
DIGITAL MARKETING: 
RIGHTS & WRONGS
Digital channels are increasingly supporting, even replacing, traditional 
marketing channels such as face-to-face interactions with healthcare 
professionals. However, the jury is still out on whether pharma firms are 
using these channels successfully

In October, Homberg & Partner conducted an online survey asking 29 pharma managers to 
report their companies’ multichannel preferences and settings, more than half of whom were 
either CEOs or head of marketing/multi-channel management. 

An analysis allowed us to identify seven techniques used by those companies that most 
successfully used multichannel marketing, which less successful companies can learn from. 
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1. Develop/communicate  
a strategy
The more successful 
companies in our survey 
started their digital marketing 
activities with a clearly 
defined multichannel strategy. 
Mostly, they positioned the 
strategy on the level of the 
business unit rather than the 
company or product, and they 
made sure the management 
board and employees were 
made aware of the strategy.

2. Be proactive.  
Think bigger.
Starting digital initiatives 
proactively rather than 
simply responding to 
competitors was a key 
feature of the approaches 
taken by more successful 
companies. They aimed to 
reduce sales and marketing 
costs, and developed digital 
activities accordingly, yet 
they were also cognizant 
that multichannel would not 
necessarily save them money 
in the short term. They also 
focused on other advantages 

of digital channels including 
managing customer needs 
and maximising customer 
coverage.

3. Have a dedicated 
multichannel function
Depending on company size, 
this could be anything from 
a single person to a central, 
higher-ranking department. 
The key point is that they 
are at the centre, bringing 
together the different 
stakeholders involved in the 
digital marketing process 
and considering all relevant 
aspects, including legal and 
technical issues.

4. Involve sales people
Successful companies 
involved sales in the concept 
and design of digital activities, 
thereby ensuring their buy 
in and optimising change 
management.

5. Optimise digital channels
Having a clear understanding 
of which digital channels to 
use, when and how – as well 
as knowing the channels 

customers prefer – is a key 
success indicator.

6. Test, test, test
With more experimenting and 
risk taking, digital marketing 
requires a different cultural 
set-up. It is a complex and 
expensive process, so 
companies that incorporate 
test phases prior to rollout are 
more successful, especially if 
they also have the courage to 
halt unsuccessful initiatives 
immediately.
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7. Set smart KPIs 
Similar to traditional 
marketing, digital 
performance must be 
monitored, measured and 
assessed. Successful 
companies accomplished 
this by setting smart KPIs and 
tracking the performance of 
individual digital activities. 
According to our survey, the 
most common KPIs were 
click rates, amount of time 
spent on digital channels and 
coverage.


