2014		

that medium/large companies allocated a significantly larger slice of 
their budgets to payers this year (18.3%) than did small companies 
(10.4%).

Overall, 57% of respondents reported an increase in total 
marketing budget this year compared to last year (Fig. 2), only slightly 
(and negligibly) down from the 62% reporting increased budgets 
last year. However, there was again a significant difference accord-
ing to company size—69% of small companies reported increased 
marketing budgets in 2014, compared to just 48% of medium/large 
companies. Conversely, 28% of medium/large companies reported a 

Fig. 3: Budget Shift, Branded vs. Unbranded, 2014
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