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PMSA Virtual University:  Achieving a 360 View of the Customer

The technology revolution created a paradigm shift in Pharma which is now merging 
the ecosystems between home and healthcare decisions.  Digital media is the fastest 
growing channel in Healthcare promotion and is key to improving patient access and 
education.  This series helps Pharma better understand and navigate this paradigm 
shift, build a more robust strategic advantage, and gain a comprehensive 360 view of 
their customer. 

– Session 1: The Digital Media Revolution
– Session 2: The Horizon is broad and vast and moving faster than ever!
– Session 3: Knowledge is Power, we need to go nuclear
– Session 4: Ask the Experts: Perspective on Healthcare Digital’s Evolution

This session focuses on the cross-functional view of media and how digital media 
relates to Pharma Rx/OTC/CPG.  Understand how campaigns are planned, bought 
and executed and get an overview on programmatic
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An Overview of Pharma Campaign Design, Execution and 
Measurement Recap: Session 1
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Session 1 Recap: The technology revolution has created a paradigm shift in 
Healthcare

Bridging traditional Pharma into the customer’s 
Omni-channel ecosystem

Patients & Caregivers are have unencumbered 
access; moving Pharma Promotion Channels into 

Digital Reality

Allowing Marketing Strategy to see a 360 view of the Customer

Technology is Rapidly Advancing and shifting 
the Health & Wellness Landscape



Successful campaigns are the result of careful planning, precise 
execution and optimization



Planning Digital media campaigns require comprehensive attention to detail:
aligning strategy to optimize budget, creative, & channel with many partners
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Targeting and messaging to the right audience is critical.
Knowing where to target is a key first step.

Modeling is one method often used in identifying the target audience

Modeling:
National view of a small sample set 

of data (15-20% of Rx claims)

Model sample data with 
demographic data and score 
National Consumer Database

US. Population : 326 Million*

Consumers: 20.8 Million

*https://www.census.gov/popclock/



DMA
DMA: Dallas-Ft. Worth
Population: 3,590,549

Diabetic Patients: 
30,939

3 Digit ZIP 
Postal Code: 752 

Population: 1,590,549

Diabetic Patients: 
762

Geo-targeting using healthcare claims or product sales provides a more granular audience

Targeting and messaging to the right audience is critical.
Knowing where to target is a key first step.



Micro-Neighborhood®

Postal Variation
ZIP+4, ZIP+3, ZIP+2, etc.

Population: <<<1,590,549

Hyper-Local 
Households

Diabetic Patients: 6

And even further granularity can now be realized through evidence based data at the 
Micro-Neighborhood which allows for hyper-local targeting  

Targeting and messaging to the right audience is critical.
Knowing where to target is a key first step.

3 Digit ZIP 
Postal Code: 752 

Population: 1,590,549

Diabetic Patients: 762

Geo-
targeting



Especially for digital media campaigns a more granular and accurate 
audience yields stronger results.

Targeting and messaging to the right audience is critical.
Knowing where to target is a key first step.

US. Population : 326 Million*

Population: 3,590,549 3 Digit ZIP 
Population: 1,590,549 Micro-Neighborhood®

ZIP+4, ZIP+3, ZIP+2, etc.
Population: <<<1,590,549



• With digital media, the audience 
is omnichannel

• Technology now enables 
adjustments to optimize the ad 
reach and frequency in real-time

• Traditional marketing requires an 
“execute and wait” schema 

• Creative and messages are static 
and measured after completion

Digital Marketing Technology Improves Measurement and Performance



Pharma Marketing is quickly embracing Digital Media to expand 
customer access and deeper insights while optimizing their promotional 
spend



So, how do you reach the targeted audience in Digital Media Campaigns? 

First, let’s start with cookies… Cookie technology uses simple a JavaScript 
code to anonymously follow your audience 
across the Web 



But you can’t have cookies alone…



A pixel is actually a 1x1 code or image placed on an advertiser’s website or an email.

But you can’t have cookies alone…

Two most common types:

1. Retargeting: a way to re-display your message to any 
anonymous site visitor.

• Every time a new visitor comes to advertiser site, code 
drops an anonymous browser cookie. 

• When the cookied user browses the web, the cookie 
tells the DSP when to serve ads, ensuring ads are 
served only to people who have previously visited a 
specific site.

2. Conversion Pixel: tracks actions that you want the user to 
perform

• Commonly placed on a “Thank You” page or a “Sign 
Up” page



Paid media deployment requires an understanding of how various 
and interactions exist within the digital media eco-system

Publishers, Ad Networks, Advertisers and Exchanges create the media ad campaign eco-system

Demand side platform 
(DSP) is a technology based 
platform that automates 
media buying across 
multiple inventory sources

Supply Side Platform 
(SSP) is a platform 
that automates the 
selling of ad 
impressions from a 
Publisher

Ad exchange –an  ad broker between 
a publisher and an advertiser.

An Ad network connects advertisers 
to web sites that want to host ads



The “special sauce” of Paid Digital Media is the implementation of 
Programmatic Trading by Ad Strategists, also know as Real-Time Bidding
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• Real-Time Bidding is the trading of online media in an 
auction based environment

• As impression loads, information about the user is sent to 
advertisers and bidding war begins. Highest bidder wins

• Price of impression is decided in real time, according to the 
rate at which advertisers are willing to buy the ad impression 



Real-Time Bidding allows for Optimized Delivery

Key Components of Programmatic Trading

Price

Audience

Targeting

Frequency

Media

Device

Delivery & Performance are the two key success factors of Digital Media



Key Performance Indicators (KPIs) are monitored based on desired goals

Performance 
Metrics

Formula Typical Goal

Click-Through Rate (Clicks / Impressions) x 
1000

0.08% display
0.15% - 0.25% mobile
0.35% video

Completion Rate Video completes / video 
starts

15sec: 60% completion rate
30sec: 50% completion rate
60sec + : 35% completion rate

Conversion Rate (conversions / 
impressions ) x 100

Varies

Viewability Rate Viewable impressions / 
measured impressions

65%

Cost factors Definition

CPC Cost per Click

CPM Cost Per Thousand

eCPM Effective Cost per Thousand

CPA Cost per Acquisition/Action

CPV Cost per Visit

CPCV Cost per completed view

Delivery & Performance are the two key success factors of Digital Media

Similar to the “low tire” light on your car’s 
dashboard, campaign strategists monitor 
KPIs to ensure campaign doesn’t go “flat”



Optimizing your advertising spend and campaign performance

Site Listing (white/black lists)

Category/Keyword Exclusion

Fraud Protection, AQ (bots, SIVT, etc)

Deal Type (Open RTB, PMP, etc)

Viewability thresholds

However, other considerations and hurdles need to be managed as well…



Overall, digital media is a constantly changing and opening up 
new opportunities for Pharma & Healthcare

Digital media continue to evolve and present new opportunities:
• Expansion of new channels such as addressable TV audiences
• Cross-channel integration
• Integration of social media data and interactions
• TV  viewership information
• Healthcare Social Media Communities
• Artificial Intelligence 



Technology harnesses the complexities of Digital Media and is 
now a leading promotional vehicle for Pharma Marketing

Measuring the performance of 
Digital Media across all 
promotional channels and 
campaigns is the focus of the 
next session



Questions?

Laura Jirele
Vice President, Insight & Analytics, Medicx Media Solutions
Laura.Jirele@medicxmedia.com

Noel Webb
Vice President, Digital Media & Targeting, Medicx Media Solutions 
Noel.Webb@medicxmedia.com



Join us for the next webinar

Session 3: Knowledge is Power, we need to go nuclear

Wednesday, August 9  |  12 PM – 1 PM ET

This session focuses on how data and enhanced learning algorithms are key 

drivers of campaign success. Understanding the basics enables marketing and 

sales staff to bolster their assessment of derived value, validating return on 

investment and strategic advantage. 



Submit your questions for session 4 panel
Final session of this series: August, 30, 2017 

Please send all questions to cwalls@pmsa.net by August 23, 2017 for consideration

Michael Weintraub, 
President & CEO, 
Medicx Media Solutions

Michael Joachim,
Senior Vice President, 
Sales, Medicx Media 
Solutions 

Bob Gabruk, 
Vice President, Primary 
Intelligence, Global 
Services, QuintilesIMS

Lauren Jacobson, 
Director, Communications 
Design, Initiative

PATRICK J. MILLER, PH.D.
Executive Vice President of 
Prismic Pharmaceuticals

Dr. Susan Dorfman.
Chief Commercial Officer
CMI/Compas’ 


