Drive the future of
healthcare by marketing
what you do best
An honest guide to B2B healthcare strategy
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a strong
strategy is
key to success
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Healthcare is a difficult industry to navigate.
In our previous two guides, we’ve seen the
challenges of entering this sector, and we’ve
explored the many market opportunities to
do so. But once you know what to expect,
it’s time to think smart. In our third and
final guide in this mini-series, we will look
at the 5 key components of a successful
B2B healthcare strategy.
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The B2B healthcare market has a huge opportunity.
It offers the chance not only to diversify and grow
your business, but to change people’s lives too.
You may have already begun your journey, or only
just discovered its opportunities – wherever you are,
we want to share our expertise and support you.
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Your marketing strategy needs the same thing that the
healthcare brands themselves need: robust data-driven
solutions. Every strategy aim should help gain the buyers’
trust, through understanding their unique challenges
and providing evidence to back up your claims.
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Your strategic and creative marketing can
influence the B2B healthcare market and
overcome its challenges. But it can also help
you stand out from the crowd.
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5 key components
of a successful
B2B healthcare
marketing strategy

• Challenges
• Responsibilities
• Motivations
• Roles
• Behavioural patterns

This will be nothing new to most marketers,
but what might be different for reaching a
healthcare audience is the precision needed
to carve through data to find the most
useful insights.
If you’re new to the market, you’re starting
from scratch. But this isn’t always a bad thing,
as it prevents bringing strategy-undermining
preconceptions into the process.
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Without putting in that hard graft at the
start, you won’t learn from current trends
such as account-based marketing, influencer
marketing and video marketing.
Make it your mission to get as much data
as possible, and thereby reveal the most
precise, revealing insights. If you don’t,
you risk being generic and failing to truly
connect with your audience.

understand
your audience
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• Goals
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It’s about understanding your buyer’s:
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Understanding your audience
is of course the foundation
of all marketing strategies.
The best place to start
when building trust is to
communicate ‘we understand
you’ clearly and confidently.
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This underlines the importance of
developing content with relevant
– and under-discussed – topics.
Build your content strategy on a smart
foundation. Find out what will drive your
audience from awareness to conversion,
find the gaps, and create content about
underutilised topics. Get it right and you
can tap directly into an engaged and
hungry audience.

The topic-effectiveness
rate for B2B-focused
healthcare content
is 72.5%, which is
very high compared
to other industries,
where averages
hover around 50%.1
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1. 	Ceralytics. 2018 Healthcare
Content Marketing Report. 2018.

It’s over 15x harder
to get a social share
in B2B healthcare
than in consumer
healthcare.1
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Your audience research
will inform your campaigns
with content based around
buyer pain that you have
the cure for. But this might
not be enough to get your
content seen and heard.

9

create
relevant and
unusual content
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Patience is a virtue in the B2B
world. The average buyer’s
journey involves 13 pieces
of content,2 which means
B2B marketers are used to
creating a lot of content.
This number might be even
higher in the B2B healthcare
space, where risk-averse
buyers need plenty of
convincing before seriously
considering a new solution.

make a
long-term
commitment
While there may be the odd quick win, the majority of conversions will usually
take a lot of time and effort. But if you go into every campaign knowing
this, and prepare for the longer sales process accordingly, it will be a much
smoother and faster journey.
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All too often, businesses lose faith in their marketing strategy too early,
scaling back their efforts just as the rewards are about to appear. When
those rewards are as great as those offered by the B2B healthcare market,
it pays to be persistent, and positive.
2. 	MarTech. B2B buyers consume an average of 13
content pieces before deciding on a vendor. 2020.
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B2B businesses understand this as a
concept, but must also adapt how they
measure success. As things progress, they
should be driven by a need to better align
with sales, gain deeper metrics around

42% of B2B marketers say their company’s
current ability to measure and analyse
marketing performance and impact
‘needs improvement’.3
The biggest challenges revolve around
measuring impact across channels and
campaigns (50% of respondents), and
measuring and tracking activity between
specific buyer stages (43%).3
By identifying how to fill those gaps,
you’ll gain the upper hand on your
competitors.

3. 	ceros.com. 2019 Marketing Measurement & Attribution Survey Report. 2019.
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Marketing budgets can fluctuate, as can
an audience’s attention. Understanding
what’s working and what isn’t can make
your money work harder.

buyer stages, and use them to track
conversions and measure their accountbased marketing (ABM) strategies.
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Blind commitment to a strategy
or campaign will not serve you.
Be flexible, by learning from
each asset and adapting each
one moving forward.
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analyse
and optimise
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target specific
accounts
91% of companies
using ABM report
increasing their
average deal
size, with 25% of
respondents state
the increase being
over 50% or larger.5
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Account-based marketing is
gaining serious traction in the
B2B world, for good reason.
Around 60% of businesses
using it experienced a
revenue increase of at
least 10% within one year,
while one in five companies
experienced a revenue
increase of 30% or more.4

4. 	SuperOffice. Account-based marketing: The complete guide (strategy, process, case studies, and trends). 2020.
5. 	StrategicABM. Why 2021 is the Year of ABM: 23 Account-based Marketing Stats. 2021

In many ways, ABM – which involves
treating your highest-value leads as
markets of their own – is perfect for
marketing to healthcare brands. Multiple
stakeholders and long sales cycles are
standard, and targeted messaging is
essential. Each stakeholder will have their
own reasons and considerations for picking
a solution, and success will depend on you
convincing all of them to use yours.

ABM starts with identifying your key
accounts and learning as much as you
can about them. Then it focuses on landing
and expanding opportunities through
personalised campaigns and growing the
‘up-sale’ and ‘cross-sale’ potential further
than any ‘broad reach’ campaign ever could.
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bringing it all
together
The B2B healthcare sector
can seem like a difficult world
to enter, but it’s not impossible.
Planning for the challenges
ahead, finding the right
opportunity and developing
a strong marketing strategy
are all significant steps for
you to succeed.

In an industry of strict regulation and
long sales processes, risk-averse decision
makers won’t ever rush into adopting
new solutions, unless these are proven
to be both compliant and effective.
Marketing is a long-term commitment
that will help you build trust with
key stakeholders.

But a successful marketing strategy
is not only about commercial growth.
It’s about making a real difference to
patients’ lives, and being at the forefront
of healthcare’s future – simply by doing
what you do best.

Check out our other guides in the
B2B Healthcare series:

An honest guide to B2B
healthcare challenges
An honest guide to B2B
healthcare opportunities
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We find a way to make things
happen, strive to be better than we
were the day before, and measure
our success by your success.
With over 20 years’ experience in
B2B marketing, and having worked
alongside some of the world’s largest
healthcare brands, we have a level
of insight which is hard to match.
It’s now time to share that insight
with you.

Emma Lowman is an Account Director at Purple Agency. She has extensive
experience in building strong and lasting client relationships, working
with global brands to creatively plan and strategise to achieve optimum
success. With over 12 years’ experience in B2B marketing, she is inspired
by technologies and services that can dramatically change our future.
+44 (0)1256 631 660
purple.agency
hello@purple.agency
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Purple Agency is a top 15
International B2B Marketing Agency
as rated by B2B Marketing in 2021.
Imagery is of our Purple teams and from our content campaigns.
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E: hello@purple.agency
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W: purple.agency/b2b

