Pharma Digital Marketing Analytics: Measuring Campaign Performance, HCP
Engagement, Conversions, and ROI

Abstract

Digitalisation has changed the way pharmaceutical companies communicate to the healthcare
professionals (HCPs), the way they measure and evaluate the impact of their marketing
activities, as well as the way they optimise their marketing investments. With the traditional
approach of impressions, reach and click-through rates being the standard indicators of
campaign success, there is now a way to measure the quality of engagement, to convert
trackers, to qualify leads and to assess ROI (return on investment). When using digital
marketing analytics, pharma organisations are able to see the results of their marketing efforts,
how the HCPs interact with them, find valuable HCPs interactions and invest where needed.
The objective of this review is to discuss the role of digital analytics in pharmaceutical
marketing, especially how to measure campaign performance, engage HCPs, track
conversions, assess the quality of leads and how to continue optimizing strategies. In the
pharmaceutical sector, there are many studies that have demonstrated the value of linking
qualitative measures of performance to relevant downstream measures, as well as digital
recruitment studies and healthcare communication campaigns. Issues relating to data privacy,
regulatory constraints, and engagement metrics, as well as attribution, and interpretation of
engagement metrics are also covered. A clear, information-driven analysis model can be
achieved which can help to streamline, clarify and quantify pharmaceutical marketing activities.

Introduction

Pharmaceutical marketing has witnessed a complete transformation over the past few years
and has become a digital way of communicating, data-driven approach to evaluation and tech-
focused engagement with the healthcare community. The traditional methods like medical
representative visits, conferences, and dealing with printed scientific materials are now
complemented by new techniques like webinar, professional websites, mobile apps, email
marketing and social media.

This transformation has provided a chance for the pharmaceutical business to make better
utilization of healthcare specialists and gather actionable information from campaigns. However,
digital reach is no guarantee for a successful promotion! Many people may see a campaign but
not see many HCP interactions, many qualified inquiries or measurable business results.

Pharmaceutical Digital Marketing Analytics is the answer to this, as they enable you to sync
your promotions with essential metrics such as your audience involvement score, content
interactions, conversion rates, lead quality, and spending on your campaigns. These can be
used to differentiate between superficial digital activity and activity that is helping to meet
strategic objectives.



The study covered the entire country and examined the concept of digital marketing in the
context of doctors' engagement and sharing of clinical information. The results indicated that
digital platforms, such as webinars, and web-based communication, may affect the way that
physicians seek and act on pharmaceutical information [1].

Marketing analytics for pharmaceuticals should not just be used to report back on a marketing
campaign, but to measure levels of engagement, the relevance of the messages to the
audiences, and assessable results.

How to measure HCP Engagement in Digital Pharmaceutical Marketing

Healthcare professionals represent a distinct group of consumers, with a communication
relationship significantly different to other consumer groups. HCPs appreciate scientific
accuracy, relevance of clinical information, evidence-based information and the ability to access
education materials.

The digital platforms offer the opportunity to deliver this information in an interactive and 'on-
demand' style. Yet there is a need to take into account the quality of professional interaction in
addition to how often it occurs.

An HCPs research study presented the effects of structured exchanges with medical information
through HCPs' use of digital channels of pharmaceutical companies' owned social media,
confirming that the electronic media proved to be a useful tool for carrying out structured
exchanges [2]. These interactions could be more than a promotion interaction with a
pharmaceutical — they could be a professional question that requires a scientifically appropriate
answer.

The ability to break down interaction metrics can also be achieved by content preferences,
specialty, professional interests, and previous interactions, provided they stick to privacy and
guidelines. This segmentation can be helpful to create more relevant communication in the
future and can also help avoid repetitive or poorly targeted communication.

The central analytical hurdle is to separate out the passive from the meaningful professional
engagement. For instance, a doctor who opens an email in a very short period of time shouldn't
be deemed to be equivalent to an HCP who has attended a training session and then later
asked for more scientific detail.

Social media analytics, Promotional quality and regulatory considerations

Social media has emerged as a crucial part of digital pharmaceutical communication and has
the potential to reach scientific information beyond the traditional channels. That doesn't always
mean the promotional material is accurate, credible, and suitable, however.

The payments being made to physicians who prescribed drugs and medical devices
recommended via social media were explored in a study that found a need for transparency of
the interaction between health care professionals and the pharmaceutical and medical



technology companies [3]. This creates an added layer of complexity for pharmaceutical
marketers to assess the effectiveness of the promotion as well as disclosure, professional
integrity and regulations.

Similarly, a recently conducted study of highly engaging social media posts about three popular
classes of prescription medicines involved claims promotion, sponsor information and balanced
medical information [4]. The insights reveal that engagement is an important element to take
into account along with content quality and compliance.

Therefore, qualitative assessments are a must have in an effective pharmaceutical marketing
dashboard, along with quantitative indicators. Success of a digital campaign can be measured
in various ways including content accuracy, scientific relevance, approved messaging, suitable
risk communication disclosure.

Analytics can also provide insights into the type of content that drives engagement, which may
not necessarily be the content that influences prescribing, so it's important to not assume that
just because it's engaging, it's necessarily promotional exposure.

Campaign Performance Measurement: Beyond Reach and Impressions

In addition, the company’s performance can be evaluated via analytics, giving them an insight
into how successful their campaigns are in reaching and engaging with their target audiences.

These can include impression, reach, CTR, engagement rate, website traffic, content
downloads, and cost per engagement. These metrics are useful operational pieces of
information that are specific to a campaign goal.

The Centers for Disease Control and Prevention's (CDC) Think. was assessed. Test. For
example, the TB health communication campaign is a comprehensive digital performance
assessment. The campaign also drove over 33 million impressions and about 54,700 clicks, and
kept track of resource downloads, website usage and audience reactions [5].

The most important thing is that the outcome measures (awareness, knowledge, and behavioral
intentions) were merged with process indicators. This can show the overall exposure as well as
the educational/engagement results of the pharmaceutical campaign.

The performance of a campaign could be measured at three levels — visibility, interaction and
outcomes — which are interconnected. Visibility indicates that the target group was able to see
the campaign, interaction indicates that the target group was able to react to the content of the
campaign and outcomes indicate whether any of the steps, which are predetermined, have
been taken.

A high CTR may turn out to mean that a campaign is getting people to visit, but there is no
evidence that they are a good fit for the campaign or that the campaign will provide them with
value in the long term.



Table 1. Key Performance Indicators for Pharmaceutical Digital Marketing Analytics

Analytical Key Performance Indicators Significance in Pharmaceutical
Parameter (KPls) Marketing
Campaign Impressions, reach, click-through | Evaluates campaign visibility and
Performance rate (CTR) audience response
HCP Webinar attendance, content Measures healthcare professionals'
Engagement downloads, repeat visits interaction with scientific content
Engagement Content completion rate, time Assesses the depth and relevance of
Quality spent, medical information HCP engagement
requests
Conversion Registrations, form submissions, | Tracks completion of predefined
Tracking resource downloads campaign objectives
Lead Quality HCP verification, specialty Identifies relevant and potentially
relevance, qualified inquiries valuable professional interactions
ROI Cost per lead (CPL), cost per Assesses marketing cost-efficiency
Measurement conversion, return on investment | and financial returns where
(ROI) measurable
Campaign Conversion rate, engagement Supports data-driven targeting,
Optimization trends, channel performance content refinement, and budget
allocation

Note: CPL and cost per conversion are cost-efficiency indicators, not direct measures of

financial ROI.

Conversion Tracking & Cost-effectiveness




Conversion tracking is the technique of linking pre-defined actions to digital interactions that are
regarded as progress towards a campaign objective. Pharmaceutical marketing conversions
may include attendance at webinars, completion of educational material or modules, request for
approved scientific information, downloads of clinical information, or qualified inquiries.

The Feeding India campaign highlighted an assessment of an iron—folic acid health initiative in
India using Facebook-powered measurement, as well as how the goals of a campaign, and the
metrics of conversions, affected the cost-effectiveness of digital advertising [6]. The study
shows that it's not enough to measure campaign reach - you need to measure completed
actions.

Cost per conversion can also be determined by dividing the total cost of the campaign by the
amount of conversions. Such metrics allow for a comparison of digital channels, audience
segments, and content formats.

However, conversions ought to be considered in relation to their profession. When an
educational activity is finished, it could be seen as a meaningful engagement and should not be
deemed as a commercial sale or as a prescribing outcome.

Targeting and Conversion Funnel

The ability to reach clinically relevant audiences and grasp the journey of the audiences through
the digital engagement pathways is crucial for effective pharmaceutical marketing.

An evaluation of the feasibility of reaching healthcare related audiences through digital
advertising methods using Facebook ads found the ability to measure responses, and reach
physician and patient audiences, to be a valuable opportunity [7]. The study provides a suitable
methodological approach for studying audience targeting, audience engagement with
advertising and the possibility of recruitment.



Healthcare Professional Conversion Funnel
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Lead Quality and Marketing ROI

Lead Generation is one of the key goals of digital marketing. But, the volume of leads generated
doesn't always equate to the value of a campaign.

The specificity of the generated inquiry is determined by the campaign's objectives and it is
probable that it is relevant, eligible and useful. Some pharmaceutical marketing-related
considerations might be HCP verification, specialty matching, professional interest, and
interaction type.

An RCT comparing the cost-effectiveness of traditional methods of recruitment versus
Facebook advertising to recruit individuals for health research demonstrated that the cost-
effectiveness can vary in different stages of recruitment [8]. A channel that provides low cost
responses will not necessarily provide a low cost per eligible/actual participant at start-up.

In particular, this is crucial for analyzing pharmaceutical campaign ROI. All of these are various
levels of marketing performance: cost per click, cost per lead and cost per qualified lead.

Many HCP engagement programmes, however, are targeted at scientific education,
professional relationships or awareness, but don't directly target measurable revenue. In such
circumstances, it is better to rely on cost-effectiveness measures and identify a priori on non-
financial measures than to rely on a monetary measure of engagement in a speculative fashion.

Assessing the Quality of Lead with Downstream conversion



Another drawback of traditional digital marketing metrics is that all clicks or registrations are
assumed to be of the same nature, which is not always true.

The descriptive study of social media recruitment for a telehealth randomized controlled trial
found significant differences in the number of initial interactions with the ad and the number of
enroliments [9]. The results emphasize the need to measure progression in sequential stages
and not to interpret the initial interest as successful conversion.

A similar contrast can be made between an HCP who clicks on an educational ad and an HCP
who carries out a scientific activity or sends in a relevant medical information query in
pharmaceutical marketing.

Professional verification, specialty relevance, depth of engagement and completion of the
intended action, may then be taken into account in a lead-quality framework. This should be
based on clear, clear-cut, goal-oriented assessment and with the necessary agreement and
data protection measures.

Lead scoring should not be used for inferences on related professional behavior or for targeting
inappropriate promotions.

Data-Driven Campaign Optimization

Optimization of campaigns includes analyzing and adjusting audiences, content, channels,
timing, and budget.

A scoping review of social media for clinical trial recruitment [10] identified opportunities and
limitations of clinical trial recruitment digital approaches, such as varying recruitment efficiencies
and recruitment costs. While clinical trial recruitment is not the same as pharmaceutical
promotion, the lessons learned are transferable to the evaluation and optimization of channels.

Any optimization strategy should incorporate both campaign data and downstream conversion
data. A campaign that generates less clicks but a more qualified percentage of HCP interactions
could be more valuable than a campaign that generates large numbers of clicks, but has a
smaller number of qualified interactions.

Optimization can involve comparative testing of approved content formats, examination of
engagement trends with audiences, changes to the frequency of messages and the re-
allocation of budgets to channels that are more cost effective.

Predictive modeling and automation of reporting can provide even more sophisticated analysis
of campaigns. However, limitations in the data quality, the definition of the metrics and the
interpretation of the associations make these methods valid.

HiDoc Dr. - Supporting Digital HCP Engagement


https://www.hidoc.co/

HiDoc Dr. is a digital healthcare platform designed to facilitate engagement between healthcare
professionals and the broader healthcare ecosystem via medical knowledge, educational
content and digital communications. For pharmaceutical digital marketing, sites like HiDoc Dr.
can serve as a space to share scientific information, enable professional learning, and facilitate
targeted messaging to HCPs. When integrated with the proper analytics and reporting solutions,
pharmaceutical companies can measure campaign reach, interactions with content, educational
engagement, and more pre-defined engagement metrics. The capabilities highlight the promise
of pharmaceutical communication platforms designed for healthcare to provide measurable,
data-driven communication. The performance and ROl and conversion measures to be used for
each platform would need to be validated independently using campaign-level data [11].

Conclusion

Pharmaceutical digital marketing analytics plays a vital role in assessing the impact and
effectiveness of communication amongst healthcare professionals. Impressions, clicks and
reach are still valuable metrics, but these metrics alone do not give a complete picture of the
campaign's performance.

A more holistic strategy includes making sense of HCP involvement, tracking conversions,
qualifying leads, evaluating cost-effectiveness, and optimizing constantly. The findings of the
pharmaceutical marketing, healthcare communication and digital recruitment research studies
all support the importance of measuring downstream outcomes over and above engagement
alone.

Using scientifically sound, evidence-based content and data practices, coupled with dependable
measurement systems, pharmaceutical companies can enhance campaign transparency,
bolster HC engagement strategies and make data-driven marketing investment choices.
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