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Outline 

1. Why? 

2. How? 

3. What? 

4. Next? 

 



Context: Pharma = rules 



Customer Centric?? 

• In 2009 Pfizer underwent a major restructure- 
into business units, into regional structure 

 

• But who are the customers?? 

– Payers, governments, healthcare professionals… 

 

• WHAT ABOUT THE PEOPLE WHO                 
TAKE THE DRUGS???? 



Timing is everything 

• Heading up a new department: Customer 
Intelligence = making sure Pfizer understands 
ALL its customers 

 

 

 

• And we got to talking….. It sounded REALLY 
interesting… 



How did we get this approved? 

• At Pfizer we happen to know the rules with 
regards to market research and privacy laws – 
we have to! 

• No rule against talking to consumers- and we 
wanted to do this as transparently as possible 

• So – surely it works if we tell them who we are 
and why we are doing it – and the person has 
the choice to sign up ?? 



Was it really that easy? 

• Seeing an opportunity and going with it – 
some luck involved  

• Biggest hurdle = legal and contracts – but as 
MR is a bit ‘fluffy’ – not as bad as it could have 
been 
– Added bonus – not HCP’s 

 

• Adverse Event Reporting:  



Apple-a-day was born!! 



This is what apple a day looks like 



Apple a Day 

• 2000 UK consumers 

• Demographically representative 

– Some with illnesses, some without 

• ‘Everyday people’ 

 



Why run an online consumer panel? 

• To establish informal 2-way dialogue with consumers 

– Easy access to our end-users  

– Transparency – particularly important because of 
scepticism and suspicion about pharma 

• 1 year on: rapid business answers, a growing 
understanding of consumers 

– Easy, quick, cost-effective answers to business questions 

– Hassle-free - encouraging culture-change ‘hearing 
consumers’ voice’ 

– Long-term profiling of consumers- adding information over 
time 



Example: online survey 



What is the impact of back pain on 
people’s lives?  

• For the individual: 

– Effect on overall health? 

– Family life? 

– Career? 

 

• To society: 

– Economic impact? 

– Impact on healthcare system? 

– Regional differences? 

 

 

 

 

 



Key Learnings:  Living with back pain 

14 

1. Getting effective treatment is slow 
and protracted  

2. Confidence in the doctor to be able 
to help and/or treatments to be 
effective is relatively low 

3. The impact of back pain on many 
parts of daily life is significant  

• For one in five sufferers, back pain 
impacts ability to go to work 

4.  Friends and family have a relatively 
good understanding of how back 
pain affects their loved ones’ 
life….but have less realistic hopes for 
their loved one’s back pain  (expect it 
to be cured) 
  



Less than half of back pain sufferers overall receive 
effective treatment within 3 months of onset of their pain. 
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Base: Suffer back pain  
Q.7 How long from when you first experienced your back pain was it until you received effective treatment? 

One in three long term 
sufferers feel they still have 

no effective treatment 

Duration of Back Pain: 

Time to Effective Treatment 



Using the results of the survey 

• More realistic descriptions of back pain 
sufferers and their stories when talking 
to prescribers and in marketing 
materials 

• Compelling stories using real-life data 
and quotes….generated media and 
press nationally AND locally 

• New marketing opportunities 
highlighted e.g. ‘golden moment’ to 
treat backpain effectively  

 

 

http://www.google.com/imgres?imgurl=http://www.republic.co.uk/content/ebiz/republic/stry/dlpresscoverage_7/MEN_logo_lg.jpg&imgrefurl=http://www.republic.co.uk/Manchester-Evening-News/stry/dlpresscoverage_7&usg=__wEnYmXXueoWcT23ykF9mpFqTEoM=&h=265&w=208&sz=6&hl=en&start=3&zoom=1&tbnid=yzbpstxm7ugRCM:&tbnh=112&tbnw=88&ei=5ciuTtbdB87b8QOXuuy2Cw&prev=/search?q=manchester+evening+news&um=1&hl=en&sa=N&tbm=isch&um=1&itbs=1
http://www.google.com/imgres?imgurl=http://www.theradiosurgery.co.uk/DSCF0690 - Copy_copy(1).JPG&imgrefurl=http://www.theradiosurgery.co.uk/&usg=__bjzT2pO7ZK29Z0FFsSkVTHmi8oU=&h=336&w=448&sz=25&hl=en&start=2&zoom=1&tbnid=FmbaYTW9J6zfFM:&tbnh=95&tbnw=127&ei=gsiuTr2oIoOi8QPD2rTACw&prev=/search?q=radio+presenter&um=1&hl=en&sa=N&tbm=isch&um=1&itbs=1
http://www.google.com/imgres?imgurl=http://www.littlebugsboutique.co.uk/blog/wp-content/uploads/daily_mail_logo.jpg&imgrefurl=http://www.littlebugsboutique.co.uk/blog/?p=456&usg=__l55Q_XrcbwSeOhEYaXRlVegY8_Y=&h=241&w=1181&sz=42&hl=en&start=1&zoom=1&tbnid=zwy9BLLywW4AlM:&tbnh=31&tbnw=150&ei=uMiuTpyYFsKQ8QPRypm7Cw&prev=/search?q=daily+mail&um=1&hl=en&sa=N&tbm=isch&um=1&itbs=1


Example: live chat 



What are the opportunities in general 
healthcare for women over 45?   

• Why don’t women take steps to look after 
their reproductive health? 

• Would women be open to proactive 
healthcare for e.g. menopause? 

• What is just ‘aging’ and what is ‘illness’? 

 

• Where are the opportunities? 
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Health and Women’s Health are not the same thing 

• There is a distinction between general health and wellbeing and 

women’s health 

• Health and wellbeing is spontaneously associated with fitness, 
food, alternative medicine (non-medicals solutions eg. 

acupuncture and reflexology), weight management and having 

a positive attitude 

 

• Health and wellbeing is about wellness management as 

opposed to sickness management 

• Women’s health is directly linked to gynae and reproductive 
issues, depression, stress and multitasking home, work and 

children 

 

• Menopause is seen as part of women’s health, “the hidden bit no 
one talks about.” 

• It means the end of fertility, hot flushes, night sweats, mood 

swings and mostly something to be dealt with when it happens, 

not before 

• Some confusion around how long it lasts and terms like peri-

menopause  

• Not a subject easy to talk about with the GP 

“Trying to be 
perfect and juggle 
multiple  things.” 

“It can be sad. 
Most prefer to 

ignore it.” 
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Expectations regarding communication and 

relationship with GP are not being fully met 

• The GP is not always the easiest person to talk to about 

particular health issues: 
• Because it is a a part of aging, all the symptoms are 

seen as inevitable- whether treatable or not… 

• Women need to know more about all menopause 

related changes- many symptoms come as a 

surprise 

• Menopause and miscarriage are two issues difficult 

to talk about with the GP or anyone – considered 

‘taboo’ . No one seems to talk about it unless they 

go through it 
 

 

 

“People make 
light of it, its jus 
women having a 

moan.” 

“Its got to a point where 
all they do is sign the 6 
monthly prescriptions.” 

“Some GPs are 
totally out of touch 
with mental health 

issues.” 



Using the results of the chat 

• BIG wake-up call for our 30 year-old 
male marketers…….!!  (women over 45 
aren’t endlessly fascinated by ‘women’s 
problems’ after all…..!) 
– Back to the drawing board…………… 

• New marketing opportunities 
highlighted e.g. combined offerings- 
anti-aging treatments and health 
management in sympathetic 
environment 

 

 

http://www.google.co.uk/imgres?imgurl=http://us.cdn2.123rf.com/168nwm/pzaxe/pzaxe1002/pzaxe100200581/6523216-puzzled-man-scratches-his-head-isolated-on-a-white-background.jpg&imgrefurl=http://www.123rf.com/photo_8481579_the-serious-young-man-in-a-hospital-gown-on-white.html&usg=__9nS6BUvEZ9XSmXQbEdMK7sm4eug=&h=168&w=116&sz=6&hl=en&start=11&zoom=1&tbnid=oAOVi_wFRQeNiM:&tbnh=99&tbnw=68&ei=zsyuTrj6NNT_8QPT2syICw&prev=/search?q=young+puzzled+man&um=1&hl=en&sa=N&rlz=1T4ADFA_en__435__435&tbm=isch&um=1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://images03.olx.in/ui/5/36/64/14793264_1-BEAUTY-TREATMENTS-SPA-THERAPY-MUMBAITHANE-.jpg&imgrefurl=http://mumbai.olx.in/beauty-treatments-spa-therapy-mumbai-thane-iid-14793264&usg=__UN-HXOg-CXMLpZ_qSzBnZZo3lG0=&h=373&w=560&sz=32&hl=en&start=7&zoom=1&tbnid=l5nXB1mGADYYLM:&tbnh=89&tbnw=133&ei=rs2uTs6_BYL78QPn3f2LCw&prev=/search?q=beauty+salon&um=1&hl=en&sa=N&rlz=1T4ADFA_en__435__435&tbm=isch&um=1&itbs=1


What we have learnt about our online 
consumers 

• They LOVE to talk about themselves and their health! (and are 
very generous with their time and opinions) 

• They reward openness- they will accept an honest answer 
even if it’s not what was expected  

• They form an attachment to the community quickly 

• They own the community too 

• They will answer almost any question!!!! 

 

 



What we have learnt about working 
with an online panel at Pfizer 

• It takes a long time to make this kind of ‘seeking the opinion 
of the consumer’ a reflex action 
– Removing regulatory and budget barriers upfront helps 

• The panel may pose some new challenges for compliance 
colleagues, and we can’t control everything all the time…..but 
we should convince our managers that this is OK!   

• We need to show business value to convince people that 
talking to our customers’ customers is important 

 

• A true, day to day, easy access to consumers voices can 
benefit every part of the business….if we let it! 
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