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Online Marketing 
and eDetailing:
in-depth report from an eyeforpharma conference
By Dr Andrée Bates

Executive summary

The question of whether physicians are using online technology can fi nally be laid to rest. 
Studies show that between 70% and 90% of European physicians use the internet on a 
daily basis. In response, the pharmaceutical industry is deploying e-detailing, customer 
relationship management (CRM), healthcare provider (HCP) portals and consumer 
compliance applications to develop e-marketing strategies that, at last, demonstrate clear 
business objectives and measurable return on investment.

The eyeforpharma conference, Online Marketing and eDetailing, held in Berlin on 8–9 May 
2006, focused on a new ‘era of enlightenment’, with internet technology at the forefront of 
communication with European physicians. It examined how customer segmentation through 
sophisticated CRM tools can add value to the pharmaceutical industry/physician interaction, 
and looked at how HCP portals can deliver signifi cant business value as the online needs 
and preferences of doctors are better understood.

e-Detailing still faces some barriers, yet it is emerging as a viable complement to the 
traditional sales force. Moreover, the deployment of digitally enabled representatives 
enhancing customer visits with e-detailing technologies is steadily becoming an industry 
trend.

This Conference Insights report looks at how the pharmaceutical industry is using the 
e-channel and, in turn, how European physicians are responding to technological 
advancement. In response to physicians’ growing familiarity with the internet, the report 
uses best-practice case studies to look at the critical success factors in developing e-detail 
programmes, and outlines key selection criteria for choosing e-detail vendors. 

The integration of e-activity into the full marketing mix remains a major challenge for the 
industry. The report concludes that the future of e-marketing within pharmaceutical marketing 
will not be so much about ‘e’, but ‘e’ will be an integral part of everything the industry does.
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About eyeforpharma

eyeforpharma is a strategic information provider with an unrivalled reputation and 
global presence in the pharmaceutical industry. 

Our conferences and events are well known worldwide for attracting the highest level 
of speakers and attendees, in order to determine solutions to the most pressing 
pharmaceutical business issues today. eyeforpharma is always able to offer more 
real-time case studies, a stronger focus on the pertinent issues impacting your 
bottom line in today’s evolving pharma landscape and more interaction with industry 
peers.

We also produce the eyeforpharma briefi ng, which comes out twice a month, 
containing original stories about projects within the industry. To obtain this free of 
charge, visit www.eyeforpharma.com

 If you have any questions or wish to fi nd out more about opportunities to work with 
eyeforpharma, please do not hesitate: contact Paul Simms on +44 (0) 207 375 7194 
or psimms@eyeforpharma.com

First source of intelligence for 
the pharmaceutical industry
Get thought-leading insights from senior 
pharma executives delivered free to your email 
inbox every two weeks by subscribing:

www.eyeforpharma.com

Get 10% off your next eyeforpharma conference:
Quote ‘KeywordPharma’ when you register online.
To view upcoming events, go to www.eyeforpharma.com/events.asp

Audio recordings and slide presentations on CD are also available, 
both for this event and for others: visit www.eyeforpharma.com/rec/ 

and quote ‘KeywordPharma’ to get 10% off.
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Introduction

After a decade of e-marketing and e-detailing, which included much 
hype and expectation, the dust is beginning to settle on a phase of 
more realistic expectations and approaches. 

This conference, Online Marketing and eDetailing, organised by 
eyeforpharma, showed signifi cant evidence that physicians are at 
last embracing online technology on a regular basis. The question of 
whether doctors are using the internet can fi nally be laid to rest: studies 
show that between 70% and 97% of European Union (EU) physicians 
use the internet on a daily basis for accessing clinical information.

So how are pharmaceutical companies responding, and what is e-marketing now being 
used for? This conference showed that the main key areas in which e-marketing is currently 
being deployed by pharmaceutical companies are e-detailing, customer relationship 
management (CRM), healthcare provider (HCP) portals and consumer compliance 
applications. 

It was widely stressed that the days of simply doing ‘e’ are over; business principles 
must be applied to any ‘e’ project. Any e-marketing or e-detailing project must start with 
clear business objectives and determine which key performance indicators (KPIs) should 
be measured to determine whether the business objective was met and what fi nancial 
marketing return, or return on investment (ROI), was achieved. 

In terms of execution, ‘mundane things matter’, and quality of content and execution are, as 
ever, crucial. So, too, is involving all key stakeholders from the beginning and getting their 
buy-in and involvement.

The needs of the customer were a frequent topic in several presentations, and the concept 
of being customer-centric rather than product-centric was highlighted. Another topic of 
increasing importance was the integration of any e-marketing/e-detailing programme 
into some kind of CRM system and feedback loop. In fact, this concept fed into another 
key topic – the integration of e-marketing with the overall marketing mix. The theory of 
dropping the ‘e’ and ensuring all marketing is digitally enabled was highlighted in several 
presentations. 

Dr Andrée K Bates
July 2006
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