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Creating Powerful Life Sciences Brands 
Through Omni -channel Marketing: 
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Owned and Earned

October 24th, 2018



DD Co-Chairs: 

David Altman , Digital Marketing Manager (Research Content), Massachusetts 

General Hospital

Eric Laub, Senior Vice President, ICR, Inc.

Nick Lowe , Founding Partner, 451 Agency

Thanks to our MarComm Working Group 
for Sponsoring Todayõs Forum!



Building Powerful Life Sciences Brands with Omnichannel 
Marketing Part II - 11/14 (Here at MassBio)

6th Annual CSO Invitational, 11/1 (Here at MassBio)

MassBio 2018 Petri Dish Nonprofit Pitch 
Challenge, 11/8 (Here at MassBio)

Doing Business in China: Changing Regulatory 
Reforms and BD Opportunities in China, 11/13 (Here at 

MassBio)

Upcoming Forums 



Moderators:

James Heins, Senior Vice President & Head of Healthcare PR at ICR

Nick Lowe , Founding Partner, 451 Agency

Speakers:

Paul Kidwell , Life Sciences Public Relations Consultant

Rebecca Peterson, Head of Partner Relations, Global Business Development at 

Sanofi Genzyme

Seth Levine , Director of Corporate Brand & Creative, Alnylam

Liang Schweizer, PhD, President & Chief Executive Officer, HiFiBiOTherapeutics

Todayõs Presenters



OMNICHANNEL MARKETING

Agenda:

8:15 ð8:25: Intro to Omni Channel Marketing

8:25 ð8:35: Owned Media

8:35 ð8:50: Earned Media

8:50 ð9:30: Panel Discussion with Q&A

9:30 ð9:31: Closing Remarks

9:31 ð10:00: Networking



INTRO

Å Co-founder of 451 Agency

Å 18+ years brand building in the life sciences industry

Å UMass Amherst, Oxford University (UK), and University of 
Freiburg (Germany)

Å Board of Directors, Interise

Å Board of Advisors, UMass Amherst

Å Marketing Advisory Council, Suffolk University

Å Avid mountaineer, runner and outdoorsman



WHAT IS OMNICHANNEL MARKETING?
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BENEFITS OF A STRONG BRAND
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P.E.S.O MODEL FOR MARKETING

PAID MEDIA
Social Advertising

Display Ads/Programmatic
Paid Search

TV and OOH

EARNED MEDIA
Social Media Shares

Press Mentions
Organic Search Results

Bloggers/Influencers

SHARED MEDIA
Facebook

Twitter
LinkedIn

Instagram
You Tube

CONTENT
Brand House

Branded Assets
Publications
Social Posts

Case Studies
Videos & Podcasts

Patient Stories
White Papers

AUTHORITY

OWNED 
MEDIA

SHARED 
MEDIA

EARNED 
MEDIA

PAID 
MEDIA



EXAMPLES: ABBOTT FIRST CHECK
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CREATE VALUABLE CONTENT

TODAY 
SHOW

PAID AND 
ORGANIC SEARCH

NOTMYKID 
WEBSITE

NOTMYKID 
SOCIAL

FIRST CHECK 
WEBSITE

TODAY SHOW 
WEBSITE



OWNED MEDIA

OWNED 
MEDIA

CONTENT
Brand House

Branded Assets
Publications
Social Posts

Case Studies
Videos & Podcasts

Patient Stories
White Papers



BRAND HOUSE

Brand Positioning

Value Proposition

Brand Essence and Tone

Brand Pillar Brand PillarBrand Pillar

Key Messages Key Messages Key Messages

Differentiators



EXAMPLES: BIOGEN
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