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johnmack@virsci.com 
 
The current mantra of pharmaceutical e-business is “integrate e-business into sales and 
marketing for a better ROI and more sales.” I found out what this means by attending 
eyeforpharma’s e-Sales & Marketing for Pharma USA conference held at the Philadelphia 
Crowne Plaza Hotel on October 9-11, 2002. The following is a summary of a presentation by  
by Philippe Barzin, Director Connectivity, Johnson & Johnson. 

Instead of talking about CRM (Customer Relationship Management), Barzin focused on 
HRM or “Healthcare Relationship Management.” While CRM focuses on a single customer 
at any one point in time, HRM focuses on supporting the customer across multiple channels 
– Web, email, call center, field visits – and over a lifetime. Considering the physician 
customer first, Barzin cited research showing that physicians value many sources of contact 
with pharma companies and actually find online sources less valuable than offline! 
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Of the 201 physicians 
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average 

Source: Ziment/WebSurveyMD.com, Forrester Research Inc.

(1=useless / 5=extremely useful)

 
 
The intelligent approach, Barzin said, is to coordinate and align offline and online marketing 
channels to achieve “customer-oriented surround marketing.” E-marketing is just another 
channel of your marketing plans. 
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Personalization and Long-Term Relationship Building 
 
After making the argument for a multi-channel approach, Barzin then went on to the core of 
his presentation and talked about personalization. Personalization is a necessity if you wish 
to develop a long-term relationship with your customers. But do pharma companies have the 
internal processes ready for it? You need, for example, content management and unique 
customer ID’s. Managing customer ID’s is very problematic for many pharma companies for a 
variety of reasons. You also need appropriate levels of support within the organization, 
including information management and regulatory/legal (see next review). As the chart below 
shows, if you are ready for it, personalized marketing works. 
 

 
Data source: CyberCitizen Health ®  

 
To demonstrate the effectiveness of “customer-oriented surround marketing” and 
personalization, Barzin took the audience through a tour of BabyCenter 
(www.babycenter.com), J&J’s consumer-focused web site. This site combines content, 
community, and commerce. It also offers personalized web pages and email notices 
depending upon the stage of pregnancy and, after birth, the age of the baby. At appropriate 
times, users are reminded about what to purchase, how to deal with problems of pregnancy, 
scheduling immunizations, etc. When the baby reaches 2 years of age, the user is guided to 
ParentCenter.com for the next lifecycle of marketing messages. 

 

Angie’s 
registration

birth 1-Year Old 2Just 
pregnant!

3 4 5 6 7+

Angie’s 
registration

birth 1-Year Old 2Just 
pregnant!

3 4 5 6 7+birth 1-Year Old 2Just 
pregnant!

3 4 5 6 7+

Baby milestones stage-based 
Web site: 
e.g. vaccinations

Mummy Stage-
based Web site

Weekly Stage-based 
Newsletter:
e.g. Dealing with 
Morning Sickness

Stage-Based 
Newsletter:
What you’ll need to buy 
after you give birth

Stage-based Web 
site + Community:
What you need to know 
during pregnancy

Welcome to 
Parentcenter.com
Welcome to 
Parentcenter.com

 

© 2002 VirSci Corporation (www.virsci.com). All rights reserved.  
PMN www.pharmamarketingnetwork.com 

http://www.babycenter.com/


Pharma Marketing News Vol. 1, No. 8 p. 3 

  
How effective is this kind of online relationship building? Based on Nielsen/NetRatings, 
BabyCenter.com reaches almost more pregnant women than print and, according to Barzin, 
the site has a high percentage of loyal users. 
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