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The Dawn of a New Age in 
Healthcare

There’s no question that we’re at the precipice of a 
new age in healthcare, especially as it relates to the 
relationship between healthcare professionals (HCP) 

and pharma. In just a few months, healthcare sales reps 
advanced technologically by about three years.1 

The COVID-19 pandemic has propelled the digitization 
of healthcare faster than anyone anticipated. Instead 
of in-person forms of meetings and communication, 
today’s HCPs are increasingly relying on digital means of 
communication. 

That’s not to say that HCPs weren’t using digital tools at all 
prior to the pandemic. A younger generation of HCPs was 
already starting to move the healthcare industry forward 
technologically. An estimated 70% of HCPs are considered 
“digital natives,” meaning they grew up using technology 
and are, therefore, very comfortable with it.2 
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Pre-pandemic, roughly 36% of meetings between HCPs 
and pharma sales reps occurred virtually, compared with 
64% that took place in person.3 Those numbers have 
flipped after the pandemic, with 65% of meetings taking 
place in online spaces and only 35% taking place in person. 
An overwhelming majority of HCPs (97%) want this trend 
to continue.4 

That means it’s time for pharma marketers to buckle down 
on digital marketing efforts to replace traditional sales calls 
with digital communication that is more convenient for 
providers. And the best way to accomplish that is through 
programmatic marketing. 

This ebook will guide you through the critical changes 
you need to be aware of as a pharma marketer so you 
can advertise to HCPs in this new era. We’ll detail how 
programmatic marketing can help you stay connected with 
current HCPs and reach new ones in your target market. 
We’ll also discuss some of the challenges facing today’s 
healthcare marketers in this ever-evolving world of digital 
transformation. 
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A Virtual Takeover for Healthcare 
Marketers

With the decline of in-person meetings, healthcare 
marketers need to ramp up their digital marketing 
budgets. For some companies, this means 

reducing their sales workforce as sales reps no longer need 
to conduct meetings in person. Other companies are 
working a dual-angle approach by communicating with 
HCPs in person and online. 

The abrupt shift from in-person sales meetings to virtual 
calls had some surprising results. The numbers show that 
keeping a digital-first approach is the best move for 
healthcare marketers, even in companies that want to 
keep at least some in-person communication. 

Virtual Calls are Longer Than In-Person Calls
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The average virtual sales call with an HCP was 19 minutes. 
Previously, the average length of an in-person sales meeting 
with HCPs was just 3 minutes.2 

Digital Connectors Get More Calls

On top of spending more time with HCPs, healthcare 
marketers who use digital meetings are getting more calls. 

Marketers who connect with HCPs virtually make 15% more 
calls than those who only use in-person appointments.2  This 
demonstrates that marketers who employ digital methods 
are able to connect with more HCPs who were previously 
unreachable.
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Face-to-Face Marketing Still Matters

While digital marketing efforts through email, SMS, and 
the web are essential for healthcare marketers, there’s 
still a need for face-to-face marketing. Whether virtual or 
in-person, 80% of HCPs are looking forward to engaging 
with their pharma reps in person sometime in the future.5 
In addition, 12.5% of HCPs have expressed interest in 
renewing face-to-face interactions via representative visits 
and professional conferences.6 
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The Rise of Digital Connectivity 

There’s no escaping the fact that digital connectivity 
has taken over the healthcare industry for HCPs. As 
a result, Healthcare marketers need to keep up with 

the quick adoption of technology among HCPs and the 
general public. 

After all, HCPs are consumers too. Their digital habits 
reflect the behaviors that are shaping consumer behavior 
worldwide. 

82%
Percentage of Americans who 
have at least one active social 
media account in 2022.7 

85%
Percentage of American adults 
who own a smartphone.8 
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4 hours and 23 minutes
The average amount of time 
Americans spend doing things 
other than talking on their 
smartphones every day.9 

89%
Percentage of Americans ages 15 
and older who use email.10 

95%
Percentage of consumers who 
check their email at least once a 
day. 10

16
The number of average minutes 
doctors spend on EHR per patient 
encounter.11 
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Using 1:1 Targeting for 
Programmatic Marketing

Today’s healthcare marketers must be ready to meet 
the changing needs of HCPs as the healthcare industry 
continues to evolve and adapt to an increasingly tech-
savvy world. 

Use our five-step process to maximize your programmatic 
advertising efforts so you can stay ahead of the curve while 
ensuring an optimal return on your investment. 

Step 1: Use reliable HCP data to build your audience

Step 2: Know where your HCPs are online

Step 3: Figure out the right types of ads

Step 4: Hone your messaging

Step 5: Optimize your strategy based on efficiency and 
performance
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Step 1: Use Reliable HCP Data to 
Build Your Audience

Before you can get too far with programmatic marketing, 
you need to craft an audience that you want to target. 
And before you can build an audience, you need to have 
accurate, reliable HCP data. 

Putting in the work to develop an audience upfront is worth 
the initial investment. In the long run, you’ll save both time 
and money. For one thing, you will reach an audience 
of HPCs who are ready to convert instead of wasting 
impressions on those who aren’t. 

Another benefit of building an accurate audience is that 
you can target HCPs with granularity based on factors 
such as prescribing behavior, geographical location, and 
hospital affiliation.

Prescribing behavior
If you’re trying to market a particular product to HCPs, you 
can focus your spend on HCPs who work with specific types 
of patients. For example, if you’re marketing a medication 
for high cholesterol, you can target HCPs who work in areas 
with increased high cholesterol rates. 

Geographical location
With location targeting, you can reach HCPs who live in 
a particular region of the country. This can include HCPs 
who live near you and far away. For example, if you are 
marketing an allergy medication, you may want to target 
HCPs who work in areas with high rates of allergens, such 
as pollen or ragweed. 
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Hospital affiliation
If you want to market your product to HCPs within a 
particular hospital organization, you can filter your 
audience based on hospital affiliation. This can narrow 
down your audience and allow you to reach HCPs who 
might be in different parts of the country but connected 
via hospital affiliation.
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Step 2: Know Where Your HCPs 
are Online

Now that you have an accurate audience list, it’s time 
to start targeting them with ads. But first, you need to 
know which ads will be the most effective for your target 
audience. Keep in mind that nearly 90% of HCPs spend at 
least 30 – 60 minutes a day consuming content related to 
their specialty outside of the office.6

It’s a good idea to use a mix of digital channels when 
distributing your ads. This will ensure that you reach a 
broader audience of HCPs. In addition to using tried-and-
true channels, consider branching out into newer, forward-
facing media. These are places where your competitors 
may not be yet, giving you an edge over the competition. 
You can also work with companies like Pulsepoint to 
discover opportunities for your HCPs.

Audio 
Even though the way we use 
radio has changed over the 
last decade or so, people are 
still listening to content. An 
estimated 29% of HCPs listen 
to medical-related podcasts. 
Among podcast listeners 
generally, 54% are likely to 
buy something after hearing 
an advertisement for it on a 
podcast.12 

This leaves a lot of potential for pharma marketers who 
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want to reach a broader audience of HCPs. HCPs who 
listen to podcasts are most likely to do so while driving, 
which means they will have your undivided attention during 
their commute. 

CTV 
Connected TV (CTV) 
refers to television that is 
connected to the internet. 
This encompasses streaming 
platforms, such as Apple TV, 
Roku, or Amazon Fire Stick. 
These platforms stream OTT 
(over the top) channels like 
Hulu, Netflix, and Disney+. 

HCPs who relax after their shift by watching TV are most 
likely using a CTV device, making this a prime opportunity 
to engage with them outside of their working hours. 
Companies like DeepIntent Intent can help you develop 
CTV campaigns that reach your target audience.

Mobile 
Research indicates that 100% 
of HCPs have a smartphone 
and bring it with them on 
their shifts.13 Because mobile 
devices play such a critical 
role in the lives of HCPs, it 
would be smart to invest some 
of your marketing dollars on 
mobile advertising to reach 
them whether they’re in the 
office or not.
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Website 
Contextual advertising allows 
advertisers to only advertise 
on websites with specific 
keywords. This particular 
type of marketing can get 
your ads seen by people 
who visit specific web pages, 
making them more likely to 
engage with your ad.

Social media
Our research shows that over 
half (55%) of HCPs do not 
engage with social media for 
professional purposes.6 

However, 33% of HCPs 
use social media to 
communicate with other 
HCPs and physicians, 8% use 
it to communicate with medical device companies and 
pharmacies, and 4% use it to communicate with patients. 
Examine your target audience (which you narrowed down 
in step 1) to determine whether social media advertising is 
right for your marketing strategy. 
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Step 3: Figure out the Right Types of 
Ads to Use

Traditional display ads aren’t going anywhere. However, 
as we continue to see a digital transformation in the 
healthcare field, investing some of your ad spend in more 
innovative approaches can be worthwhile. 

Video ads
Video ads generate 27.4 times 
more clicks than banner 
ads.14 The reason? They’re 
more engaging! It’s more 
entertaining to watch a video 
ad than to read a banner. 
Depending on your strategy, 
you can optimize your video 
ad for desktop or mobile.

Native ads
Consumers look at native ads 
53% more frequently than 
static ads.15 Native ads show 
up on pages with relevant 
content. These are minimally 
disruptive to the browsing 
experience and targeted to 
match the reader’s interests, 
making it more likely to result 
in a click than a standard banner ad. They often appear on 
websites and social media pages. 
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Point-of-care 
advertising
POC advertising has 
traditionally been in the form 
of pamphlets or flyers that 
can be handed out to HCPs or 
patients. However, a digitally-
focused POC campaign 
could also distribute this 
information digitally, such 
as through email marketing 
campaigns. 

Interactive ads
Adding sound and video 
elements can turn a static ad 
into an interactive ad. These 
have a 3X conversion rate 
compared with traditional 
video ads.16
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Step 4: Hone Your Messaging

This step brings it all together. Once you’ve narrowed down 
your audience and determined what types of ads you’ll be 
placing (and where), it’s time to develop your message. 
Keep the following things in mind and let your creativity 
flow.

Segment your audience
It’s impossible to make every ad appealing for everyone 
you’re trying to target. So, get specific by segmenting your 
audience into smaller buckets. For example, you might 
have separate segments based on geographic location 
or specialty. For example, a surgeon will have different 
interests and needs than an OBGYN.

Focus on your audience and purpose
Before writing any messaging, remind yourself of your 
target audience and your purpose for reaching them. Then, 
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use these two things to guide your messaging so you can 
speak their language in your ad. 

Consider the pain points of your HCP. How do they talk? 
What are their nuances? You’ll only be able to get to this 
level of detail by speaking to HCPs.

Stay relevant to HCPs
You want to be creative, but don’t go so overboard that 
HCPs don’t know you’re targeting them. They’ll keep 
scrolling if they don’t immediately recognize that your ad is 
for HCPs. So, use imagery that is relevant to your audience 
of HCPs to capture their attention.

Keep it simple
HCPs are busy. They don’t want to spend more time reading 
an ad than necessary. So, get to the point. Use stats, power 
words, and helpful visuals to create eye-catching imagery 
that gets their attention.

Track your metrics
Your ad isn’t going to convert everyone. So, keep an eye 
on your metrics to determine what does and doesn’t work. 
For example, modern forms and landing pages allow you 
to gather and track robust user data for each of your 
campaigns. That data becomes first-party data, which 
you can use to inform your next ad campaign so you can 
get closer to your target.
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Step 5: Optimize Your Strategy

A marketer’s work is never done. Once you’ve completed 
the above four steps, it’s time to optimize your strategy. 

You can only do this by keeping a close eye on your campaign 
and making tweaks as necessary. Of course, exactly what 
you adjust will vary from one campaign to another. 

The good news is that, with programmatic marketing, you 
can optimize your campaigns as you go instead of going 
through the clunky process of A/B testing. This is one 
reason why 70% of marketers say they get a better ROI 
with programmatic marketing compared with traditional 
ads.17 

Copy
Sometimes, even the most well-thought-out copy just isn’t 
as attention-grabbing as you thought it would be. Making 
some adjustments could help you get more clicks.
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Location
If your ad performs well in one location and not in another, 
it might be time to reallocate your budget. 

Remarketing
Remarketed ads have a high click-through rate and 
conversion compared to other types of programmatic ads. 
This is because when you run remarketing ads, your content 
gets shown to users who have interacted with your website 
or brand previously.

Budget
You may decide to spend more or less as your ad progresses. 
For example, you might increase bids if you’re under pacing. 
However, you won’t know that unless you’re keeping a close 
eye on your ad. 

Device
If your mobile ad isn’t getting the right traffic, you may want 
to consider retargeting your ad for desktop. Of course, you 
could do the reverse if your desktop advertisement isn’t 
performing like you’d hoped it would.
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Unlock the Power of Data with 
HealthLink Dimensions

Programmatic advertising is growing, with estimates that it 
will make up 88% of ad spend by the end of 2022.18  

Remember, when you’re targeting HCPs with programmatic 
ads, it’s critical to start with reliable data. Everything else is 
dependent on it. 

Healthlink Dimensions can help you unlock the power of 
precision with the leading directory of HCPs. See why 
healthcare marketers rely on our HCP database to grow 
their audience and build their HCP network. 
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