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BENCHMARK MIDDLE EAST is a leading marketing 
communications agency specialising in the pharma 
industry. Renowned for its creativity and knowledge of 
the Middle Eastern market, the agency is blazing new 
trails in the world of medical marketing technology, 
breaking world records with innovative campaigns and 
pushing the boundaries in healthcare communications.
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The Current
State of 
Pharamceutical
Marketing

Chapter No. 1

The pharma business has changed and the landscape looks 

very different to how it once did. Physicians are harder to 

meet and frequently search for information on disease 

management and products independently, rather than 

relying solely on medical reps for guidance. Healthcare 

brands are losing control of the message and the only way 

to regain it is to engage with their customers on their own 

terms, across multiple channels and devices, with relevant, 

personalised communications. In other words, pharma 

brands need to implement multichannel marketing.

Multichannel Marketing (MCM) is not new but is now a 

necessity where once it was something you could try out 

and play with.  Proven to increase marketing ROI, improve 

productivity, reduce costs, and build stronger, richer 

relationships with physicians and multiple healthcare 

stakeholders, there’s little anyone can disagree with.  

So, why hasn’t the industry embraced it?

  

Many pharma marketers are still unsure of how to roll 

MCM out company wide for lasting success.  Most have 

dipped their toes in with pilot campaigns via selected 

divisions, and have invested in sophisticated software, 

training and development, but success has been limited.

Building on industry failures and successes

Time to get it right
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There is a direct relationship between success 

and experience in MCM.

MCM succeeds when it is built on strategy 

rather than in response to competitor activity.

Successful MCM is evident in companies with a 

high level, knowledgeable management team 

responsible for securing investment, assigning 

budget, and building skilled MCM teams.

Failure is attributed to lack of understanding of 

the latest digital channels and how to use them 

with physicians.

Most pharma companies feel that they don’t 

have a clear enough MCM strategy, that there 

are major skills gaps, and that they are unsure of 

how to properly integrate, control, manage and 

measure MCM.

Various interesting studies have been 

conducted amongst pharmaceuticals throughout 

the world to find out why MCM implementation 

has been so low.  Amongst the research, BCG’s 

benchmarking study and Homburg & Partner’s 

survey, which questioned many decision makers 

within national, international and multinational 

pharma companies, found that:

A peek into what your 
peers think...
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The research sheds much needed light on the challenges 

faced by pharma marketers  and gives the industry the 

information it needs to raise the game in MCM.

We now know that the critical success factors 

for MCM are:

Organizational structure and dedicated management 

Coordination between sales and marketing

Digital Channel Training

Clearly defined strategy and KPIs

Company-wide buy-in of vision and strategy

In short, your organization must be committed to making 

MCM work. It should be spearheaded at the C-level with a 

clearly defined strategy which should be communicated to 

dedicated managers and MCM teams responsible for each 

stage of MCM, namely planning, implementation and 

measurement.  

Chapter No. 2

Critical 
success
factor for
MCM

Building the foundation for success

Preparation is key
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There’s no quick answer to this question.  The channels you 

choose will depend on how well you know your audience.  

By analyzing historical data on past preferences, interests 

and levels of engagement, you will be able to predict the 

likelihood of how well physicians will respond to certain 

channels, messages and triggers. You must look at all online 

and offline channels and consider what each of them offers 

the physician.  What are each channel’s strengths and 

where do they appear in the decision process?  How well 

do they work in the lifecycle of your campaign? 

Chapter No. 3

Which 
channels suit 
pharma?

Which digital channels 
should you choose?
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E-CME programs

Web conferences

Website

Search campaigns

Educational videos and presentations

Specialized social media, networks and forums

When selecting channels, there are some that lend 
themselves better than others to specific stages in the 
pharma lifecycle.  For example:

Disease Awareness & Product Launch

Face to face meetings

Video calls

Phone calls

Personalized email 

Personalized landing pages

Apps

Relationship Building & Market Share Goals
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How well do 
you know your 
customer?
Multichannel marketing is all about 

enriching the customer experience 

with your brand. The greater the 

personalization, both in terms of 

message and channel, the greater 

the response.  You should be 

interacting with each and every 

contact individually, on their terms. 

Understanding their past behaviour 

will help to determine these terms 

and their future preferences.  

It’s time to start digging around in 

that big, wealth of data you’ve been 

collecting.
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Use your data to understand which physicians are 

more receptive to which communications, messages 

and channels.  Take the guesswork out. Don’t segment 

using demographics because research shows it doesn’t 

work with physicians. Instead, look at those who have 

opened, clicked, read, downloaded, enquired, etc in the 

past. If you put in the effort early on, you’ll reap the 

rewards sooner.

Mix it up and integrate your channels 

between your e-campaigns and face to 

face detailing for a natural, seamless flow 

of content and communication.

Plot the journey and prepare the content in  

advance.  If you’ve promised content, you 

must deliver to meet expectations and keep 

physicians interested and engaged.

The Rules
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Don’t make assumptions Don’t bombard

Avoid becoming the noise. Strike a balance 

between educating and keeping in touch, 

without overloading your target’s inbox.  

Communicate too little and you risk losing 

momentum in the sales process; communicate 

too much and you risk turning them off 

altogether.

Integrate

Be ready
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90% of physicians see the Internet as an 

essential source of information.  How can you be 

where they’re looking?  How can you grab attention 

with something they haven’t seen before? Don’t get hung up on the device; 
it is merely a carrier of the message.  
Using an iPad is no guarantee of sales 
or engagement unless you present 
the right message in an engaging 
way to the right person.

MOHAMED HAMMAD

The channels you choose and the devices you select to 

carry the messages should always be checked against the 

core purpose of MCM and that is to develop deeper, more 

personal relationships with each individual physician.  Use 

that as your measure to ensure each decision you make 

brings you closer to achieving it.

66% use tablets.  What apps and tools can 

you give them to reinforce your message and make 

their lives easier?  From prompts, reminders to 

simulators and diagnosis tools, there’s great scope 

to stand out with customised mobile tech.  

And then get creative.
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There’s nothing new about putting the customer at 

the centre of your marketing but MCM takes that even 

further.  It’s about creating an experience for the individual 

from beginning to end.  Big data now allows the pharma 

industry to segment right down to the single figure of 

one.  Get that right and you’ll make a giant leap in sales 

and marketing success.

Drill your data down as far as it can go.  Which physicians 

treat which diseases?  Which have the power to make 

decisions? How do they make decisions? Which have 

engaged positively with your reps, brand and products 

previously?  How have they responded to specific 

marketing efforts historically?

The more detailed your picture on your physicians, the 

more you will be able to tailor your MCM plan to each 

individual and reduce wasted marketing efforts (and 

money) in the process.

Chapter No. 4

Planning 
Considerations

Customer centric
The single customer viewpoint
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Your plan must focus on how you will deliver the right 

message to the right customer at a time and in a way that 

suits their preferences. Think like them.  Be them.  What 

information do they need to make a decision, when and 

how should they receive it, and how can they get more 

information if they’re interested in learning more? 

Remember, your customer determines the plan: not 

you or your competitors.

You should approach MCM as you would any 

marketing plan and aim to answer the fundamental 

questions of where you are now, where you want to be 

and how you’re going to get there.

The basis of a good 
MCM Plan

Where are we now?

Pull in the facts from your physician data, market 

scanning, competitor monitoring and internal analysis 

to paint a picture of your current situation.  Where are 

the opportunities and threats and how can you respond 

to them?

Where do we want to be?

Use your situational analysis to help you set goals 

and KPIs, and refine your vision and objectives for 

MCM.  What do you want your campaigns to 

achieve?  More sales, more leads, more market share, 

greater awareness?

How are we going to get there?

Use your goals to help you plan your activity. 

What will generate more shares, opens, clicks, visits, 

referrals?  How does the multichannel experience 

look?  You’ll need to plot the campaign path with its 

touch points, triggers, call to actions and then plan 

your response handling resource.  You must create a 

digital roadmap, develop a content plan, editorial 

calendar and media schedule, allocating resources 

to ensure professional, timely execution.  And you’ll 

need to make sure you have the right measures in 

place to evaluate, tweak and improve as you go.
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For solid execution of your MCM plan, you’ll need to be 

well prepared in line with the critical success factors we 

mentioned earlier.

You must have identified the skills gaps and trained 

everyone involved (or outsourced to expert exter-

nal agencies), making sure they’re knowledgeable 

on each of the channels and what is expected of 

their part in the process.  

Make sure you have a coordinated, dedicated MCM 

team in place that understands the bigger picture 

but who can manage all the departments involved, 

directing activity, and reviewing progress.

Invest in robust, easy to use, integrated systems 

that everyone will actually use.  Management need 

to see, at a glance, campaign progress and KPI 

reports; sales reps need to be able to input and 

extract valuable physician data and product up-

dates; your teams need to know how to turn that 

data into effective marketing messages.  Spending 

months in systems installation and training doesn’t 

work for MCM – you need a tool that can hit the 

ground running when you do! 

Chapter No. 5

Implementation 
success

Kick off
Be prepared and expect to adapt and evolve 

1

2

3
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Your content must be ready 

to go. Delays can break 

campaign momentum and 

destroy interest.  Physicians 

are hit with content every 

where they look.  If you aren’t 

in the right place at the right 

time, you’ll be giving your 

competitors a way in! 

Be ready to adapt as you learn more about your 

physicians, and more about the channels and 

messages that work and don’t work.  Use that 

insight to become stronger and more effective in 

your marketing.  Share that information and leverage 

what you learn for company-wide MCM success. 

4 5
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Learn, 
Improve, 
Repeat

Chapter No. 5
Multichannel marketing success comes down to a customer 

centric focus at every stage in the process (I think we’ve made 

that clear by now) and this is still the case with measurement.  In 

fact, without ongoing monitoring, you may as well go back to what 

you’ve been doing before.   MCM relies on current, rich data on 

everything you can possibly know about your physicians. 

You must continually know what’s working, and what isn’t.  And 

you must be set up to be able to respond to that immediately. You 

can never blame MCM for the failure of a campaign; you need to 

look deeper than that.

It’s all about Closed-Loop Marketing (CLM), which we’ll go into 

more detail in our CLM eBook.

At the basic level, you need to be measuring click rates, app users, 

website/page visits, satisfaction levels – whatever will give you 

the answers you need inform your reps and set future campaigns.

When you know what you want to measure, you will need to 

make a decision on how to do it.  From sales rep reports to web 

analytics, you must find a way to bring it all together into a 

real-time dashboard that can give your MCM teams the data 

they need to react and improve where necessary.

Decide on what to measure, how to measure it, when to 

measure it  and then, most critically, what you’ll do with that 

information when you’ve got it.  
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The pharma industry is renowned for 
investing in systems that no one uses 
to their full potential and that there is 
a reason why so many MCM initiatives 
fail.  It’s time to align these marketing 
tools with the way marketing 
managers need them to work.

MOHAMED HAMMAD

www.benchmark-ad.com
www.benchmark-ad.com
www.benchmark-ad.com
www.benchmark-ad.com



Let us help you 
understand your 
Multichannel marketing 
potential for pharma. 
In order to successfully implement Multichannel 

marketing for your pharma business, you need to first 

assess how Multichannel can help you achieve your goals. 

Talk to one of our pharma Multichannel marketing 

specialists today to receive a free consultation on your 

content strategy. 
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