
Of course, what’s actually happening is a continuation of the 
trend away from traditional marketing, and towards digital chan-
nels. Right now, the biggest buckets have a somewhat old-school 
look to them with meetings/conferences (15.7% share of budget), 
sales reps (14.4%) and sales materials (11.6%) occupying the top 
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Do patients really come first? 
Last year’s open enrollment under the 
Affordable Care Act stirred up apprehensive 
feelings among healthcare marketers 
about its impact on patient care.  Yet, in 
this year’s Trend Report, more than four in 
10 marketers believe that ACA will have a 
positive impact on patients, despite its rocky 
start.  Unfortunately, more than half of these 
marketers think ACA will negatively impact 

healthcare professionals (HCPs).
Over the past year, the industry made some inroads to meet 

patient needs better.  But more work is needed.  For example, 
nearly three-quarters of the respondents said the industry still 
lags behind patients in digital engagement.   And only four in 
10 believe healthcare companies are adequately prepared to 
embrace social media.  We know that people are already digitally-
connected to healthcare information.  And with the FDA’s recent 
draft guidance, the industry has tools to navigate the social media 
waters and keep up with their patients’ changing needs.

While healthcare companies claim to be patient-centric, 
the reality is that few operate this way, according to 78% of 
respondents.

In terms of HCP communications, 80% of respondents believe 
that restrictions on how sales representative communicate will 
impact prescribing knowledge and, ultimately, patient outcomes.  
With the era of marketing the “magic pill” gone, companies 
need to demonstrate a drug’s value proposition—a key indicator 
of whether an innovation will be approved, reimbursed and 
welcomed by stakeholders, and ultimately, serve patient needs.  
But 63% feel the industry is not doing this well enough.  

So how can marketers improve communication to patients, 
HCPs, and other stakeholders?  Integration may be the key.  More 
than eight in 10 agree that marketing service companies “must 
integrate their offerings and become more dynamic to serve the 
changing needs of the healthcare industry” – an increase from 
69% last year. 

Kate Cronin, Global Managing Director, Ogilvy CommonHealth 
Public Relations

Fig. 7: Approaches to Sourcing Marketing Partners 
(n=202)
 % Using Approach

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

Preferred Partner Lists 58.9% 36.3% 78.3%

Recommendations 58.4% 61.3% 58.5%

Invite Existing Partners 58.4% 48.8% 70.8%

Industry Relationships 52.5% 62.5% 46.2%

Procurement Services 37.1% 18.8% 55.7%

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

Fig. 8: Audience Ranked by Perceived Importance 
(n=202)
 Ranked Top 3 Ranked #1

Physicians 91.6% 54.4%

Patients 57.4% 17.3%

Payers 58.4% 12.4%

NPs/PAs 39.1% 3.5%

Pharmacists 17.3% 2.0%

Shareholders 20.3% 8.4%

Advocacy Grps 15.8% 2.0% 

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

three spots. However, the channels for which marketers report the 
most increased budgets are digital all the way: websites (35.6% of 
them reported an increase), search engine optimization marketing 
(33.7%), social media (32.7%) and digital ads (30.2%). And it will 
come as little surprise that the channels with the most decreased 
budgets were meetings/conferences (25.2% reported a decrease), 
sales materials (17.8%) and print/TV/radio ads (13.9%).

Among other significant insights is the fact that in 2013 medium/
large companies allocated almost twice as much budget to digital 
advertising (5.4% of budget) than did small companies (2.8%). 
They also allocated more to content/materials development than 
did small companies (11.5% vs. 7.4%).

Concentrating for a moment on only those tactics that are target-
ing healthcare professionals (Fig. 5a), the ongoing shift in spend from 
traditional marketing tactics towards digital channels is apparent 
here, too. While once again, meetings/events (85.1% usage), printed 
sales materials (77.2%) and sales reps (73.8%) are near the top 
in the adoption stakes, they also tend to be the channels with the 

Fig. 6: Marketing Mix by Channels  
(n=202)
 % of Budget % Reporting Budget  
  Shift in 2014

 2013 Increase Decrease

Meetings/Conferences 15.7% 21.8% 25.2%

Sales Reps 14.4% 18.3% 12.9%

Sales Materials 11.6% 17.8% 17.8%

Content development 10.0% 27.7% 13.4%

Websites 9.3% 35.6% 10.4%

Print/TV/Radio Ads 8.1% 17.8% 13.9%

Direct Marketing 7.9% 26.2% 8.4%

Public Relations 4.6% 19.3% 10.4%

Advocacy Relations 4.6% 20.8% 11.4%

Digital Ads 4.2% 30.2% 6.4%

SEO Marketing 4.1% 33.7% 5.4%

Social Media 4.1% 32.7% 5.4%
Source: MM&M/Ogilvy CommonHealth Healthcare Marketers Trend Report 2014


