
Main Conference Day One / Tuesday, December 4, 2018

8:00 Registration and Continental Breakfast

8:45 Chairperson’s Opening Remarks

9:00  Storytelling Interactive Session
  Understand how story mapping is essential as brands 
aim to deliver key messages across multiple channels

  Develop structure to ensure effective storytelling
  Leverage internal tools to be more productive and get 
your story out there

  Explore the different ways you can use your content 
once you have created it

Kelley Beyer, Director, Social Media Partnerships, Social 
Media Hub, NOVARTIS

10:30  Networking Break

11:00 CASE STUDY: Eternal Sunshine of the Spotless 
Branding Campaign
  Explore what happens when a request for a corporate 
video turns into a multiyear, multichannel branding effort 

  Discover the steps that one Florida-based orthopaedic 
manufacturer took to increase its brand awareness — 
from research to results, accidentally putting its name on 
a sports and entertainment arena along the way

Colleen Raccioppi, Manager-International Marketing 
Communications, EXACTECH

11:45 Make an  Educational Impact With HCPs by 
Moving Beyond the Banner
  81% of physicians are dissatisfied with their interactions 
with pharmaceutical companies

  Two-thirds of HCPs complain that they are bombarded 
with generic digital content

  Understand how you can change the conversation, gain 
credibility, build trust, and make an impact

Dr. Joshua Landy, Chief Medical Officer, FIGURE 1

12:15 Luncheon

1:15 Develop Highly Targeted Campaigns and 
Articulate Business Value That Resinates With 
Stakeholders 
  Discuss the importance of offering educational 
information that builds awareness and helps move 
patients through a journey to get to your product

  Today, 75% of patients surveyed reported that they share 
information in private forums, and 91% surveyed say that 
online communities play a role in their healthcare

  Learn how to create highly targeted campaigns that truly 
move the needle by gaining a voice where patients are 
spending their time

  Examine methodologies to turn data into valuable 
insights for stakeholders to understand business value 
and further fund your content marketing efforts

Elizabeth Presson, Digital Strategy and Patient 
Engagement Lead, OTICON MEDICAL

2:00 CASE STUDY: A Medical Affairs Approach to 
Content Marketing
  By 2020, two-thirds of healthcare providers will be 
digital natives — this requires a change in how we 
communicate scientific information

  share how Biogen is embracing the following content 
marketing concepts to evolve the traditional model for 
sharing poster data to better meet the needs of today’s 
customers:  

  Multichannel dissemination
  User-driven experience
  Shareable content
  Evaluation/analytics

Alia Bucciarelli, Communication Excellence, BIOGEN

2:45 Networking Break
3:15

Build Relevant Content in the Channels of Your 
Patient’s Choice
  How digital and offline experiences can come together to 
create powerful, and valuable, community experiences

  Learn a key strategy in building, launching, setting 
goals for, and measuring the success of community 
experiences

Carmine Attanasio, Senior Product Manager, 
Digital Myeloma Marketing, CELGENE

4:00 Climb Every Mountain: Increasing Employee 
Engagement and Understanding
  Making all forms of messaging to internal and external 
stakeholders

  Understand what messaging point you need to highlight 
  Examine the impact of strong marketing messaging that 
tells a full story

Nicole Rojas, Head of R&D Internal Communications, 
TAKEDA

4:45 Day One Concludes

#pharmacontent

“Enjoyed seeing and hearing about new 
channels and methods of channel/tactic.” 
—Marketing Campaign Manager, BIO-RAD LABORATORIES 

“Fantastic presentations, great content 
and a profound way of looking at  

developing content.” 
—INSMED

www.asdevents.com - www.asdevents.com/event.asp?id=19012



8:00 Continental Breakfast

8:45  Chairperson’s Recap of Day One

9:00  Considerations and Process for senior counsel 
engagement when planning multichannel 
marketing campaigns
  Disclosure obligations with third parties who affiliate 
with company content

  Avoiding regulatory pitfalls and achieve commercial 
success through company created content 

  The benefits of engaging legal and regulatory counsel 
in the early process of campaign designs to allow 
identification and alignment of issues, prospective 
agreement on risk areas, and a consistent presentation 
of the commercial opportunities and regulatory risks to 
manage expectations for senior decision makers in an 
organization 

  Understand if FDA-approved labeling supports the 
segment/target market for campaigns

Michael Smith, Senior Global Counsel, 
PDL BioPharma, Inc

9:45 Digital Transformation in Life Sciences: 
Making the Business Case While Managing the 
Compliance and Regulatory Risks
  Current regulatory framework relating to cutting-edge 
marketing technology 

  How the compliance environment affects content 
marketing in the life sciences 

  Best practices for developing a compliant marketing 
function 

  Risks and opportunities in creating a direct dialogue 
with the patient-customer

Howard Dorfman, Distinguished Visiting Practitioner 
and Adjunct Professor, SETON HALL UNIVERSITY 
SCHOOL OF LAW

10:30 Networking Break

11:00  INTERACTIVE SESSION:  
THE DISTRIBUTION REVOLUTION
If “content is king,” distribution is queen. Many marketing 
teams create great content, but do not have a clearly 
thought-out content distribution strategy to generate 
leads and build brand awareness. 
The Hartford HealthCare content team has re-invented 
the distribution strategy, harnessing the power of 
unique and compelling stories. Learn how Hartford 
HealthCare worked with traditional and non-traditional 
media to create innovative partnerships that benefit both 
organizations. These partnerships ensure a broader 
audience for incredibly diverse content — from patient 
testimonials to two-minute live interviews to half-hour 
specials and Facebook Live. Hartford HealthCare’s 
branded content is everywhere: on every network, online, 
on the radio, at the mall, and in waiting rooms. These 
strategies work, generating leads across several service 
lines and sharing the brand story more broadly than we 
could on our own. Be prepared to be inspired!

During this interactive sessions, you will learn:
  How to partner with the media in new ways
  Utilize Facebook Live to connect and interact with 
potential leads in real time

  Generate patient leads and track success
Rebecca Stewart, Director of Content Marketing, 
HARTFORD HEALTHCARE
Tina Varona, Media Relations Manager, 
HARTFORD HEALTHCARE
Melissa Dethlefsen, Senior Content Marketing Producer, 
HARTFORD HEALTHCARE

12:30  Luncheon

1: 30 Understand the Basic Principals and Design for 
Patient Experience 
  Discover customer engagement and ensure they are 
delivering digestive, relevant content to devices

  Analyzing content to ensure it is tangible and prevalent 
to mobile and desktop 

  Understand resources that are put out in the market for 
a customer experience platform setting

2:15 Develop Strategies and Methods in Content 
Creation to Be in the Patient/HCP Mindset
  Collaborate with physician social network channels 
to deliver patient-centric content

  Partner with advocacy groups to develop and 
deliver content

Amanda Malm, Principal Market Development 
Specialist, Pelvic Health Marketing, MEDTRONIC

3:00 Utilize Educational Tools and Patient-Care 
Services With Doctors to Access Data Collected 
From Devices in Real-Time
  Drive results to bring a combination of resourcefulness, 
creativity, and strong analytical skills

  Understand how digital and artificial intelligence 
technologies can help improve real-time interaction 
and seamless processes through a choice of devices 
to improve patient experience

  Adapt to the changes and evolving trends to utilize 
technology to its full capacity

Daniel Davids, Product Manager, GENENTECH, INC

3:45 Chairperson’s Closing Remarks

4:00 Conference Concludes

Main Conference Day Two / Wednesday, December 5, 2018 #pharmacontent

“This conference exceeded my expectations. 
The topics and pace in which they were 

presented kept my attention the entire time.” 
—MEDTRONIC

www.asdevents.com - www.asdevents.com/event.asp?id=19012




