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Are you connecting
with the human
behind the HCP?

15 scientifically proven techniques to
optimize your HCP messaging so that
it delivers on the Top 5 most
important human needs of HCPs.
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Introduction

As traditional messaging with a focus primarily on clinical benefits for patients is no longer
sufficient to capture and maintain their attention, understanding and talking to the human
behind the HCP is critical to improving HCP engagement for pharmaceutical brands.

While much of the current product content speaks to what the HCP needs to know to
make clinical decisions, a new angle of messaging has been identified. One that extends
beyond clinical rationale and taps into human reasoning and decision-making.

Messaging requires speaking to the human needs of
HCPs. While this may seem straightforward, the reality
is much more nuanced, particularly when promoting a
product. Engaging HCPs often involves navigating
complex and sensitive topics that aren't always easy
to state directly. While robust data and legacy-based
claims can sometimes serve this purpose, challenges
arise when such data is less compelling than that of a
competitor or unavailable altogether.

As there will not always be data to deliver on these human needs, fortunately, they
can be spoken to indirectly through messaging and thoughtful language. Since
most direct language will not be approved by LMR, we have identified strategies
that can be used to make a measurable difference in product positioning.

While there can be dozens of varying needs a specific HCP has in relation to the
ascription of treatment, through analysis of 68 HCP message optimization studies,
five human needs have been identified as pillars for creating a human-centric
messaging platform that can increase brand endorsement.

These needs include Certainty, Hope, Control,
Simplicity and Novelty. Working best when leveraged
together, these human needs speak to an HCP’s
pathos, which, historically, has not been a primary
concern for product positioning.

Not all messages will speak to all five of these needs
at once, but being intentional and including a few
strategies to deliver on a human need can position a
product as more human-centric than brands that are
not utilizing these insights.
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Research Methodologies

This qualitative analysis draws from a database of 68
healthcare professional market research projects, with a
total of 16,296 respondents across all projects. Only
projects demonstrating the highest performance on a
standardized set of diagnhostic questions within custom
surveys were selected.

These studies evaluated pharmaceutical brand messaging
across various therapeutic areas, including structural
conditions, mental and neurological disorders, chronic
systemic diseases, and sensory impairments.

The diagnostics, assessed on a 7-point Likert scale, are designed to assess how well
a brand conveys clinical value, innovation, and confidence in patient outcomes. They
target HCP perceptions of treatment simplicity, patient benefit, novelty, future
impact, and disease control. The analysis focused on 15 high-performing messages
bundles—containing a total of 133 individual messages—with bundle sizes ranging
from 6 to 10 messages.

Within the scope of this analysis, message bundle performance was evaluated by
identifying the highest bundles within the metrics of the diagnostic questions by using
Top-2-Box (T2B) and Top-1-Box (T1B) metrics, with T2B scores ranging from 58% to
80% and T1B from 16% to 43%.

Through qualitative analysis of message content across the selected bundles, 15 “rules”
were identified. These rules incorporated recurring messaging strategies related to how
HCPs evaluate and address patient needs. To validate and contextualize these themes,
real-world examples were sourced from branded pharmaceutical websites, providing
additional evidence of the rules' relevance in market-facing communication.
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Understanding The Top 5
Human Needs Of HCPs

HCP ~ Certainty
HUMAN NEED ?

1 Humans value certainty and are more displeased if the probability of a "sure
# thing", rather than an uncertainty, decreases. When an HCP is confident in a
product helping their patients, certainty increases. However, certainty can
be influenced regardless of track record. A large part of certainty comes
from the reverse, uncertainty. By stressing uncertainties, brands are able to
frame their product as a solution to uncertainty.

HCP ~ Hope
HUMAN NEED 5

2 People naturally tend to believe they are less likely than others to

# experience a negative event or outcome, a bias that also influences how
HCPs approach disease management. In this context, HCPs need hope, just
as patients do. While patient-focused product messaging often succeeds in
conveying hope, it is equally important for brands to foster a sense of hope
within HCPs themselves. One effective way to do this is by acknowledging
where the patient is in their treatment journey and positioning the patient as
an engaged, active participant. By focusing on patient needs, even in HCP
messaging, HCPs can feel hopeful for their clinical treatment management.

HCP ~ Control
HUMAN NEED d

# Humans feel they have more control over situations than they really do, and
do things that make them feel in control. There are three rules to ensure
that messaging captures an HCP’s need for control.

HCPs inherently need to feel in control of a patient’s treatment journey
because it's their job to ensure a patient’s health. HCPs feel a need to
ensure the patient also has control of their life, even in the face of disease.
By showing the patient can gain control with a product, HCPs feel power
over the disease.
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Understanding The Top 5
Human Needs Of HCPs

Simplicit
HCP P y
HUMAN NEED | E
While some products are approved to directly state that their treatment will
# simplify disease management, oftentimes, this is impossible for a brand to
say. When conveying simplicity indirectly, it is important to frame the

treatment as a method of simplifying more than one aspect of the disease.

For example, speaking to the successful use of simpler treatment options
(via simple dosing, access, etc.) also lends to an HCP envisioning a simpler,
more manageable treatment journey for their patients. A manageable
treatment journey does not have to be mentioned in the messaging; an HCP
will make this assumption on their own.

i Novelty

HUMAN NEED
Humans often think that newer is better because things "only get better"

#5 over time. However, a product doesn’t need to be new to the market to

encapsulate novelty. While newer treatments may offer innovative
approaches, existing products can also evoke novelty by highlighting their
unique attributes and differentiators. Emphasizing how a product stands out
can shape HCP perceptions, making the treatment feel fresh, relevant, and
especially useful.
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| feel certain that my patients
will benefit from using Product X

Top 3 Messaging Strategies to Deliver on HCP’s Need for Certainty

Strategy # 1: Use words that build confidence

Strategy # 2: Priming with uncertainty

Strategy # 3: Efficacy in challenging scenarios

HCP Human Need # 1: Messaging strategies to deliver against CERTAINTY



STRATEGY # 1:
Use words that build confidence

The certainty needs of HCPs can be captured through specific, confidence-building language that
unconsciously drives perceptions of validity and superiority. Language of certainty can be
leveraged in all components of a product, such as efficacy, MOA, etc., and can often overlap.

Examples of confidence-building words include:

QConsistentlyachieved \ Proven  ( Superior # ( Robust QSustained QLong—Term

QSpecifically designed QOne and only QDemonstrated

If the efficacy data of a product is not overly impressive, the assumption of certainty can be made
by the HCP through the positive halos associated with the terms. When data is available, certainty-
based language can be paired with large numbers to increase interpretability and ensure the HCP
efficiently absorbs the information without needing to contextualize the numbers themselves.

[
taltz

Taltz is the #1 prescribed IL-17 antagonist
in psoriasis

[ Rapid clearance data (PASI 75) as
early as week 2 in PsO

(¥ Long-lasting complete clearance data
sustained through 5 years in PsO

(v Complete PsO clearance data in challenging
body areas, including nails and scalp, which can
be predictors of PsA

(v Inhibition of structural joint damage in
patients with PsA as early as week 16 and
through 3 years

Vuity is the first eye drop approved to
treat presbyopia, which opens up a
totally new treatment paradigm, but
there can also be a lot of doubt in a
HCP’s mind about how an eye drop
can even treat presbyopia. By using
confidence-building words like
Revolutionize, First, and Specifically
Designed, Vuity is building certainty.

HCP Human Need # 1: Messaging strategies to deliver against CERTAINTY
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Taltz uses a number of confidence-
building words together with some
minimal data to build certainty around
both fast and sustained results.

(
SVuity

Revolutionize the way you treat presbyopia.

The First

FDA-approved eye drop specifically
designed for presbyopia."

A daily treatment for patients with
presbyopia.




STRATEGY # 2:

Priming with uncertainty

The certainty of a product is appreciated more by HCPs if they have already been primed with
messaging that points out the inherent uncertainties involved in treating the disease today.

By emphasizing a high lack of uncertainty within a disease state, brands can make HCPs feel certain
about the possibilities associated with their product. For example, some diseases are heterogeneous,
others have low patient response rates, and some have no good predictors of progression.

All of these situations lead to a great cloud of uncertainty for HCPs. By highlighting uncertainty
through DSE messages, brands can prime HCPs to appreciate their branded messages more and
position their products as delivering certainty amongst the unknown.

-
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Alzheimer’s disease (AD) can be difficult to
diagnose

An AD diagnosis can be challenging due to
overlapping symptoms with other causes of
cognitive impairment, particularly in early
stages when symptoms may mimic the
natural aging process.

Invega Sustenna is a long-acting
injectable that patients get at the doctor’s
office every 1/3/6/12 months, which
improves adherence. Priming the HCP on
the uncertainty of adherence with orals
before messaging to the certainty of LAls
is a smart strategy by Invega Sustenna.

HCP Human Need # 1: Messaging strategies to deliver against CERTAINTY

All HCPs know that AD diagnosis can be
difficult. Until recently, there were no
blood tests and HCPs didn’t conduct
expensive PET scans.

-

Johnson&dJohnson

Help avoid cycles of repeated
relapses associated with daily orals.
Prescribe INVEGA SUSTENNA®—the

#1 prescribed long-acting injectable.
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Product X helps me imagine a
better future for my patients
with this disease

Top 3 Messaging Strategies to Deliver on HCP’s Need for Hope

Strategy # 1: Simplifying patient experience

Strategy # 2: Focusing on a specific patient type

Strategy # 3: Highlighting negative outcomes
associated with sub-optimal treatment

HCP Human Need # 2: Messaging strategies to deliver against HOPE
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Product X gives me greater control
over treatment of this disease

Top 3 Messaging Strategies to Deliver on HCP’s Need for Control

Strategy # 1: Feeding the lllusion of Control without
mentioning it

Strategy # 2: Highlighting the impact of QoL improvement
for patients

Strategy # 3: Highlighting results that patients can see,
feel and experience

HCP Human Need # 3: Messaging strategies to deliver against CONTROL
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Messaging strategies to
deliver against

Simplicity
.



Treating this condition will be less
complicated with Product X

Top 3 Messaging Strategies to Deliver on HCP’s Need for Simplicity

Strategy # 1: Use universality language when
communicating product benefits

Strategy # 2: Use large, easier-to-interpret numbers
when presenting your data

Strategy # 3: Use repetition on the most important words
and data points

HCP Human Need # 4: Messaging strategies to deliver against SIMPLICITY
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Product X offers a newer, better
way to treat this disease

Top 3 Messaging Strategies to Deliver on HCP’s Need for Novelty

Strategy # 1: Use specificity in language to imply that
the product is very unique

Strategy # 2: Use language that delivers against the most
foundational category benefits

Strategy # 3: Use a benefit stacking approach because
one benefit is the price of entry

HCP Human Need # 5: Messaging strategies to deliver against NOVELTY












Interested in learning more about Newristics?

Reach out to info@newristics.com or visit www.newristics.com
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