
An Overview of the Pharma Industry
In just one year, the pharmaceutical industry spent:

$1.2 billion 

on promotional e-mail 
campaigns aimed at 

physicians

$90 million 

on medical journal 
advertisements

$1.4 billion 
on digital advertising

In 2017, the global pharmaceutical market 
was worth an estimated $935* billion, with a 

forecasted $1,170 billion increase by 2021.

Pharma marketer insights: 

71% 89% 96%

71% of marketers believe 
their digital campaigns fail 
to meet marketing targets

89% of marketers emphasize 
that a different marketing mix 
could’ve provided better results

96% of marketers believe 
their digital campaigns fail 
to reach intended audiences

New Product Launch Challenges 
From 2011 – 2019:

of new drug launch 
campaigns did not meet 
their intended target

50%
of these launches failed to 
reach half of the external 
revenue

25%

THREE Mistakes 
Pharma Marketers 
Make 

...Which Leads 
to Campaign 
Failure

Failure to track and assess campaign 
performance

Not highlighting the effectiveness and 
uniqueness of each drug marketed

Failure to understand and improve on 
campaign analytics
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Insight into healthcare professionals (HCP) 
digital information consumption behavior**

70%

70% of HCPs would prefer not 
to deal with sales 

representatives directly 

66%

66% of HCPs are using 
tablets/laptops in their 

practice for quick research, 
reference, and tracking 
patients’ consultations

80% of HCPs have used 
social media platforms 

for work-related reasons

¾ of US physicians are
“digital natives” and use technological platforms on 

regular basis

HCPs give pharma companies an average Net Promoter Score® of 
negative 11% across all their interactions with them, 
while 40% of HCPs lean towards brands who provided 
outstanding after-sales support. 

The key takeaways HCPs gain from these brands include: 
prompt response to product queries; answers about medical 
issues; and connecting them to other professionals within their industry.

Brand loyalty is LOW:

Putting your product in front of healthcare 
professional communitiess which are relevant 
to your brand
 
Fostering P2P (peer-to-peer) discussions 
relevant to your brand 

Exposing your campaigns to verified 
physicians from a wide array of healthcare 
fields

Creating successful campaigns through the under-
standing and analysis of your target 
audience

Skipta helps by: How Skipta 
can help

What HCPs look for in a 
multi-channel marketing campaign:

94.6% of HCPs agree that 
multi-channel marketing should be 

highly customized. 

An effective MCM can yield a 10% 
growth boost and reduce costs by 

10-25%, which leads to a 20% increase 
in conversation rates.

Are you ready for your Skipta advantage?  

Skipta solutions are tailored to 
each client to help achieve 
campaign objectives.

Source: Pharma Marketing 2020: 
Maximizing product launch success 
in line with legislation changes

*This data is rounded 
**The date range is 2014 - 2017
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The Changing Landscape 
of Pharma Marketing
The Changing Landscape 
of Pharma Marketing

3 Mistakes Pharma Marketers Make... 




