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Why do digital channels 
garner more attention than the 
content being communicated?
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• Platform owners are geared 
towards selling. They have a 
strong sales pitch in place

• Platforms and digital media 
channels make for easy KPI’s. 
They have predetermined 
tracking and metrics built in 
that are easily accessible

Answer Therefore

• Marketers find security in 
platform data, even if value 
is hard to determine

• Content is ethereal, therefore 
perceived as more challenging 
to test. Reporting on its 
performance is reliant on how 
you understand and segment 
your audience



“Because reach is easier to 
quantify than engagement”

In summary



Why a platform is not a 
differentiator, and creative 
and messaging drives 
behaviour change.
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• The platforms are equally 
accessible to your competition

• The metrics for success (KPI’s) 
are largely homogenized

• User behaviour shifts depending 
on each platform environment

Answer

• Only 47% of HCPs prefer 
receiving communication 
through the marketing email 
channel. At the same time, 
marketing emails are among 
the top 5 channels used by 
pharma companies to engage 
HCPs. Pharma companies need 
to better understand the HCPs 
preference for receiving 
content on digital channels in 
order to bridge such gaps

Facts & figuresTherefore

• Creative, messaging and 
content is the only opportunity 
to differentiate

• Behavioural models such as 
The Decision Lab’s COM-B 
(Capabilities, Opportunities, 
Motivations- Behaviour) allow us 
to understand audiences 
behaviours, and provide us 
the opportunity to tailor creative 
and messaging based on insights 
to prompt behaviour change

• A successful user experience 
is based on relevance of your 
creative and messaging served 
across each platform, and is 
your sole differentiator



“Anyone can pay to play. 
What you say and where 
you say it, is what makes 
the difference”

In summary



How a test and learn 
strategy proves one 
size does not fit all.
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Building a detailed picture of 
the nation’s health to help 
improve healthy life expectancy 
in future generations.

Our Future Health, the 
UK’s largest public facing 
recruitment campaign

1. To recruit 5 million adult volunteers 
into the UK’s largest ever health 
research programme

2. Recruit volunteers from ethnic 
backgrounds proportional to the 
demographic breakdown of the UK

• Research undertaken to understand barriers to taking 
part, particularly in minority ethnic groups

• Applied COM B model

• Consulted with renowned Behavioural Scientist, 
Richard Shotton to map behaviour bias to their needs

• Developed creative and messaging based on 
behavioural insights

ApproachAim





Results so far

across Leeds, Bradford, Manchester and London

Secured 200k volunteers 
since September ‘22



“Your real competition 
includes the HCP’s last best 
brand experience be this at 
Starbucks, IKEA or Amazon”

In summary



If you want answers on how to 
enhance your digital strategy, 
visit us on Stand 2
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