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THE PHARMA DIFFERENCE

Marketing pharmaceuticals isn’t like marketing anything

else. The regulations are stricter. The stakes are higher.

The audiences are more skeptical. And yet, the fundamentals
I’ve relied on for decades still apply: understand your audience,
deliver value, measure what matters and stay human.

In this pharma-focused edition, | share 25 principles specifically
designed for pharmaceutical marketers navigating the unique
challenges of reaching healthcare professionals and patients.
Whether you’re launching a new product, building trust, or simply
trying to break through the noise, these insights will guide you
toward measurable, compliant, high-impact marketing.

Grant A. Johnson

CEO, RESPONSORY
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SECTION 01

PHARMA MARKETING

FOUNDATIONS

The unique realities of pharmaceutical marketing.

UNDERSTAND YOUR DUAL AUDIENCE

You're rarely marketing to just one group. Healthcare
professionals need clinical data, efficacy proof and
practice relevance. Patients need clarity, hope and
reassurance. Your strategy must address both, often
simultaneously, without confusing either. Map their
distinct journeys, pain points and decision criteria
separately, then find the bridges between them.

MAKE COMPLIANCE YOUR

COMPETITIVE EDGE

Yes, FDA regulations, OPDP guidelines and legal
review slow things down. But they also protect trust.
Brands that embrace compliance as a core value
(not a burden) differentiate themselves in a skeptical
market. Build regulatory review into your timeline
from day one. Transparency and adherence aren’t
obstacles; they’re proof you respect your audience.
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LEAD WITH EDUCATION,

NOT JUST PROMOTION

Both HCPs and patients are hungry for reliable
information. Share clinical insights, treatment
guidance, disease state education and patient
support resources. When you help people
understand their condition and treatment options,
they remember your brand as a trusted resource.

HUMANIZE THE SCIENCE

Data matters. Clinical trial results matter.

But so do stories. Pair your efficacy data with
patient testimonials (when compliant) that show
real-world impact. Help physicians see how your
treatment improves their patients’ lives. Use case
studies, anonymized patient journeys and physician
testimonials to bridge the gap between statistical
and human significance.

BUILD TRUST IN A SKEPTICAL INDUSTRY

Pharmaceutical marketing faces low baseline trust.
To overcome neutral or negative sentiment, be
upfront about pricing, side effects and what patients
can realistically expect, without overpromising.
Show, don’t just tell, that you put patients first.
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SECTION 02

REACHING HEALTHCARE

PROFESSIONALS

rn attention from time-starved clinicians.

How to ea

RESPECT THEIR TIME ABOVE ALL ELSE

Primary care physicians are stretched thin, often
running behind schedule and bombarded with
information. Every touchpoint must deliver
immediate value. Lead with the indication, call
out the specialty and make the clinical benefit
unmistakable in the first three seconds. If your
message requires deep thought to decode,

it may be ignored.

TARGET WITH PRECISION, NOT VOLUME

Patient populations, prescribing patterns and
formulary access differ significantly among HCPs
even in the same practice. When you use layered
targeting (specialty, patient volume, hospital
affiliations, prescribing history and geographic
nuances) to demonstrate intimate knowledge

of their practice reality, your credibility skyrockets.

responsory.com -B


https://responsory.com/

GIVE YOUR ISI ROOM TO BREATHE

Physicians notice when brands treat Important
Safety Information with respect. By dedicating about
one-third of your digital ad space to the IS|, it signals
professionalism and builds trust that carries beyond
asingle impression.

USE DATA-DRIVEN NARRATIVES

HCPs trust evidence, but numbers alone don’t

inspire action. Weave clinical data into real-world
context. Show how your drug’s efficacy translates into
improved patient outcomes, reduced hospitalizations
orenhanced quality of life. Back every claim with
citations, but present them in a narrative that makes
the impact tangible and memorable.

SEGMENT MESSAGING BY SPECIALTY

Don’t blast the same message to oncologists,
endocrinologists and neurologists. Each specialty
speaks a different clinical language and faces distinct
treatment challenges. Tailor your messaging, case
studies and calls-to-action to reflect their unique
patient populations and prescribing considerations.
Personalization isn’t a nice-to-have —it’s essential
for relevance.
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SECTION 03

ENGAGING PATIENTS

Meeting patients where they are with
empathy and clarity.

SIMPLIFY WITHOUT DUMBING DOWN

Medical jargon intimidates and alienates patients.
Translate complex mechanisms of action, dosing
schedules and safety profiles into plain language
anyone can understand. Use metaphors, analogies
and visual aids. Clarity isn’t about reducing
sophistication. It's about respecting that your
audience isn’t medically trained. If a seventh
grader couldn’t follow it, rewrite it.

ADDRESS THE EMOTIONAL JOURNEY

A new diagnosis, treatment change or medication
decision carries enormous emotional weight.
Acknowledge the fear, confusion and hope patients
feel. Your messaging should validate their experience
while offering pathways forward. When patients feel
seen and understood, they’re far more receptive to
your information and more likely to follow through.
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USE AUTHENTIC PATIENT STORIES

Nothing builds trust faster than hearing from someone
who has walked the same path. When compliant and
properly disclosed, patient testimonials demonstrate
real-world outcomes in ways clinical data cannot.

Real people with genuine experiences resonate

more than overly produced content.

BE TRANSPARENT ABOUT

RISKS AND SIDE EFFECTS

Patients know every medication has trade-offs.
Hiding or downplaying side effects breeds skepticism
and distrust. Be upfront about what they might
experience, how common itis and how to manage it.
Transparency signals respect and positions you as

an honest partner in their healthcare journey.

OFFER SUPPORT BEYOND

THE PRESCRIPTION

The best pharmaceutical brands don’t stop at the
pharmacy counter. Provide resources that make
treatment easier: patient assistance programs,
educational content or community connections.
When you help patients navigate the entire
treatment, you build loyalty that transcends
beyond the product.
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SECTION 04

NAVIGATING COMPLIANCE

& REGULATION

Staying compliant while being creative.

INVOLVE LEGAL AND REGULATORY EARLY

The fastest way to waste time and budget is to
develop creative and then send it to legal review.
Loop in your MLR team early on. Their initial input
prevents painful revisions later and often sparks
creative ideas you wouldn’t have considered.

INTEGRATE PATIENT CONSENT
THROUGHOUT THE JOURNEY

Patient privacy is paramount. Ensure clear, granular
opt-ins for every data use from email reminders to
personalization to research. Consent is a continuous
conversation, not a one-time transaction.

NEVER MAKE OFF-LABEL CLAIMS

Thisis non-negotiable. Promoting a drug for uses
not approved by the FDA violates federal law and
destroys trust. If physicians ask about off-label
use, direct them to published literature and

clinical studies.
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#19 MAINTAIN FAIR BALANCE
IN ALL MESSAGING

FDA requires that risk information receive similar

\-ﬁ'l'?] emphasis as benefit claims. If you tout efficacy,
you must equally present safety information.
Fair balance isn’t just a legal checkbox, it’s a
trust-building practice.

#20 DOCUMENT EVERYTHING

In pharma marketing, if it's not documented,
‘- it didn’t happen. Maintain detailed records of

\ 4 approvals, data sources, claims substantiation
and compliance reviews to protect your brand
during audits and help your team maintain
consistency across campaigns. Thorough
documentation is unglamorous but essential
preventive maintenance.

STAY CURRENT ON
#21 REGULATORY CHANGES

What was compliant last year might not be today as
FDA guidance evolves, OPDP enforcement priorities

“o

shift and privacy regulations tighten. Dedicate time
and resources to staying informed: subscribe to
regulatory updates, attend industry conferences and
maintain relationships with compliance experts.
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SECTION 05

DIGITAL & MULTICHANNEL

STRATEGIES

Leveraging technology without losing the
human touch.

OPTIMIZE CONTENT FOR AI-DRIVEN SEARCH

Al'is reshaping how information is retrieved. Optimize
your clinical and patient education content for
conversational queries and featured snippets, not
just single keywords. Structure content using clear
Q&A formats and bulleted summaries. Focus on
answering real clinical and patient questions

with E-E-A-T-compliant (Experience, Expertise,
Authoritativeness, and Trustworthiness) data.

LEVERAGE HCP-SPECIFIC DIGITAL CHANNELS

Don’t waste budget on broad consumer platforms
when targeting healthcare professionals. Invest in
medical journals’ digital properties, professional
networks like Doximity and platforms that verify
HCP credentials. These environments offer higher
engagement, better targeting and contexts that

reinforce credibility.
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DESIGN FOR THE SEAMLESS

OMNICHANNEL EXPERIENCE

Because the patient and HCP journey is never linear,
your marketing can’t be either. Ensure your digjtal

ads, field sales reps, sampling programs and patient
support hotlines speak a unified language. Use unique
QR codes and tracked URLs to bridge the physical-
digital gap. Every channel must reinforce the message
and push the audience to the next logical step.

BUILD FOR THE LONG TERM

Product lifecycles span years and building physician
adoption and patient trust takes sustained effort.
Invest in foundational assets such as robust disease
state education, ongoing clinical data updates and
evergreen patient support resources. Brands that
stay present and helpful through the entire treatment
journey win loyalty and market share over time.
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CLOSING THOUGHT

Pharmaceutical marketing is demanding, regulated,
and high stakes. But it’s also deeply meaningful.
Done well, it helps physicians make better treatment
decisions and helps patients find relief, hope,

and healing. Market with intention. Lead with
transparency. And never forget: behind every data
point is a human being seeking better health.

o0 o
Lq ? WE’D LOVE TO
T HEAR FROM YOU

From product launches to compliance-first campaigns to
HCP and patient engagement, we understand the unique
challenges you face. If you need a partner who speaks
pharma, we’re here.
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