u,
WhitePaper

Implementing a Global Multichannel

Marketing Program
Pharmaceutical Industry

- ym YR =

WWW.

|

©2011 Harte-Hanks, Inc. and/or its affiliates. All rights reserved. Agenc

inside < Harte-Hanks



This white paper is the second in a series of five devoted to multichannel marketing to healthcare
professionals. For more information and complimentary copies of the other white papers, contact
agency@harte-hanks.com or call (215) 944-9727.

In the first paper of this series, we provided an overview of multichannel marketing (MCM) to
healthcare professionals (HCPs), including best practices and keys to success that can increase marketing

performance and efficiency during the decade ahead.

We discussed how the tried-and-true approach of reaching health care professionals exclusively through
a massive sales force is waning. We reviewed the growing obstacles — pharmaceutical marketers forced
to do more with less and sales reps carrying more products in their bags. The reality is clear: reaching
HCPs today is harder than ever, if only because the media scape is vastly different, and how HCPs use
these channels in their professional lives today is not how they will use them tomorrow. The answer to
the challenge is simple to articulate but rarely easy to execute: devising, creating and implementing an

effective multichannel marketing program.

For global marketers, the challenges become even more amplified. How does one stay consistent with
the brand while going to market where indication and channel communication laws and requirements,
language, customs and culture can vary so widely? Do brands lose their identity and calls to action in

this mix?

The truth is, pharmaceutical companies that market globally can utilize the power of multichannel
marketing, too. While there are different considerations, the basic fundamentals are the same. To be
considered successful on a global scale, a multichannel marketing program must be scalable for use
across multiple countries, easily modifiable, modular, consistent with global branding and able to

generate a measurable return on marketing investment.
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One leading pharmaceutical company’s mature brand was about to go off-patent in numerous
countries. In response, global sales force priorities were being realigned. With the drug about to go off-
patent, high-prescribing physicians and their offices would no longer have a sales representative
presence supporting its use. The brand franchise, and the manufacturer as a whole, also needed to face
the challenge of working within different countries with various indication requirements, data, local laws

and medical studies that could be referenced remotely.

To combat this challenge, the company decided to employ a multichannel marketing strategy to
encourage prescribing of its brand. The big idea was to give the franchise a jolt of energy — something
that would excite country and regional managers worldwide, while servicing script writing, healthcare

professional education and detailing independent of a sales force.

To overcome challenges and meet goals, a program was designed to protect and grow the company’s
franchise for high-prescribing physicians utilizing a multichannel marketing (MCM) approach that would
segment HCPs according to observed behavior. The MCM program consisted of two primary

components:
A set of core educational assets for the brand.

A template of various communications, which, when deployed through multiple channels, would
drive physicians to the educational assets while simultaneously delivering brand franchise

messages.

These components not only would provide value to HCPs, but have universal appeal while aligning with

brand messages and current issues in the marketplace.

The core educational asset would be built around reputable medical and clinical data centered on key
topics for the disease state and the franchise. The multichannel communications program included a
mini-dimensional mailer, flat mailer, emails, electronic detailing, telemarketing, sales materials (for

selected sales professionals who would remain in place) and a roadmap for using the materials.

The pharmaceutical company decided to measure the impact of generated scrips (or NRx), as well as

email open rates, response rates, data capture, sign-in, opt-in and requests for samples. It was
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important to the pharmaceutical marketing team to determine which tactical components had the most

impact with these metrics by country and by region.

The MCM program delivered on several key strategies. First, it created engagement between physicians
and the brand, and drove traffic to online and offline resources, such as the product Web site,
publications, new guidelines and more — just as the reliance on sales representatives faded. A modular
template was developed that could be integrated into any country manager’s toolbox and exit strategy,
allowing for market specificity in legal and cultural considerations. The program deployed the product’s
branding and messaging that could be readily customized by country based also on each market’s goals,
objectives, product lifecycle, exit strategy and budget. The program leveraged a universal database for

opt-in email list development and other potential communications.

Additionally, the program stimulated conversations between physicians and patients about product
benefits by providing targeted physicians with product information that would help them overcome

known and perceived prescribing obstacles.

Finally, country brand managers were provided a roadmap as an instructional manual for implementing

the program in terms of materials provided, fulfillment, budget considerations, targeting and execution.

Audience identification and segmentation were done on country and regional levels. Other

considerations in the segmentation methodology included:

Identification and differentiation between called-on and non-called-on physicians and their
prescribing levels

Physicians who were currently being called on or who were receiving franchise communications
regularly

Physicians who were already part of an existing, ongoing direct communications program
Determining message cadence — for example, the highest-prescribing physicians may receive

multiple communications through several channels, reinforcing their behavior

The multichannel marketing program solution leveraged the company’s current global branding to

create an intriguing and informative electronic quiz (eQuiz) that physicians could take at their own
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convenience. Four distinct versions of the eQuiz were developed; each tailored to a specific regional
situation, as well as a leave-behind invitation (a direct mail piece), emails and banner ads/Web callouts
that announced the campaign and its eQuiz component. Instructions were provided to help country
brand managers know which version of the eQuiz to use for which segment. For each campaign wave
(there were five), a different part of the world was highlighted using various destinations as well as

unique data.

As a result of implementing the multichannel marketing program, this pharmaceutical company learned

multiple strategic insights, all of which can be applied to any global multichannel marketing effort:

Gain the input of country (and regional) brand managers early in the process to ensure buy-in
throughout

Work with internal brand consultants for help with message development, localization and
measurement

Develop measurement criteria and methods on a regional basis

Set standards for micro-site development and programming

Allow for global and local review in developing timelines

Develop universally useable assets as core assets

Develop multichannel marketing asset templates that can be easily localized, translated and
permit local promotions and tools to be added

Enhance the roadmap to serve as a best practices guide and program implementation tool

Global campaigns are defined and measured by how many countries participate —in addition to the
aforementioned prescribing metrics. This particular multichannel marketing program had
approximately 30 countries involved, and NRx that, when aggregated, proved to be significant and
meaningful to the brand and manufacturer. It was successful for a variety of additional reasons. The
MCM program was modular, usable across multiple countries and regions, implemented in multiple
waves and followed the fundamental principles of any solid multichannel marketing effort: it was

segmented, differentiated and engaging, leading to strong HCP centricity.

The duration of the off-patent campaign was between one year and four years, depending upon the
number of waves deployed within each market. The time horizon of the campaign, together with
deployment of the assets, provided for a cost/investment amortization. This, in turn, accelerated cost

efficiencies that led to a very strong global return on investment (ROI).
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To learn more about how Harte-Hanks can help you revolutionize your MCM and data solutions,

contact:

The Agency Inside Harte-Hanks
Phone: (215) 944-9727

Email: agency@harte-hanks.com
Web: www.theagencyinside.com

About the authors:

Joe Sacco, Associate Director, Marketing, Merck & Co., Inc.

Joe is a seasoned pharmaceutical marketing and sales professional with international experience in new
product planning, product launches and in-line product marketing. His therapeutic experiences include
endocrinology, immunology, rheumatology, oncology and cardiology. In his current role, he is a strategic
partner and creative leader in the development of promotional strategies and execution of marketing
projects.

Kevin Dunn, Vice President, Brand Strategy, The Agency Inside Harte-Hanks

Kevin has more than 20 years’ experience in pharmaceutical and healthcare marketing with equal
amounts on both the client and agency side of the field. Kevin serves as vice president of brand strategy
at The Agency Inside Harte-Hanks, where he provides strategy and planning for the development of
consumer and patient acquisition and adherence programs, and integrated HCP direct marketing
campaigns in the U.S. and abroad. He works hand-in-hand with top-name brands to develop successful
multichannel relationship marketing programs.

About The Agency Inside Harte-Hanks:
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Usage Notice

Permission to use this document is granted, provided that:

1. the copyright notice appears in all copies, along with this permission notice

2. use of this document is only for informational and noncommercial or personal use and may not include copying or posting the document
on any network computer or broadcasting the document through any medium

3. the document is not modified from its original version

Itis illegal to reproduce, distribute or broadcast this document in any context without express written permission from Harte-Hanks, Inc. Use
for any other purpose is expressly prohibited by law, and may result in severe civil and criminal penalties. Violators will be prosecuted to the
maximum extent possible.

This document and related graphics might include technical inaccuracies or typographical errors and are subject to change at any time by
Harte-Hanks, Inc. Harte-Hanks, Inc., does not guarantee the suitability of the information contained in this document, which is provided "as
is" without warranty of any kind. Harte-Hanks, Inc,. hereby disclaims all warranties and conditions with regard to this information,
including warranties and conditions of merchantability, whether expressed, implied or statutory, fitness for a particular purpose, title and no
infringement. In no event shall Harte-Hanks, Inc., and/or its respective suppliers be liable for any special, indirect or consequential damages
or any damages whatsoever resulting from loss of use, data or profits, whether in an action of contract, negligence or other tortious action,
arising out of or in connection with the use or performance of information available from this whitepaper.
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