






Did you know that nearly 70 percent of searchers click on 
the organic search results? Considering that, maximizing 
your visibility in this space should be a priority. But all too 
often, SEO becomes an afterthought.  This is unfortunate 
as it represents a significant lost opportunity. Sure, SEO is 
a bit more involved than PPC because it requires the 

Make SEO a priority
   …not an afterthought3.

cooperation of your brand, 
technical, and legal resources, but 
organizations that make it an 
afterthought are essentially handing 
their competitors an advantage.  
Smart pharmaceutical marketers will 
make SEO a priority from the start.





A website’s release schedule is one of the most important 
components of a pharmaceutical SEO strategy as it can help 
prevent SEO from becoming an afterthought. For example, 
it will enable you to charge your SEO agency with 
proactively identifying opportunities and bundling 
recommendations for specific release dates, or soliciting 
feedback for technical site structure and workarounds, 
keyword targeting, meta data and content, etc. Being 
mindful of your site’s release schedule ensures that you’re 
being efficient with everyone’s time -- Brand, IT, and Legal 
alike – and that you’re positioning yourself to best maximize 
your visibility in organic search results.

Look at the release
schedule of your site4.





While the vast majority of searchers click on organic results, 
paid search still accounts for roughly 30 percent. Therefore, 
in order to obtain the largest share of the traffic, it’s critical 
to be present in both categories. However, paid search can 
be expensive. That’s why it’s important to look at your SEO 
and PPC keyword performance side by side. Doing so will 
enable you to identify testing opportunities. In turn, it could 
help your SEO efforts gain more prominent visibility, or help 
you carefully build a bid strategy to ensure to maximize 
position, cost, and return.

Examine SEO and PPC
keyword performance side by side5.





You are targeting the keywords in each search medium for a 
reason – likely because the terminology is aligned to your 
brand, its benefits, user interest, and intent. Therefore, it is 
essential to look at all of your keywords together and that 
the strategies for both SEO and PPC are complementary. All 
of the keywords targeted by your SEO strategy should be in 
your PPC campaigns as it can take time to achieve organic 
visibility. Your PPC keyword set can help inform your SEO 
efforts. To help mitigate PPC costs, identify the most 
expensive keywords, and ensure they are a focus in your 
SEO initiatives.

Evaluate your keywords6.





Dig into your data7.
In order to truly know how your campaign is performing, you 
need to dig into your data and understand what it is telling 
you. However, while you can obtain great insights from your 
data, you can also easily get lost in it. Work with your agency 
to create a dashboard that reports on key performance 
indicators such as search engine visibility, traffic, action 
taken (coupon downloads / PDF downloads, etc), and time 
on site. And remember that since search is a demand 
capture mechanism, it’s important to understand the drivers 
of its performance including campaigns in other mediums 
such as TV, Print, and Digital Media.





Underperforming isn’t just about failing to achieve 
your targeted cost per action or level of traffic; it’s also 
about failing to maximize your PPC budget. Given that, 
it’s critical to take action and remedy the situation. 
Look at your performance and identify opportunities 
to see if you can squeeze more savings from your 
campaign while maintaining the same traffic and 
return. For example, try moving your PPC placement 
down one position or in-line with your SEO placement. 
Doing so could end up saving you money with little to 
no impact on the amount of traffic driven to your 
website.

Know where you’re
underperforming – and take action8.





For pharmaceutical marketers, most testing opportunities 
need to be reviewed by legal. That’s why it is essential to 
develop a testing plan in advance. Be sure to plan out the 
elements you want to test and submit to legal immediately. 
When testing ad copy, be sure to adjust the messaging so it 
is similar to the copy used in your other channels. In 
addition, make sure it maps to different calls to action so 
you can see what resonates most with your target audience. 
Similar testing plans should be devised for landing pages to 
test different calls to action, terminology, and placement of 
the call to action.

Create a testing plan9.





There are other tests that can be done specifically with bid 
optimization and positioning of your ad to ensure you’re 
maximizing the amount of qualified traffic you’re receiving. 
Prominent positioning comes with a premium price tag,   
and you may not need to be paying for it. Identify a     
handful of the most expensive keywords in your campaign, 
then lower the bids in extremely small increments and 
monitor how your positioning is impacted. By squeezing 
savings out of these terms, it will allow you to reinvest in 
other areas of the campaign that may need additional    
funds for a performance boost.

Look for other
testing opportunities10.



A true partner to clients including:



“iProspect’s extensive experience in this sector is apparent 
– their deep understanding of the pharmaceutical industry 
combined with their experience in other verticals makes 
them a leader in their category.”

Xavier Petit, Multi-Channel Strategy Services, Shire Pharmaceuticals

“iProspect has been a true marketing partner, helping us 
achieve measurable business results in our search 
campaigns. They continue to bring value, from onsite 
trainings to in-depth reporting and timely industry 
updates. Their ability to work with our other agency 
partners and various internal stakeholders has helped us 
take our marketing efforts to the next level.”

Alexis Meneely, Senior Manager - Content, athenahealth



To remain competitive, pharmaceutical 
marketers must fully capitalize on the 
power of search. Be sure to keep this 
tool kit handy, as a successful search 
effort requires continuous maintenance, 
not just an occasional tune-up.  
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