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What interested you in healthcare communications?
I’d already learnt about how medicines 
work, and how they’re developed and 
approved, but I was interested in what 
happens next. Was it as simple as the 
doctor seeing a new medicine and  
deciding to use it?

No, it’s not that simple. There’s a huge 
amount of work that goes into educating 
healthcare professionals about new 
products – how they work, which patients 
they can be used for, and when is the best 
time to use them. To me, this seemed like an 
exciting way to use my scientific background 
beyond the traditional pathway of research 
work, medicine and everything else I’d 
learned about at graduate career fairs!

Rowan Softley
Senior Medical Copywriter
Degree: BSc Biochemistry, University of Surrey
Joined: October 2014
Team: Purple Health, Healthcare Copy

Tell us about your time at Purple?
My first role at Purple was with Client 
Services. Talking to pharmaceutical brand 
managers and medics and interpreting 
their comments for Studio. At first, it was 
simple things like ‘add P<0.001 here’, or ‘put 
a circle around the pituitary gland – it’s the 
dangly bit here’. This soon evolved into a 
copywriting role, taking something written 

for one market and re-writing it for another, 
mostly US to UK, or planning and writing 
new pieces.

Over the years, I’ve worked on an enormous 
number of projects across many therapy 
areas – from project inception to leading 
copy on large product campaigns.case study

What do you enjoy most about your current role?
I enjoy the planning side of writing.  
When you look at a medicine and 
compare it with competitors. What are 
the differences? Maybe one’s oral, the 
other’s IV? Maybe one has less frequent 
dosing? Maybe one can’t be used in certain 
patients. Maybe one needs frequent blood 
monitoring. Together, these differences 
build a picture of the most suitable type  
of patient. 

But with that, the job’s only half done.  
You need to consider what the doctor’s 
already doing for those patients. What 
are they using, and why? By asking these 
questions, you start building a story about 
what they else they need to know, and what 
you need to tell them so they will consider 
doing something different. This game of 
logic hopscotch means you land with a  
well-defined job to do.

What does a typical day look like in your role?
Because projects come and go, and the 
variety of accounts I work on, no two days 
are the same. And that’s part of the fun.

Often, I’ll jump between several different 
jobs in a day. Which is why talking with 
colleagues in Traffic (a vital function of 
our team that manages the Creative 
resource in Purple) and Client Services is so 
important. They make sure as writers we 
are never overburdened with what we need 
to work on, and help to prioritise jobs and 
the focus of each day.

Usually, I’ll work closely with others, like 
a Designer, to make sure the words and 
imagery work well together and tell the 
right story. That means a few video calls 

every day, or scribbling on the office walls 
trying to come up with a fun way to explain 
something. 

Some days I’ll write something brand new, 
such as an infographic for patients about 
a disease, or a video script showing how a 
medicine works, or a presentation for sales 
representatives to use with doctors. This 
often means diving into the literature online 
to find the most up-to-date information, 
and learning about something new quite 
quickly. Other days I can be amending work 
I’ve previously created, such as when it 
comes back from the client after reviewing 
with their team, and taking in their 
feedback. No two days are ever the same 
for a medical copywriter!


