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Getting physician access and attention in 
today’s reality is a diffi cult endeavor to 

start—made even more so by the fact that many 
brand teams typically:

• Don’t know/have contact with many 
decision makers.
• Don’t have the multichannel wherewithal 
to engage MDs appropriately.
• Have limited budgets and competing 
priorities.

Brand teams face obstacles in all therapeutic 
categories—from large brands with complex 
messaging to orphan drugs with small patient 
populations. Despite the challenges, companies 
strive to implement integrated communications 
campaigns that are targeted, educational, 
compelling and energizing. In this environment, 
multi-media publishing companies with reach, 
scale and marketing expertise are well equipped 
to produce results. 

Providing news and clinical content to 
more than 1.2 million physicians and other 
HCPs with 30 print publications, digital 
assets and live events is something companies 
like ours can do. More than just content and 
distribution engines, these companies employ 
a cadre of marketing and creative experts with 
abundant KOL relationships to uniquely—and 
holistically—develop targeted multichannel 
programs.   

Here’s what’s proven effective: 
Communication strategies that include a mix 
of strategically repurposed, approved brand 
content—along with the development of new 
assets and media placement opportunities 
in specially designed publications, websites, 
apps and digital editions. Using targeted print 
and digital media placement opportunities 
in the context of well-known, credible titles 
with strong readership allows for optimal 
HCP engagement with your brand message. 
But having in-house expertise in developing 
materials and working with medical/legal/
regulatory to get the job done quickly and cost-
effi ciently is a “must have.”  

PROGRAMS THAT WORK—AND WHY
Key to success is the ability to work with 
market experts who understand your challenges 
and offer relevant solutions. Optimal strategy 
usually includes a series of related programs, 
promotions and features on multiple platforms 
so physicians can read, watch and interact with: 

• Print and digital branded supplements and 
web-based programs focused on the brand 
indications and which provide on-label 
product information.  
• Approved materials repurposed to fi t the 
chosen communications channel. 
• Branded interactive quizzes that provide 
on-label, fair-balanced HCP self-assessment 
questions—making for fun and informative 
digital interaction along with the educational 
offerings. Results are analyzed to determine 
knowledge gaps—with subsequent targeted 
messaging.     

The end goal is to provide a vehicle or 
campaign that delivers both thought leadership 
and educational content—offering the following:  

• Increased MD awareness of either the 
disease or the brand.
• Substantial MD participation in MD-IQ 
quizzes—with identifi cation of knowledge 
gaps.
• Increased requests for information from 
the sales force.
• Self-reported Rx lift (or ROI using brand 
team IMS Rx data). 

To sum it up, the two key elements of 
effective partnering that will ensure a successful 
multichannel program are: 

• Having “trusted source” multichannel 
access to grab the attention of interested 
HCPs.  
• Putting the right program together based 
on market knowledge, brand directives, 
relevancy and context, M/L/R sensibilities 
and fl awless execution. 

It’s the smart integration of all these elements 
that ensure true HCP multichannel success.    

The Right Assets, Access and Attention: The Key 
to Effective Multichannel Communications 
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By Jim McDonough

With a goal of understanding the what, 
why, when and how behind physicians’ 

information gathering during a busy day, 
Frontline Medical Communications observed 16 
physicians in action across four specialties. We 
endeavored to identify key “information buckets” 
for ONCs, PCPs, Neuros and OB/GYNs, how each 
navigated favorite medical websites and what the 
doctors particularly liked or disliked.    

WHAT PHYSICIANS SEEK
Physicians generally seek two kinds of 
information: 1) The “latest” news that directly 
affects their clinical practice and 2) specifi c 
patient centric point-of-care information. For the 
former, push-oriented emails or eNewsletters were a 
key source. Doctors received up to 35 emails a day 
of this type—source credibility and subject line 
relevancy were key determiners for engagement. 
Said one neurologist, “Many companies send me 
emails daily, and I click on the 20% or so that are 
most relevant at the time.” Communications that 
tracked MD interests increased relevancy and 
hence, open rates.   

Conversely, information searches related 
to specifi c medical conditions are pulled from 
a trusted reference source—website, app or 
Google search. Credibility and ease of navigation 
were key: A search was deemed successful 
if it provided the answer to a query with as 
little effort as possible. “Go to” websites were 
specialty-specifi c and included all the usual 
suspects—as well as websites associated with 
trusted publications such as Ob.Gyn. News, 
Neurology Reviews and Oncology Practice.  

The “Top 3” information buckets include 
treatments (drugs, dosing, etc.), specifi c diseases 
and conditions, and the latest specialty-specifi c 
news and views. Also important: Information 
pertaining to clinical trials and newly approved 
drugs, conference coverage and CME.   

The tasks and devices used during a typical 

MD’s day include:
• Morning emails—the latest news—often 
on their iPhones.
• Point-of-care searches during the day to 
websites or apps of choice.
• “Lean back” reading of medical journals 
on tablets, laptops or in print. 

MD CHANNEL AND INFORMATION-GATHERING 
PREFERENCE AND PATTERNS
Doctors love effective information 
compartmentalization. For example, providing 
separate links to disease, diagnosis, treatment 
and side effects ensures that MDs get only what 
they need at the time of their search. Time is 
money. Another essential time saver: Article 
summaries. 

In terms of multimedia preferences, results were 
mixed. While some physicians opted for text only, 
younger practitioners clicked on short-form videos, 
while doctors with specialty-driven information 
needs chose long form. Likewise, digital conference 
coverage was deemed important as a means of 
staying up-to-date—as fewer MDs travel to 
meetings. “Seeing a conference video is like being 
there,” one doctor noted.  

Physician community (e.g., Sermo) and “deep 
engagement” interactivity (gaming, video, quizzes, 
medical roundtables, etc.) proved a big draw 
for some. While some doctors had limited time 
for the former, others found it a “must have.” 
Concluded one specialist GYN surgeon: “Getting 
feedback from ‘like’ doctors is crucial. I can get 
immediate advice or perspective on tough-to-
treat patients.”  

Physicians—like any of us—have deeply 
engrained multichannel preferences to help them 
effi ciently gather information to carry out their 
daily tasks. Pharma brands would do well to 
understand these patterns of engagement—as 
well as the context—to effectively communicate 
to their targets.    
well as the context—to effectively communicate 
to their targets.    

How Physicians Like to Gather Info in a Multichannel World
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