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Introduction
In today’s healthcare industry, physicians play a crucial role in 

the decision-making process when it comes to the use of new 

treatments, medical devices, and pharmaceuticals. They are 

responsible for selecting the most appropriate treatments for their 

patients, based on their clinical expertise and judgment, so it is 

essential for companies launching new and innovative therapies 

to understand how HCPs make decisions, where they go for 

information, and how to influence their behavior in a positive way.

This ebook will explore the factors that influence HCP behavior, the 
importance of understanding your target audience, crafting the right message, 
and selecting the most effective communication channels. It will also discuss 
the role of relationships in physician behavior, as well as how to overcome 
resistance and measure success.
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Several factors influence physicians when it comes to developing treatment 

plans for their patients and when deciding which treatments, medical devices, 

and pharmaceuticals they select. Some of these factors include:

Factors That Influence 

Physician Behavior: Physicians rely heavily on clinical evidence to guide their treatment decisions, so 
medical device and pharmaceutical companies need to provide compelling clinical 
evidence to convince physicians of the effectiveness and safety of their products.

Clinical evidence: 

Healthcare practitioners across the board are often under pressure to reduce costs 
while maintaining high-quality patient care, so it’s critical to provide cost-effective 
solutions that offer high-value benefits.

Cost: 

HCPs are committed to providing the best possible care so marketing around 
new treatments needs to provide evidence that the products will improve patient 
outcomes and are aligned with their treatment goals.

Patient outcomes:

To ensure proper use and optimal outcomes, there needs to be education and 
training on newly launched medical devices and pharmaceuticals. 

Education and training:

Physicians often rely on relationships with other HCPs and even key healthcare 
influencers to guide their treatment decisions.

Relationships:

 Effective promotion and targeted marketing campaigns that are aligned with the 
physicians’ needs and preferences are critical to impacting physician behavior and 
fostering the adoption of new treatments.

Marketing and promotion:
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What HCPs Want
•	 Outside a medication’s functional characteristics, 

such as efficacy and safety profile, corporate 

reputation is the number one factor that 

influences an HCP’s decision to prescribe or 

recommend a therapy. 

•	 Two-thirds of HCPs are reluctant to prescribe 

or recommend a medication from a biotech/

pharmaceutical company that does not have a 

good reputation in their opinion.

•	 Patient centricity is the number one 

characteristic that HCPs want brands to embody, 

but only 45% believe biotech and pharmaceutical 

companies are delivering this to a “great” or a 

“large” extent. (Being innovative and progressive 

ranked second and third.)
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Common Motivations
For HCPs

emagineHealth5

Healthcare practitioners are motivated by a range of factors, which can vary 
depending on their individual values, goals, and priorities. Understanding what 
motivates them is essential for any sort of medical device or pharmaceutical 
company seeking to influence their behavior and convince them to begin 
implementing newly launched treatment options. By aligning the products 
and services with these motivators, companies can increase their chances of 
success in the healthcare market. 

Here are some common motivators:

Patient care:

Physicians are motivated by a desire to provide the best possible care for 
their patients to help them recover from illness or injury, manage chronic 
conditions, and maintain good health.

1.

Awareness and engagement: 

 A sense of professional fulfillment drives physicians, which comes from 
using their skills and knowledge to help others. They take pride in their 
work and are motivated by a desire to make a positive impact in their 
patients’ lives.

2.

Intellectual challenge: 

Physicians enjoy diagnosing complex medical conditions, developing 
treatment plans, and staying up-to-date with the latest advances in medical 
science.

3.

Financial rewards:

While not the primary motivator for most physicians, finances are an 
important consideration. Physicians invest a significant amount of time, 
money, and effort into their education and training, and they expect to be 
compensated fairly for their work.

4.

Work-life balance:

Physicians are increasingly focused on achieving a healthy work-life 
balance. According to a survey carried out by the American Medical 
Association, 92 percent of Millennial physicians believe it is critical to 
balance work with personal time and family events and obligations. They 
want to have time for their families, hobbies, and other interests, and they 
seek opportunities that allow them to work flexible schedules.

5.

Recognition and respect: 

Physicians are motivated by recognition and respect from their colleagues, 
patients, and society at large. They value the prestige associated with 
being a physician and appreciate opportunities to be recognized for their 
achievements.

6.

https://www.ama-assn.org/practice-management/physician-health/millennial-physicians-sound-state-medicine-today


emagineHealth6

Where Physicians Go

for New Information
Physicians learn about new treatments and medical devices through 

a combination of formal education, professional development 

opportunities, and ongoing communication with industry 

representatives. Here are some common ways they stay up-to-date with 

the latest advances in medical science:

Physicians often read medical journals to stay current with the latest 
research and clinical studies. A clinical trial is considered the most accurate 
type of study. These journals provide a platform for doctors to learn about 
new treatments, medical devices, and other innovations in their field.

1. Medical journals:

Hundreds of medical conferences take place each year in the United States 
alone. These events provide opportunities for physicians to connect with 
other healthcare professionals, share their expertise, and learn about new 
medical technologies, treatments, and the latest relevant advancements.

2. Conferences and seminars:

Physicians often join professional associations and societies that focus 
on their area of expertise. These organizations provide access to the latest 
research, clinical guidelines, and other resources that can help them stay up-
to-date with the latest developments.

3. Medical associations and societies:

Medical device and pharmaceutical companies often have representatives 
who visit physician offices and hospitals to educate physicians about new 
products and technologies. These representatives may provide product 
demonstrations, offer samples, and answer questions about the benefits and 
risks of using their products.

4. Industry representatives:

Physicians are required to complete a certain number of CME courses each 
year to maintain their medical licenses. These courses cover a wide range of 
topics, including new treatments and medical devices.

5. Continuing medical education (CME) courses:

https://www.msdmanuals.com/home/special-subjects/medical-decision-making/overview-of-medical-decision-making#:~:text=Overview%20of%20Medical%20Decision%20Making%201%20Defining%20goals,doctors%20...%204%20Information%20sources%20for%20people%20
https://conferenceindex.org/conferences/medical/united-states
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Physicians use the internet overall for a wide range of purposes, such as accessing 
medical research and publications, communicating with colleagues and patients, 
seeking information about medications and treatments, and staying up-to-date 
with the latest developments in their field. They may also use the internet to 
access educational resources, such as webinars and online courses, to enhance 
their knowledge and skills.

How HCPs

Use The Internet
With the increasing availability of telemedicine, physicians are also leveraging the internet 
to provide remote healthcare services to patients who may not be able to visit a physical 
clinic or hospital. The internet has become an indispensable tool for physicians in their 
day-to-day work and professional development.



Top Preferred Channels 
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HCPs are turning to digital more and more. In fact, 62% of HCPs spend 3 hours per day 
accessing digital resources. They tend to be traditionalists in their preference for receiving 
new content. Regardless of the type of content, the preferred medium is usually a conventional  
website or microsite. They prioritize easy accessibility to information, which enables them to 
retrieve vital medical information for their own reference or that of their patients. In the case 
of patient information and support resources though, their preference diverges from the norm. 
Instead of relying on websites or microsites, they most prefer a pamphlet or booklet format 
that they can provide to their patients.

For product information:

54%
of HCPs prefer a website/microsite

47%
prefer a seminar/roundtable

46%
 prefer a pamphlet/booklet

44%
prefer sales reps

For medical education content and white papers:

49%
of HCPs prefer a website/microsite

47%
prefer a pamphlet/booklet

39%
prefer downloadable assets and 
seminar/roundtable

36%
prefer sales reps

For patient education & support resources:

55%
of HCPs prefer a pamphlet/booklet

51%
prefer a website/microsite

39%
prefer a downloadable asset

32%
prefer sales reps

https://worldofdtcmarketing.com/hcps-use-of-digital/
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The Role Of Relationships 

In Physician Behavior
Relationships play a critical role for HCPs. Physicians rely on a network of relationships 
with patients, colleagues, healthcare organizations, and other stakeholders to provide 
high-quality care and achieve their professional goals. By understanding the importance 
of relationships and building strong, collaborative partnerships with physicians, medical 
device and pharmaceutical companies can effectively influence HCP behavior and 
ultimately improve patient outcomes.

Physicians build relationships with their patients based on trust, empathy, 
and communication. These relationships can impact physician behavior 
by influencing how they diagnose and treat medical conditions, how they 
communicate with patients about treatment options, and how they manage 
patient expectations.

1. Patient relationships: 

Physicians work closely with other healthcare professionals, including 
nurses, pharmacists, and other physicians. These relationships can 
impact their decision-making process by influencing how they collaborate 
with others to provide care, how they learn about new treatments and 
technologies, and how they make referrals to other providers.

2. Colleague relationships:

Doctors and medical practices also have relationships with representatives 
from medical device and pharmaceutical companies, which can influence 
how they learn about new products and treatments, how they prescribe 
medications, and how they make decisions about which products to use.

3. Industry relationships:

Physicians may be employed by hospitals, clinics, or other healthcare 
organizations. These relationships can influence how they practice 
medicine, how they interact with colleagues and patients, and how they 
make decisions about which treatments and technologies to use.

4. Organizational relationships: 

Here are some specific ways in which relationships can 

influence physician behavior:
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Convincing a physician to use a new treatment requires a 

comprehensive and multifaceted approach that considers the 

physician’s clinical needs, patient needs, and their attitudes toward 

the new treatment. Here are some strategies that can be used to 

influence physicians to adopt and implement a new treatment:

Provide clinical evidence:

Medical practitioners rely on clinical evidence to make decisions about 
treatments, so companies that want to convince them to use a new 
treatment must provide high-quality clinical data that demonstrates the 
safety and efficacy of it. The data should be presented in a clear and concise 
manner, and should highlight the benefits of the new treatment compared 
to existing treatments.

Strategies for

Influencing Behavior

Offer education and training:

Physicians may be hesitant to use a new treatment if they are not familiar 
with how it works or how to administer it. Companies can provide 
education and training materials that help them understand the new 
treatment and how to use it effectively, including product demonstrations, 
webinars, and training videos.

Address concerns and objections: 

It is common to have concerns or objections about adopting and prescribing 
a new or unfamiliar treatment. Be prepared to address these concerns and 
provide evidence that addresses them specifically. This can include safety 
concerns, concerns about efficacy or cost, or providing evidence that shows 
the benefits of the new treatment.

Leverage key opinion leaders:

Key opinion leaders are influential physicians who have a significant 
impact on the behavior of other physicians. Companies can work with key 
opinion leaders to promote the new treatment and provide education and 
training to other physicians.

Provide financial incentives: 

While financial incentives should not be the primary motivator for using a 
new treatment, they can be an important consideration. Offering financial 
incentives, such as discounts or rebates, can encourage physicians to use 
the new treatment.

https://www.emaginehealth.com/blog/healthcare-influencer-marketing/
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Identifying and defining the target audience when looking to convince medical 
practitioners to adopt new treatment options allows for the development of 
marketing and promotional strategies that are tailored and targeted to the specific 
needs and preferences of these physicians. This may include targeted advertising 
campaigns, education and training programs, and outreach efforts to key opinion 
leaders in the medical specialty. 

Defining the 

Target Audience

To identify target physicians, a company needs to 

consider the following factors:

Identifying which medical specialty the new treatment is most 
relevant to will help to narrow down the list of target physicians to 
those who specialize in that field.

Medical specialty:

Identify the specific geographic or demographic location where 
the new treatment is most likely to be used. This can include 
regions with high rates of a particular disease or condition, or 
areas where the healthcare system is particularly receptive to 
new treatments.

Geographic location:

Determine the type of practice where the target physicians 
work. This can include hospitals, private clinics, academic 
medical centers, etc.

Practice type: 

Key opinion leaders in the medical specialty who have a 
significant influence on other physicians in the field are an 
important factor to consider. These key opinion leaders can be 
instrumental in promoting the new treatment and increasing its 
adoption among other physicians.

Key opinion leaders:

Identifying the patient population that is most likely to benefit 
from the new treatment will help to pinpoint the physicians who 
treat these patients and are most likely to be interested in using 
the new treatment.

Patient population:
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Defining the

Key Message

Identify the key benefits: 

Identify and enumerate on the key benefits 
of the new treatment compared to existing 
treatments. This may include improved efficacy, 
better safety, or reduced side effects. Once the 
key benefits have been identified, they can be 
used to develop the message.

Understand the physician’s perspective:

It’s important to understand the physician’s 
perspective on the disease or condition that the 
new treatment is targeting, such as considering 
the challenges that physicians face in treating 
the disease or condition and the unmet needs 
of patients. By understanding the physician’s 
perspective, the company can tailor the message to 
address these specific needs and challenges.

1 2

Use evidence-based 
messaging: 

Evidence-based messaging 
should be used to promote the 
new treatment. This includes 
using data from clinical trials 
and other sources to support the 
message, which should be clear 
and concise and should focus on 
the most important benefits of 
the new treatment.

3

Address objections: 

 It’s integral to anticipate 
objections that physicians 
may have about the new 
treatment and address them, 
such as concerns about 
safety, efficacy, or cost.

4

Use a targeted approach: 

The message should be 
targeted to the specific 
physicians that the company 
is trying to reach. This may 
include using language and 
terminology that is familiar 
to the physician’s medical 
specialty or focusing on 
specific patient populations 
that they treat.

5 

Developing the right message is crucial for effectively promoting a new 

treatment. The message should be clear, evidence-based, and tailored to the 

specific needs and challenges of the physician and the patient population.

Here are some steps that can be taken to develop the right message. By 

following these steps, a company can develop a message that effectively 

promotes the new treatment and resonates with physicians.  
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The most effective communication channels for promoting a new treatment to physicians may vary 
depending on the specific product and target audience. However, here are some communication 

channels that are commonly used by medical device and pharmaceutical companies:

Selecting the Right

Communication Channels

Online advertising can be a cost-effective way to reach a large number of healthcare 
practitioners by promoting the product through targeted ads on 
medical websites or social media platforms.

Email marketing-
campaigns

are another powerful way to reach physicians with targeted 
messaging. They can be used to send newsletters, clinical 
studies, and educational resources directly. Research shows 
that 65% of healthcare providers prefer email as their primary 
communication method for receiving industry news, product 
updates, and research/educational opportunities.

Direct mail 
campaigns 

can be an effective way to reach physicians with targeted 
messaging and directly send promotional materials, clinical 
studies, and educational resources.

Medical conferences provide an opportunity for companies to showcase their new 
treatments and interact with physicians face-to-face. Companies 
can sponsor or exhibit at medical conferences and use the 
opportunity to provide product demonstrations, educational 
sessions, and networking opportunities.

Key Opinion Leader events provide an opportunity for companies to interact with 
influential physicians in the medical specialty. Companies can 
invite KOLs to attend events where they can provide product 
demonstrations, discuss clinical studies, and network with other 
practitioners. Research shows that 84% of physicians are likely to 
prescribe a new drug if it’s endorsed by a Key Opinion Leader.

Sales representatives can provide personalized communication with doctors and are 
often the main point of contact for promoting a new treatment. 
Companies can train sales representatives to effectively 
communicate the benefits of the new treatment and provide 
clinical studies and educational resources.

Effectively using a combination of these communication channels can successfully promote new 
treatments and increase physician adoption. The key is to tailor the communication strategy to 
the specific needs and preferences of the target audience and to provide clear and evidence-based 
messaging that resonates with HCPs.

Developing a comprehensive knowledge base about the corporate brand and content, such as 
blogs, videos, and news releases, forms a sturdy basis for biotech and pharmaceutical companies 
to establish a strong communication network. This network can encompass a diverse range of 
channels that can accommodate a wide variety of messages, thereby creating a robust platform for 

https://healthcaresuccess.com/blog/market-to-doctors/digital-marketing-to-physicians-how-to-capture-the-attention-of-todays-time-constrained-hcps.html
http://media.mmm-online.com/documents/168/healthcasts_whitepaper_41894.pdf
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How to Reach 

HCPs by Channel The key to successfully reaching HCPs through 

websites is to provide them with relevant, informative, 

and engaging content in a user-friendly format. Here 

are some effective ways:

Websites

•	 Optimize websites for search engines through SEO: 
Companies can ensure their websites are optimized for 
search engines to increase visibility and searchability for 
HCPs. This can be achieved through the use of relevant 
keywords, meta descriptions, and alt tags.

•	 Provide relevant and informative content: Use your website 
to provide HCPs with useful information and resources, such 
as medical research and clinical trials, to establish credibility 
and build trust. Websites can also offer educational materials 
such as videos, webinars, and whitepapers to help HCPs stay 
up to date on the latest medical developments.

•	 Offer interactive features: Interactive features such as online 
chats, virtual events, and quizzes can help companies engage 
with HCPs and foster relationships.

•	 Utilize targeted advertising: Companies can use targeted 
advertising on search engines, social media platforms, 
and other websites that HCPs frequent to increase brand 
awareness and drive traffic to their websites.

•	 Provide easy access to information: Ensure that your 
websites are user-friendly, easy to navigate, and provide 
easy access to information such as product information, 
prescribing information, and patient support resources.
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Use content to provide HCPs with valuable, informative, and engaging 

materials that address their needs and interests. Here are some specific 

ways content can be used:

Content

•	 Create educational materials: Companies can create educational materials 
such as whitepapers, guides, webinars, and articles that offer insights into the 
latest medical developments, trends, and best practices in the industry. These 
materials should be backed by scientific evidence and presented in a clear and 
concise manner.

•	 Offer case studies and clinical data: Share case studies and clinical data that 
demonstrate the effectiveness of the products or services in treating different 
medical conditions. 

•	 Use visual aids: Visual aids such as infographics, images, and videos can be 
used to enhance the understanding and retention of complex medical concepts. 
Companies can also use animations and interactive tools to provide HCPs with 
an immersive learning experience.

•	 Provide product information: Companies can provide HCPs with detailed 
information about their products, including prescribing information, dosage, 
and potential side effects. This information should be accurate, up-to-date, and 
accessible on the company’s website.

•	 Engage in thought leadership: Companies can establish themselves as thought 
leaders in the industry by sharing their insights and opinions on relevant topics 
through blog posts, podcasts, or guest articles. This can help to build trust and 
credibility with HCPs.
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Video can be used to create informative and engaging 

content that addresses HCPs’ needs and interests. 

Here are some ways to reach HCPs through video:

Video

•	 Create educational videos: Create educational videos that 
provide HCPs with valuable information about medical 
conditions, treatment options, and the latest medical 
developments. These videos should be presented in 
a clear and concise manner and backed by scientific 
evidence.

•	 Offer product demos: Videos that demonstrate the use of 
the products or medical devices, including their features, 
benefits, and how they can be used to treat specific 
medical conditions, can help HCPs to understand the 
products and their benefits more clearly.

•	 Share patient stories: Companies can create videos that 
feature patient stories, including their medical journeys 
and how they have benefited from the company’s 
products or services. This enhances understanding of 
the real-life impact of the products and services they 
prescribe or recommend.

•	 Provide training videos: Create training videos that 
provide HCPs with guidance on how to use the products, 
including best practices and safety information to ensure 
that HCPs are using the products correctly and safely.

•	 Host webinars: Companies can host webinars on different 
medical topics, inviting HCPs to join and learn from 
experts in the field. Webinars can provide an interactive 
learning experience and offer an opportunity for HCPs to 
ask questions and interact with the experts.

Social media is another valuable channel to create and 

share relevant and engaging content to reach HCPs.
Social Media

•	 Establish a strong social media presence: Establish a 
strong social media presence by creating accounts on 
relevant social media platforms such as LinkedIn, Twitter, 
and Facebook. Be sure to optimize your profiles and share 
information about products and services.

•	 Create engaging social content: Companies can create 
content that is relevant and engaging for physicians to 
consume on social media, such as articles, infographics, 
and videos.

•	 Use hashtags: It’s important to use relevant hashtags to 
make your content more discoverable on social media 
platforms, which can help HCPs to find the content and 
engage with it.

•	 Engage with HCPs: Companies can engage with HCPs on 
social media platforms by responding to their comments, 
answering their questions, and sharing their content. This 
can help to build relationships and establish the company 
as a trusted source of information.
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Paid digital media is a useful tool to increase the visibility of products or 

services and reach physicians in a more targeted and effective way. Here are 

some ways paid digital media can be used to reach HCPs:

Paid Digital Media

•	 Targeted advertising: Companies can use targeted advertising to reach specific HCPs 
who may be interested in their products or services. This can be achieved by targeting 
specific demographics such as location, job title, or medical specialty.

•	 Programmatic advertising: Programmatic advertising can be used to automate the 
process of buying and placing digital ads, which allows companies to target HCPs 
with relevant ads at the right time and on the right platforms.

•	 Retargeting: Companies can use retargeting to show ads to HCPs who have previously 
interacted with their website or other digital content. This can help to keep the 
company’s products or services top of mind for HCPs who have shown interest in the 
past.

•	 Social media advertising: Social media advertising can be used to target HCPs on 
social media platforms, allowing companies to reach HCPs who are interested in 
specific medical topics or who follow certain medical influencers.

•	 Sponsored content: Companies can sponsor content on medical websites, journals, 
or newsletters that are read by HCPs. Sponsored content can be used to provide HCPs 
with valuable information about the company’s products or services in a way that is 
engaging and informative.

Search engine optimization is a critical component of ensuring your 

website and content are being found by the HCPs you want to reach. 

Here are some ways SEO can be used to reach HCPs:

SEO

•	 Keyword research: Companies can conduct keyword research to identify 
the search terms and phrases that HCPs are using to find information 
online. This information can be used to optimize the company’s website 
content and ensure that it appears at the top of search engine results for 
those keywords.

•	 On-page optimization: Your website pages can be optimized by 
including relevant keywords in the page titles, headers, and content. 
This can help search engines to understand what the website is about 
and improve the website’s ranking in search results.

•	 Link building: Companies can build links to their website from other 
relevant and authoritative websites, which can help to improve the 
website’s ranking in search engine results and increase visibility among 
HCPs.

•	 Mobile optimization: SEO can optimize websites for mobile devices, 
which is important because many HCPs use their smartphones or 
tablets to search for information. A mobile-optimized website can 
improve the user experience and make it easier for HCPs to find the 
information they need.
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Artificial intelligence can be used to reach healthcare professionals by 

providing personalized and relevant content, improving engagement 

and targeting, and enhancing the overall user experience. Here are 

some ways AI can be used to reach HCPs:

AI

•	 Personalized content: AI can analyze data on HCPs’ preferences and 
behaviors, and provide personalized content that is relevant to their 
interests. For example, AI can suggest articles, videos, or webinars that 
are tailored to specific medical specialties or topics that HCPs have shown 
interest in.

•	 Chatbots: AI-powered chatbots can be used to answer HCPs’ questions and 
provide information about products or services. Chatbots can also provide 
personalized recommendations based on HCPs’ needs and preferences.

•	 Predictive analytics: AI can be used to analyze data on HCPs’ interactions 
with digital content and predict their future behavior. This information 
can be used to create targeted campaigns and improve engagement with 
HCPs.

•	 Voice assistants: AI-powered voice assistants like Amazon’s Alexa or 
Google Assistant can be used to provide HCPs with information and 
support. For example, voice assistants can be used to answer medical 
questions, provide drug information, or schedule appointments.

•	 Image recognition: AI-powered image recognition technology can help 
HCPs diagnose medical conditions and identify abnormalities in medical 
images, which can improve the accuracy and efficiency of medical 
diagnosis and treatment.
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Unbranded content does not promote a particular product or service but rather 

focuses on providing helpful and educational information about a specific condition, 

treatment, or procedure. It is another extremely effective way to reach and influence 

healthcare professionals by providing educational and informative content that 

helps them stay up-to-date with the latest developments in their field. Here are some 

ways in which unbranded content can be used:

Unbranded Content •	 Educational content: Unbranded content can be used to provide 
educational resources through microsites, articles, blog posts, 
and white papers, on medical conditions, treatments, and best 
practices. This content can help HCPs improve their knowledge and 
understanding of specific medical conditions and may influence their 
treatment decisions.

•	 Clinical case studies: Unbranded content can feature real-life clinical 
case studies that showcase successful treatments and outcomes. 
These case studies can help HCPs better understand how specific 
treatments or interventions may be effective in certain patient 
populations.

•	 Research findings: Unbranded content can also feature research 
findings, such as results from clinical trials or observational studies. 
These findings can provide valuable insights into the effectiveness 
and safety of different treatments and can influence HCPs’ treatment 
decisions.

•	 Thought leadership: By providing insightful and informative content, 
you can establish your company as a trusted resource for HCPs, which 
may influence their decision-making.

•	 Continuing education: Unbranded content can also be used to provide 
continuing education resources, such as webinars and online courses, 
that offer HCPs an opportunity to earn continuing education credits 
while learning about new developments in their field.
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By providing evidence-based recommendations, educational resources, and 
incentives for positive behavior change, medical device and pharmaceutical 
companies, as well as other healthcare organizations, can drive better patient 
outcomes and improve the overall quality of care. The following campaigns 
demonstrate the potential for successful physician behavior change initiatives 
in a variety of healthcare contexts. 

Real-World Examples Of Successful 

Physician Behavior 
Change Initiatives

his campaign was launched by the American Board of Internal 
Medicine Foundation to encourage physicians to reduce unnecessary 
medical tests, treatments, and procedures. It provides evidence-based 
recommendations to physicians, and has successfully reduced the use of 
unnecessary medical interventions.

The Choosing Wisely campaign: 

his campaign was launched by the American Board of Internal Medicine 
Foundation to encourage physicians to reduce unnecessary medical tests, 
treatments, and procedures. It provides evidence-based recommendations 
to physicians, and has successfully reduced the use of unnecessary 
medical interventions.

The Antibiotic Stewardship Program: 

This legislation requires medical device and pharmaceutical companies to 
disclose their financial relationships with physicians, thereby successfully 
increasing transparency and reducing potential conflicts of interest.

The Physician Payment Sunshine Act: 

https://www.choosingwisely.org/our-mission/
https://www.cdc.gov/antibiotic-use/core-elements/index.html
https://www.healthaffairs.org/do/10.1377/hpb20141002.272302/
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There are several common barriers that can hinder behavior change. Understanding these barriers can 
help in the development of strategies to overcome them and successfully influence practitioners. 

Here are some examples:

Common Barriers to 

Behavior Change

Lack of awareness: HCPs may not be aware of new treatments or devices that 
are available, particularly if they are not widely marketed or 
promoted.

Skepticism: It is common to be skeptical of new treatments or devices, 
particularly if there is limited evidence supporting their 
efficacy or safety.

Cost: New treatments or devices may be more expensive than 
existing treatments, and physicians may be hesitant to adopt 
them if they are concerned about the cost to their patients or 
the healthcare system.

Lack of training: Physicians may lack the necessary training or experience to 
effectively use new treatments or devices, which can lead to 
hesitancy or reluctance to adopt them.

Patient preferences: If they feel that their patients are not receptive to them or prefer 
existing treatments, doctors may be hesitant to change.

Time constraints: Physicians may be busy and have limited time to learn about and 
adopt new treatments or devices.

Inertia: Healthcare practitioners may be resistant to change and 
prefer to continue using the treatments or devices that they 
are familiar with and have experience using.

Regulatory barriers: Regulatory barriers can make it difficult or time-consuming to 
implement new treatments, particularly if there are complex 
approval processes or reimbursement issues.
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Measuring

Success

Set clear goals: 

Before launching a campaign, it’s 
important to define clear goals that can 
be measured and tracked. For example, 
a goal could be to increase physician 
adoption of a new treatment by a certain 
percentage over a specific time period.

1

Collect and analyze data:

To measure progress towards the 
goals and KPIs, it’s important to 
collect and analyze data. This 
could include data on website 
traffic, email open rates, social 
media engagement, and sales 
figures.

3

Identify key performance indicators 
(KPIs): 

KPI  metrics can be used to track progress 
towards achieving the goals. Examples of 
KPIs could include the number of physicians 
who have received information about the new 
treatment, the number of prescriptions written, 
or the number of medical devices sold.

2

Adjust the campaign as 
needed: 

Based on the data analysis, 
it may be necessary to adjust 
the campaign to improve 
results. For example, if email 
open rates are low, it may 
be necessary to revise the 
messaging or subject lines to 
increase engagement.

4

Continuously monitor 
and optimize: 

Measuring and analyzing 
results should be an ongoing 
process throughout the 
campaign. By continuously 
monitoring and optimizing 
the campaign based on the 
data, it’s possible to maximize 
the impact and achieve the 
desired outcomes.

5 

Measuring and analyzing results is a crucial step in evaluating the success of 

a campaign to influence HCP behavior. Here are some key steps to consider:
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Conclusion Influencing HCP behavior can be a complex process, 
but it’s essential for medical device, pharmaceutical, 
or any company looking to successfully introduce new 
treatments and devices to the market. By understanding 
the factors that influence physician behavior, developing 
targeted messages, and utilizing effective communication 
channels, companies can increase physician adoption 
and drive better patient outcomes.

Developing strategies to overcome some of the most 
common barriers to behavior change can increase the 
likelihood of physician adoption and by setting clear 
goals, identifying key performance indicators, collecting 
and analyzing data, and continuously monitoring and 
optimizing the campaign, companies can improve their 
strategies and increase the impact of their efforts.

Ultimately, influencing physician behavior is an 
ongoing process that requires a deep understanding 
of the healthcare industry, physician motivations, 
and patient needs. By prioritizing these factors and 
continuously refining their strategies, medical device 
and pharmaceutical companies can drive better patient 
outcomes and succeed in a rapidly evolving healthcare 
landscape.
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