
For pharma companies, finding opportunities to connect with physicians in person can be extremely challenging—which has led to an 
overwhelming demand for effective non-personal promotion (NPP) techniques. 

To learn what NPP tactics manufacturers are adopting in 2025, we sat down with three experts from Skipta, the leading social network 
of online medical communities for physicians. With more than 50 condition-specific communities focused on complex specialties like 
cardiology and oncology, Skipta is a trusted source of information for more than one million verified medical professionals.

What challenges do pharma brand teams have engaging HCPs?

Leigh MacDonald, Solution Consultant: We know from our research that physicians need brand information, but they don’t always 
want to visit a brand’s site and spend time tracking it down. Even though we deliver the same content through the Skipta platform, the 
difference is context: physicians are accustomed to having relevant content served to them while they’re already looking up condition-
specific information. 

Jake Marshall, VP of Strategy and Analytics: While this might be counter-intuitive, we find that the specialists who frequent our 
communities are very receptive to brand messaging while they’re on the platform. First of all, it’s preferable to someone knocking on 
their door to interrupt their day and their practice. But they also recognize that they need to learn the clinical differentiation of all the 
therapies available for a specific condition. 

Physicians rely on Skipta in part to help them get exposure to that brand messaging, and to learn about the latest treatment protocols 
and marketplace developments. They’re looking for access to credible, relevant content which is focused on the specialty. That peer-to-
peer environment lets them leverage the knowledge of other HCPs as they think about that clinical data. 

Vince McAneney, SVP, Sales: I want to add that we try to engage them when they’re ready. It’s not hard to get an ad in front of 
an HCP while they’re watching ESPN, but that’s not the ideal moment. Brands have to engage HCPs when they’re already paying 
attention. More pharma brands are focusing on mastering that timing element, which is a key part of our platform. We deliver custom 
messages to a particular target segment or provider type at critical decision points, right when an HCP is most ready, willing and able to 
make a prescribing decision or to change therapies.  
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Is there a particular kind of NPP content that elicits the best HCP response?

Jake Marshall: This question comes up all the time with our clients. There’s not one magical piece or content type that doctors 
universally respond to, because doctors have individual learning styles and engagement preferences, just like we all do. We’ve found 
that it’s really helpful to execute multi-channel, multi-tactic campaigns in which we give HCPs a variety of ways to engage. 

For example, some doctors are quite competitive, and they like to take content quizzes that let them compare how they’ve performed 
versus their peers. But others will never take a quiz, no matter what the topic is or how you serve it to them. They might prefer 
discussions where they can collaborate with their peers more directly. It all depends on the individual doctor at that specific point in 
time. 

What are the top factors that drive HCPs to make a prescribing decision? 

Leigh MacDonald: We regularly survey HCPs to find out which are the most important factors in making their prescribing decisions. 
Efficacy and safety are always the top two, followed closely by access. Essentially, they want to know: does this therapy work? Is it 
safe? And do my patients have access to it? It’s important to note that access is a critical component of this trifecta, more than pharma 
companies tend to think. A therapy could have an amazing overall survival rate, but if physicians don’t think their patients have access 
to it, they won’t prescribe it. 

Vince McAneney: Brands spend a lot of time with their field reps, training them on how to share access information, but they tend to 
deprioritize access data in non-personal promotion—it’s all about safety and efficacy. However, we’ve found that it’s essential to make 
sure that physicians know how the brand is covered for their specific patient population. There’s a huge area of opportunity for brands 
to expose HCPs to that type of access messaging using the Skipta platform.

Tell me more about that. How does Skipta serve access information up to HCPs? 

Vince McAneney: We can incorporate coverage data from our sister company, MMIT, into our various messaging capabilities so that 
each HCP sees info relevant to their own patients. Instead of national coverage stats, they can see coverage data that pertains to 
patients in their zip code. It also shows details of the coverage by health plan, which is obviously very helpful for a physician who’s 
ready to make a prescription decision for an individual patient. 

Jake Marshall: We have multiple options to pull that access data in, just as we have multiple options to pull in brand safety and efficacy 
data. We can insert product and coverage data into our native in-stream posts, or we can send it via email, so they can reference it 
later in their inbox. We also use triggered banners on the platform, which reminds them throughout the day about the brand’s regional 
coverage. We can bring the pharma brand’s website, complete with MMIT’s customized coverage look-up tool, right into our platform. 

Leigh MacDonald: Our ability to dynamically serve the most relevant content to HCPs in a customizable format is really a differentiator 
in this space. Historically, our clients used to ask us to serve up banners that were pre-coded with a message for a particular audience, 
but the issue is that only a few of the people who see those banners will click on them. These days, we provide much more content 
exposure to messaging with a much more granular level of specificity through our various channels. We can expose the right HCPs to 
your content at the right time, without needing to rely on them to click. The difference in exposure is astronomical.  

What non-personal promotional strategies are manufacturers most interested in now?  

Vince McAneney: We have more and more clients executing omni-channel messaging strategies, triggered messaging, and 
segmented messaging to multiple HCP subgroups. While they’ve been talking about it for a while, brands have now found ways to get 
various messages intended for different HCP segments through their Med-legal review process, and they’re investing in this approach. 
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Leigh MacDonald: Over the past two years, we’ve seen a spike of interest in omni-channel messaging and peer-to-peer content. Our 
growing ability to leverage all types of data helps feed both types of programs. Technology has evolved alongside the industry, which 
has allowed for a more complex understanding of the HCP journey than ever before. 

Using real-world data, we can gain insights into physician behavior and preferences that power our engagement programs. We can 
deliver prescribed next-best actions, customized for a particular recipient, to lead them from step one to step two and onward, to 
achieve the ultimate goal of prescribing your therapy and being a loyalist.

Jake Marshall: In addition to the next-best engagement type of programs, we’re also seeing greater interest in peer-to-peer content, 
which leverages the knowledge of key HCPs to educate a broader group of specialists. Of course, a huge part of what Skipta does is 
enable that kind of collaboration; it’s why the platform was created in the first place. 

Our founder, Ted Search, was an infusion pharmacist who was struggling to find other infusion pharmacists to talk to about patient 
cases. Because of his vision, we now have the Skipta platform that helps doctors talk to other doctors. And because of our position 
under Norstella, with our five sister companies, we have the data to inform how brand messages are best delivered, plus the ability to 
trigger actions as physicians move along that HCP journey.  

How does Skipta use Norstella’s real-world data to help clients achieve their goals? 

Jake Marshall: One of our primary uses for Norstella’s real-world data (RWD) is complimentary targeting, which helps our clients 
expand their net of HCPs to reach. At Skipta, we provide the targeting as well as the execution for our clients’ campaigns. While many 
clients have an existing physician targeting list based on prescribing data, other clients don’t have any targeting completed already. 

Typically, there are many other HCPs who influence a prescribing decision besides the ultimate prescriber. We leverage Norstella 
RWD to find the care team—the PCPs, NPs, PAs and more—that supports those prescribing decisions. There are myriad ways we can 
use RWD to find those relevant HCPs, from their treatment behavior and procedural history to their proximity to prescribers and their 
connection to common patients. 

Most commonly, we use ICD-10 patient treatment data, but we can also use lab and EMR datasets. Every day, our clients request our 
help finding a particular group of providers to potentially augment their current targeting model.

Leigh MacDonald: On the backend, we also leverage Norstella data to measure the efficacy of our programs. We’re able to generate 
prescription lift measurements versus a control group in a way that’s really unique in the marketplace. As the NorstellaLinQ dataset is 
among the most comprehensive in the world, it’s helpful not only for program execution, but for measurement. Our real-world data team 
includes data scientists and analysts who curate these measurement models so they align with industry best practices, which gives us 
parity with other vendors who focus solely on measurement. 
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