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ROLE OF
PUBLIC

RELATIONS

In Pharmaceutical Industry




The Evolving World
of Pharma Marketing
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2 Ad videos
check the meeting video on Youtube channel
Marketing Club Middle East




one program video
check the meeting video on Youtube channel
Marketing Club Middle East




One press conference video
check the meeting video on Youtube channel
Marketing Club Middle East




WHY BRANDING

IS IMPORTANT ?




Branding in the Pharmaceutical industry

Pharmaceutical industry takes long-term
brand building very seriously because of
the characteristics of the industry. \,

Access to information about products been
restricted to doctors and healthcare
professionals only.
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O of global
O pharmaceuticals revenue

The prescription-only medicine (Rx) sector.
Highly regulated and subject to government and political
intervention.




BRAND

 APOWERFUL BRAND

That attracts customer is one of the greatest sources of wealth for
a business, by its ability to secure, through customer commitment,
more predictable cash flows.

* Branding has now become a management tool

it is now possible to measure the value creation performance of
brands within a given portfolio.

* Successful Brands
deliver enhanced shareholder value and add significantly to the
worth of the business.
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Compa Ny Balance Sheet Brand Balance Sheet

Brand
Assets

Brand
Liabilities

A\

Brand Equity =
Brand Assets — Brand Labilities

AN

Owners' Equity =
Company Assets — Company Labilities
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1. Brand Awareness 1. Customer Dissatisfaction.

2. Emotional Connectedness 2. Product or service failures

3. Brand Loyalty 3. Questionable Practice

4. Product Line Extension 4. Poor Record on Social Issues.
5. Price Premium 5. Negative Associations




A POWERFUL BRAND

PROVIDES

i
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The platform to build a relationship
with customers on an individual
basis

Significant competitive differentiation

Cross the borders of countries and
markets




A Powerful Brand Provides

* The platform to build a relationship with customers on

\ an individual basis.

* Pharmaceutical manufacturers whose brands enjoy
‘must have’ status with health authorities, prescribers
and healthcare professionals can enjoy similar
advantages.

* The rise of DTC advertising and the ubiquity of the

Internet can help brand owners create such a
relationship .







COLD SORE CREAM ¥
Aciclovir

Works at tingle & blister

400myg

o evirax
Lovirax 3 Z ;

The patent to Glaxo Wellcome’s aciclovir has now expired.
As a result, topical Zovirax, Glaxo Wellcome’s OTC variant for the treatment of cold
sores, is starting to feel the effect of generic competition.
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ZOVIRAX
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A Powerful Brand Provides

* A powerful brand can cross the borders of
countries and markets.

e Brands with broad-based appeal can provide
cost-effective way of leveraging value for their
owners, and a guarantee of consistency of
satisfaction for their customers.

* Inthe pharmaceutical market, the opportunity
to carry brand value over into new market
sectors is becoming increasingly attractive with
the growth of the OTC sector.




* Examples of brands that have managed
the transition are

* Diflucan.

e Zovirax.

e /antac.
Zantac tablets | K
Ranitidine 150 mg ! ;
i DIFLUCAN "
20 tablets i:“ g Mg FrucosaE 400mq
i i
oclmSmilhlm | \)
aul 1 Capsule ]

Jovirax




A Powerful Brand Provides

influence behavior and attitudes
since the introduction of Prozac in the late 1980s. Books have been written about the Prozac

generation and this immensely successful brand has acquired almost iconic status, which should
help it to withstand some of the worst ravages of the post-patent era.




Nine P’s
Pharmaceutical
Marketing
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Product

Price

Place
Promotion
Personal Selling
Prescription
Policy

Power

Public Relations

Nine P’s
of Pharmaceutical
Marketing




Integrated marketing
communications is a way of looking
at the whole marketing process from
the view point of the customer.

— P!z.(/(f: Ketler, —
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Integrated Marketing Communications

is an approach to promoting a message
through multiple strategies that work
together and reinforce one another.




Marketing Communications Mix

The specific mix of

Advertising
Personal Selling

Sales Promotion

Public Relations




Print Media & Direct
Direct mail Marketing

Personal
Selling

Marketing Communications Elements

Sales
Promotion

Public
Relations

Social Media

Other Offline
Media



message

Organization
e
and its products
— ——

Carefully Blended

Public Relations Direct Marketing
-

Consistent

Compelling

..................



Reaches Many Buyers.
Repeats Message Many Times.
Impersonal.

Expensive.




One Brufen Ad video
check the meeting video on Youtube channel
Marketing Club Middle East




One Panadol Ad video
check the meeting video on Youtube channel
Marketing Club Middle East
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.. Personal Selling

* Personal Interaction
* Relationship Building
* Most Expensive Promo Tool




Direct Marketing

e Immediate
e Customized
e Interactive



Wide Assortment of Tools & Rewards.
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PUBLIC RELATIONS

* Very Believable
* Dramatize a Company or Product.
* Under utilized



The Traditional Definition of PR*

The management function which evaluates public attitudes,
identifies the policies and procedures of an organization with
the public interest, and executes a program of action (and
communication) to earn public understanding and
acceptance.

*the weekly newsletter of the industry




PUBLIC RELATIONS

e Publicrelations is indeed a management function.

 The term management should be used in its
broadest sense; it is not limited to business
management but extends to other types of
organizations, including nonprofit institutions.

Marketing b




PUBLIC RELATIONS

In this definition, public relations requires a series of 3] International E |
1 1 . %’“'ﬁlmﬁesﬁval R

stages, including:  Te

1. The determination and evaluation of public | | tres "F"if&"s"eﬂi’-.'\}ﬁ
attitudes. ] A -

2. The identification of policies and procedures of _, E \ 3
an organization with a public interest. " 3

3. The development and execution of a Ny PNy
communications program designed to bring

about public understanding and acceptance.
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Advantages

» Cost-effective way to reach the market.

* |t achieves credibility.

* |t supports advertising programs by making
messages more credible.

* [t circumvents consumer resistance to sales
efforts.

* [t can create influence among opinion leaders
and Influencers.

* It can improve ROI.

Marketing b




Disadvantages

There is a lack of control over the media.
It is difficult to tie in slogans and other
advertising devices.

Media time and space are not guaranteed.




The New Role of PR

In the new role of public relations...

Managers envision both strong marketing and
strong PR departments rather than each
department operating independently the two work
closely together, blending their talents to provide
the best overall image of the firm and its product

or service offerings

»—
1"\

Marketing Club
Shpen Your Mg sl




No Uk wnNE

Marketing Public Relations Functions
adds value to the integrated marketing
program in several ways

Building marketplace excitement before media advertising breaks.
Improving ROLI.

Creating advertising news where there is no product news.
Introducing a product with little or no advertising.

Providing a value-added customer service.

Influencing the influential.

Defending products at risk and giving consumers a reason to buy.
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PUBLIC RELATIONS

and its role in pharmaceutical Brand building
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In the information age, the power of public
relations as a pharmaceutical marketing tool
is being appreciated as never before as
different Advantage that mentioned before.

'V w
1 A |

.....................




PUBLIC RELATIONS

*  Public relations as brand builder

 Public relations in a regulatory environment
 The cascading effect of key influencers

e  Public relations as a DTC tool

 The question of celebrity spokespersons
 History and future.

Marketing Club
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PUBLIC RELATIONS



“Marketing practitioners are very likely
to increase their appreciation of PR’s

potential contributions to marketing
the product because they are facing a

real decline in the productivity of their
other promotional tools.”

Philip Kotler,




Marketing public relations in the future can only
go one way: up. (PR-Legend Harris, op. cit.)




The Cascading Effect of
Key Influencers




* Public relations is not just about getting the word out; it is
about reaching the right audiences with the right messages
and letting those audiences influence other audiences.

 The objective is usually to target key influencers — opinion
leaders, the media, government, industry analysts and so
on — who can impact other audiences.




* Before Celebrex hit the market as the first of the COX-2 drugs, it benefited from
the support of numerous key influencers — not only science writers and medical
reporters, but financial analysts, business reporters and others who made it the
centerpiece of stories about Searle and its then parent company, Monsanto.

* The cascading effect of this coverage benefited Monsanto’s stock and reached
virtually every important target audience.

ELE BR E% l
CeIeIaCsOXib

200 md

50" 10




PUBLIC RELATION
as a DTC tool
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Public relations also can be effective in reaching and influencing patient
audiences as groups, in order to gain their advocacy in lobbying regulators,
legislators and/or payers to support reimbursement for branded drugs and to
combat unfriendly initiatives such as limited list formularies.




Public relations offers many of the benefits of DTC advertising without some of
the drawbacks.

It educates and informs without calling attention to itself as a blatant
promotional activity.

It is usually less expensive than advertising.

It offers balanced information but has fewer disclaimer requirements than
advertising does.

It is not limited to a 15- or 30-second spot on television, thus allowing for more
in-depth explanation and education.

It is also highly impactful, reaching its audience through the news media or
other credible third parties.

a; ing Club




One Sensodine Ad video
check the meeting video on Youtube channel
Marketing Club Middle East




One Panadol Ad video
check the meeting video on Youtube channel
Marketing Club Middle East




A blend of public relations and DTC advertising can be highly effective, if
both are utilized to do the things they do best:

PUBLIC RELATIONS ADVERTISING
educates regarding a disease Reinforces brand awareness and
category and informs and does so with great control, reach

influences regarding a brand and frequency.




One Otrivin Ad video
check the meeting video on Youtube channel
Marketing Club Middle East

Brand: Otrivine Extra Dual Relief Nasal Spray
Pharmaceutical Marketing Award: Pharma Intelligence OTC
Marketing Awards 2020

Category: Most Innovative New OTC Product

Company: GlaxoSmithKline




One Xofluza Ad video
check the meeting video on Youtube channel
Marketing Club Middle East

Brand: Xofluza

Campaign: “the flu sucks everything out of you”

Pharma Marketing Award: DTC National 2020 Advertising Award

Category: Best New Brand or Indication Television Campaign

Company and Agency: Genentech, Inc. and Wunderman Thompson Health

Marketing Club
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One Fasenra Ad video
check the meeting video on Youtube channel
Marketing Club Middle East

Brand: Fasenra

Campaign: Lets breathe together

Award: DTC National 2020 Advertising Award

Category: Best Established Brand Television Campaign

Company and Agency: AstraZeneca and McCann Health New York




Celebrities in

Pharmaceutical m
Marketing
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The role of celebrities in pharmaceutical marketing is an
interesting one.

celebrities can help to promote a pharmaceutical brand like
many other kinds of brands, particularly if the celebrity is a
patient who clearly has benefited from the medication.




One bioderma Ad video
check the meeting video on Youtube channel
Marketing Club Middle East

Marketing Club
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One Bioderma Dr. testimonial recommendation
Ad video
check the meeting video on Youtube channel
Marketing Club Middle East




Major Public Relations Channels

1y | N

Websites \ 4/ Press Releases

Corporate

ldentity
materials

Multi-channel approach to meet

Influencers




Implementing the PR Program
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[COMPANY]

Representative: [NAME], [TITLE]
[ADDRESS] [PHONE]

Signature:
Printed Name:
Date:
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Measuring the Effectiveness of PR

1. Media content analysis.

Systematically and objectively identifying the
characteristics of messages that appear in the media,
analyzing the content to determine trends and
perceptions relevant to the product or brand.

2. Survey research.

Quantitatively assessing consumers’ attitudes toward the
product or brand.

3. Marketing-mix modeling.

Drawing data from multiple sources and integrating
them to provide insight into the process
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Mistake No 1 :

* No Research or Understanding
* Not Understanding the Journalist.
* Not Hitting the Right Publications.




Mistake No 2 :

* Spreading No-News
* Self-Promotion.




Mistake No 3 :

* No Media Relations
* Too Many Follow-Ups.
e Mass Email Blast.




Mistake No 4 :

Targeting Only Top Media
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1.Experience in your industry.
2.Agency size.

3.Capability alignment.

4.Budget alignment.

5.Candor about the point people.
6.Digital capabilities.

7.Results.
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