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Marketing ROI for

Pharma: in-depth report
from the eyeforoharma 5th Annual
Pharmaceutical Marketing Congress

Dr Michel RM Rod

Executive summary

The pharmaceutical landscape is volatile. Research and development costs are
soaring, purchasing power is being vested in fewer parties and regulations on
pharmaceutical promotion are being tightened. Companies are under greater
pressure to control spending and drive profits.

Return on investment (ROI) remains the common mantra from the boardroom
downwards. Marketers are being asked to deliver bigger profit margins from
diminishing marketing budgets and to demonstrate accountability when

making promotional investments. With a better understanding of ROl analysis,
pharmaceutical companies can develop and implement more effective marketing
communications and enhance profitability.

The 5th Annual Pharmaceutical Marketing Congress — Marketing ROl for Pharma
— held in Amsterdam 14-15 November 2005, organised by eyeforpharma,
showcased a diverse range of opinion in its attempts to establish best practice.
This Conference Insights review provides analysis of the pertinent issues raised
in selected presentations made at the event. It details issues such as how
market research can play a major role in informing the decision-making process,
and examines why the industry must adopt a more systematic approach to
segmentation, targeting and positioning. Critically, it asks whether ROl is actually
the best metric for evaluating marketing success.
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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 briefing, 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 find 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

pharma

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

The 5th Annual Pharmaceutical Marketing Congress — Marketing ROI
for Pharma - held in Amsterdam 14-15 November 2005, organised
by eyeforpharma, proved to be another successful event for those
pharmaceutical managers/executives, consultants, healthcare
practitioners and academics in attendance. Over the course of an
excellent series of presentations, workshops and discussion panels, it
became evident that although marketing return on investment (ROI) is
still a very hot topic, it remains an area in which there is still much to
learn and to apply.

The objective of this year’s conference was to illustrate, in the midst of a very turbulent
environment — with a higher demand for pharmaceutical marketers to deliver bigger profits
from increasingly smaller promotional budgets — that there are a few critical decision areas
which, if addressed appropriately, can help deliver better ROI. This objective was met
through a series of discussions in which data access and analysis leading to improved
segmentation, targeting and positioning of customer solutions, effectively communicated
and suitably delivered, were recurrent themes. These themes encompassed such practical
suggestions as: identifying the key metrics and analytics needed to track trends in
prescribing behaviour; designing, creating, implementing and executing marketing models
that effectively measure ROl and gauge customer satisfaction; assessing the validity of ROI
analysis, especially in comparison to the competition; and then using all of this information
to determine the best allocation of promotional resources in selecting the most appropriate
segments to target with specific marketing communications through the most appropriate
marketing channels, such that promotional investments can be optimised. Unlike last year’s
conference, there was, perhaps, also the suggestion that ROl is not necessarily the metric
that should monopolise our thoughts — and that, perhaps, in conjunction with ROl analysis,
there should be a broadening of perspective to start embracing the notion of marketing
accountability and effectiveness, such that we are able to see both the forest, and the trees.

Dr Michel Rod
January 2006
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