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Results—branded and unbranded campaigns

communications in their marketing plans, depending on the stage of the product’s lifecycle and where
patients are in the awarenessto-treatment process. Another key consideration is conformance to
DDMAC and regulatory guidelines.

When consumers are shopping in the pharmacy, healthcare concerns are top of mind. They are
looking for information and are receptive to informational messages. Keep this foremost in view and
deploy communication “triggers” that are appropriate to the retail setting.

O Creative Considerations for the In-Store Environment

Most of our shelf dispensers are placed next to or near products that address similar health concerns,
so you know they will be seen by a receptive audience. This means that marketers have a great
opportunity to align their messages with the needs of the consumer and really connect with the target
audience. As with most other media vehicles, a brand promotion delivered in the store needs to
stand out from competing messages. Remember to keep the communication simple and focused on
stopping power.

Tailor messages to the needs of the target audience

Itchy allergy eyes?

There may be
another opton.

Reach out to consumers with a message that says “this is
relevant to me”. One good way to do this is through direct
association with the specific store section . By mentioning the
condition in your headline--heartburn, headache, insomnia, TAKE ONE
eye allergies—you will make a faster consumer connection.

Consider the section of the store where the
promotion will be placed

Take a look at the signs, packaging, and dominant colors.
Explore graphic treatments that will help your program
stand out.




The best in-store creative:
» Demonstrates an understanding of the needs and motivations of the target audience
» Gains attention with a relevant message
» Provides a “spark” and call to action to find out more

» Is tightly focused with clear, direct messaging

@ Retail Pharmacy Programs and Adherence

In order for an adherence effort to be successful, it is important to engage patients in a variety of
environments as they learn to manage their condition. While Rx EDGE in-store programs are often used
to help establish a base of new patient starts, they are also deployed during a brand’s growth and
maturity stages to build continued awareness and boost compliance.

When script data supplied by the retailer includes TRx as well as NRx vs. refills, the impact of Rx EDGE
on total new as well as refill prescriptions can be assessed. This type of data furnishes directional
information on the program’s effect on total longer-term volume related to compliance.

Launch

Growth Stage

Maturity

Obijectives

= Stimulate brand awareness

= Acquire base of new
patient starts

Role of Rx EDGE Programs

= Convey detailed product
information and key
points of difference

= Communicate disease/
treatment education
and help patients learn
more about a condition
and whether it is
relevant to them

= Deliver trial offers

Obijectives

= Grow market share

= Build ongoing brand and
disease awareness

Role of Rx EDGE Programs

= Communicate compliance
and reminder messages —
help patients understand the
importance of staying on
therapy

= Deliver trial and continuity offers

= As competitive activities
intensify, continue to
promote brand benefits
and points of difference

Objectives

= Retain patients through
compliance and
persistence messages

= If applicable, convert
patients to new product
versions and inform them
about enhancements

Role of Rx EDGE Programs

= Deliver information
about new indications

= Reinforce key brand
attributes




Unlocking the power of retail pharmacy marketing

Targeting, message relevance, and education are the components that make a
pharmaceutical campaign work, and delivering the message in the pharmacy is no
different. Consumers must connect with the message at a moment when it can
affect their behavior. Placing actionable information in the pharmacy at this
“moment of connection” can help consumers better understand their symptoms and
move knowledgeably through the awareness-to-treatment experience.

Our case studies provide an in-depth look at the results that can be achieved
with Rx EDGE. Visit www.rx-edge.com and click on Case Studies.

For more information, please contact us at
info@rx-edge.com or 866.697.9334
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