
4 Ways BIOPharma  
Can BuIld TrusT 
and lOyalTy:
Patient Connections 
and shared Values

a hOW-TO GuIde



4 Ways Biopharma Can Build Trust and Loyalty: Patient Connections and Shared Values 1

Cheryl lubbert

President and CeO,  

health Perspectives Group 

connect@hpgroupllc.com

Pam Garfield

sVP, strategy & Innovation,  

Patient health Perspectives 

connect@phperspectives.com

Jean mCCoy

sVP, strategy & Innovation,  

health advocacy strategies 

connect@hastrategies.com

Table of Contents

2 brand loyalty is ChanGinG

3  four elements of brand loyalty 

3 bad hair days 

4 Consumer brands embrace four elements 

6 biopharma employs three elements

7  defininG emotional ConneCtion and shared Value 

7 emotional Connection: foundation of a shared Value 

7 What is a shared Value? 

8 are shared Values risky for biopharma? 

9 impact on buying decisions

11   hoW bioPharma Can inteGrate shared Values  

11 build Connections 

12 initiatives and Programs

13 ConClusion

This analysis of real-world examples and research 

shows the relationship between emotional connections,  

shared values and consumer behavior and discusses ways  

biopharma companies can apply these elements  

to build brand loyalty.

InTrOduCTIOn

IntroductIon

mailto:connect%40hpgroupllc.com?subject=
mailto:connect%40phperspectives.com?subject=
mailto:connect%40HAStrategies.com?subject=


4 Ways Biopharma Can Build Trust and Loyalty: Patient Connections and Shared Values 2

as the channels that provide access to information continue to evolve, it’s clear that  

consumers now expect more from the companies and brands with which they interact. 

Gone are the days that a stand-alone ad campaign highlighting one product benefit could 

build awareness and demand—campaigns now stretch from yelp and Pinterest to Twitter, 

youTube and beyond, and consumers can follow every move a company makes  

in the 24/7 news cycle.

as a result, when consumers open their wallets, they now expect much more  

in return from the brands they support.

The health Perspectives Group of companies has been helping global biopharma companies 

build brand loyalty for more than 13 years, and we’ve seen many ways a brand can build 

loyalty that are probably familiar to you. But recently, we’re seeing a new approach in the 

consumer world that has not yet been adopted by biopharma: demonstrating shared values to 

build an emotional connection. 

In this paper, we’ll explore shared values and other key brand elements that can build 

loyalty, and we’ll review research that shows how these approaches impact consumer buying  

behavior. We’ll also discuss how biopharma companies can adapt these elements to build 

brand loyalty and stronger, lasting relationships with their customers.

Brand lOyalTy 
Is ChanGInG

Brand LoyaLty Is changIng
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Bad hair days
a close look at one consumer segment can give a snapshot of four key elements we’ve 

identified as building blocks of a strong strategy for brand loyalty. The category: hair care.

Imagine you are a woman who has had curly, unruly hair your whole life. It becomes  

even more unruly in humid weather, or dry weather or in any weather, really. you have  

a love-hate relationship with your hair, and you have spent a good portion of your life  

trying to find products to tame it. you’ve tried a lOT of brands along the way.

There are many great products to choose from, so the brands you tend to stick with 

long-term now need to offer you much more than just a good product. you expect 

companies to compete for your business, and you look for four key elements 

in their relationship with you:

1.  The company makes a great product, one that is high  

quality and always performs as promised and delivers  

results, taming your curls no matter the weather. 

2.  The brand rewards you—It makes your loyalty  

worthwhile by helping you earn free hair care products  

or benefits with points for every purchase through  

a reward program.

3.  The company supports causes  

you believe in—The connected  

global community has made it 

possible to easily follow companies 

and know all about what they 

are doing outside the retail realm. 

Consumers notice companies that use 

their resources to make a difference for 

organizations they support,  

like making hair product donations  

to a back-to-work program.

FOur elemenTs 
OF Brand lOyalTy

 Four ELEmEnts oF Brand LoyaLty
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you’re probably familiar with these first three tactics. But number 4 is new:

4.  The brand demonstrates that it has shared values—using its visibility and platform  

to take a stand on issues that are near and dear to your heart, such as speaking  

out about a social issue in its advertising and employee programs and supporting  

that issue through grassroots activities. This rises to another level of connection  

that can directly impact your buying decisions and brand loyalty.

so companies can get customers to buy with a good product, come back with rewards  

programs and feel a connection by supporting important causes, but now brands can  

take loyalty to another level and build lasting relationships with those customers  

by demonstrating shared values.

This is a concept that we see emerging in the consumer space and one that could be 

adapted to healthcare, because biopharma works for the most universal shared value: 

keeping people healthy.

Consumer Brands 
embrace Four elements
as you can see from our hair care examples, these four elements for building brand loyalty 

are particularly well suited to consumer brands, and companies in a number of segments 

are applying them and promoting their efforts in these areas:

1. Make a good product—example: Lexus, which promotes its:

•	 numerous quality awards from the automotive industry

•	 Top-rated crash test results

•	 solid gas mileage performance and

•	 Consistent stellar reviews from customers. 

 These translate into 57.8% repeat buyers for the brand.* 

2.  rewards—example: Starbucks, with a wildly popular app  

and rewards program that lets your daily caffeine fix add up to free  

coffee every 20 cups. The app even lets you order and pay on your 

phone, bypassing the line.

Now brands can  

take loyalty to another 

level and build  

lasting relationships 

with customers  

by demonstrating  

shared values. 

 Four ELEmEnts oF Brand LoyaLty

©  lexus

©  starbucks

*24/7 Wall St. 

http://www.lexus.com/
http://www.starbucks.com/
http://247wallst.com/special-report/2013/07/08/car-brands-with-the-most-loyal-customers/2/
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3.  support causes—example: Tide Loads of Hope. 

When disaster strikes, this laundry detergent brand 

provides relief with a mobile laundromat, washing, 

drying and folding up to 300 loads of laundry every 

day for families in need. This program was created 

in 2005 to help hurricane Katrina victims have  

the small, but important, dignity of clean clothes, 

and the program has been heading to disasters 

around the world since then.

4.  deMonstrate shared values—

example: Tylenol just launched a campaign 

called “how We Family,” including a  

TV commercial, website and social  

media hashtag celebrating equality and  

inclusiveness of all types of families.  

honey maid launched a similar campaign 

last year titled “This is Wholesome.”

 

 Four ELEmEnts oF Brand LoyaLty

© Procter & Gamble, via CmT.com
© mondeléz International, via 
Facebook.com/honeymaid

© Tylenol, via howWeFamily.com

http://tide.com/en-us/you-tide/tips-for-a-better-life/loads-of-hope
http://www.cmt.com/asm/tide/loads-of-hope/
http://www.honeymaid.com/
https://www.facebook.com/honeymaid
http://www.tylenol.com/
http://www.howwefamily.com/
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Biopharma employs Three elements
Companies in the healthcare space are applying the first three loyalty elements as well:

1.  Make a good product—This is all about sharing the good news when you 

have great results. Example: Biologics for autoimmune diseases. There are several 

different drugs in this class that have demonstrated effectiveness at reducing  

signs and symptoms of rheumatoid arthritis and other autoimmune diseases.   

These companies have data from clinical trials and real patient stories, and they  

make it a point to share both in their communications.

 

 

 

 

 

 

 

 

 2.  rewards—example: The Epi-Pen Co-Pay 

Card helps users save on their out-of-pocket 

costs when they buy multi-pack refills. 

3.  support causes—example: Genentech is a corporate partner of the  

dream Foundation, which has fulfilled more than 20,000 dreams for adults  

suffering life-threatening illness and their families.

4.  shared values—This concept is so new that we are just seeing it  

move into the healthcare space. The new Tylenol #howWeFamily campaign  

mentioned earlier just launched, and we’re watching as it grows.  

This creates an opportunity for biopharma companies to set themselves  

apart and make a difference.

 Four ELEmEnts oF Brand LoyaLty

© mylan, via makemenuts

© Genetech, Inc.

https://www.epipen.com/en/resources/paying-for-epipen
https://www.pinterest.com/pin/223420831487497970/
http://www.gene.com/stories/partners-for-good-dream-foundation
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emotional Connection:  
Foundation of a shared Value
defining a shared value is more challenging than promoting a strong product, creating a 

reward program or contributing to a cause. But it also has the highest payoff: an emotional 

bond with your healthcare consumers.

The foundation of a shared value is emotional connection, and we can start defining  

a shared value with the building blocks of an emotional connection. 

What is a shared Value?
an article published by the harvard Business school Institute for strategy & Competitiveness 

says creating shared value goes beyond philanthropy or corporate social responsibility  

and suggests a redefined vision of capitalism with the full potential to meet social needs:

“ The next transformation of business thinking lies in the principle of shared value:  

creating economic value in a way that also creates value for society by addressing  

its needs and challenges.”

In the article, shared values are described as “corporate policies and practices that enhance 

the competitive advantage and profitability of the company while simultaneously advancing 

social and economic conditions in the communities in which it sells and operates.”1

deFInInG emOTIOnal COnneCTIOn 
and shared Value

Defining a shared value 

is more challenging  

than promoting  

a strong product,  

creating a reward  

program or contributing  

to a cause. But it also 

has the highest payoff:  

an emotional bond 

with your healthcare 

consumers.

credibility 

Consumers believe the brand  

genuinely supports or embodies  

the value represented

 eMotion 

support of the value is expressed as 

feeling, belief or desire by both parties

 relevance 

The value is important to the consumer 

and the category

 reaches a higher order 

The value has meaning beyond  

the brand’s narrow category and  

goes beyond the bottom line

   BuIldInG BlOCKs OF emOTIOnal COnneCTIOn:

1  harvard Business school, “Creating shared Value,” 
by mark Kramer

dEFInIng EmotIonaL connEctIon and sharEd VaLuE

Find more of the building 

blocks of an emotional  

connection in a PharmaVOICe 

guest blog here.

http://www.isc.hbs.edu/creating-shared-value/Pages/default.aspx
http://www.pharmavoice.com/creating-connection/
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a great frame of reference for a possible shared value is that it is a topic that many people 

feel strongly about. That means there may be risk involved in taking a position on an issue,  

because some people will not agree. The honey maid #ThisIsWholesome campaign  

depicted a diverse collection of american families that included same-sex couples, blended 

and biracial families, and the company faced backlash from people who did not agree  

that all the families featured were wholesome.

Instead of shying away from the issue, honey maid brought in two artists who printed  

out and rolled up each piece of negative feedback, then used the rolls to create a piece of art 

spelling out the word “love,” documenting it all in a video that went viral. The company 

stuck to its guns because it was committed to the value and was looking for a fresh way  

for the brand to reach parents of all types, as family demographics are changing.

honey maid absolutely took a risk. This was honey maid after all—a mainstream brand, 

looking for broad appeal and with a very un-edgy product. They stepped out on a limb  

and aligned themselves with a very specific set of social issues.

are shared Values risky for Biopharma?
some might say that biopharma faces even more challenges when it comes to defining  

shared values with consumers and building emotional connections. We operate in a highly 

regulated environment. many consumers already don’t trust what they perceive as “big 

biopharma.” and we are squarely in the cross hairs of many of the debates and discussions 

surrounding healthcare spending. so the stakes are high. 

But this does not mean that shared values are beyond the reach of biopharma companies.  

It just means that biopharma companies need to find their shared values together with 

their customers. One-sided market research, which may work in the consumer world, is not 

enough to build connections with patients. Biopharma needs to truly engage with their  

patients and have strong relationships already in place in order to identify shared values. 

and actually, when you look at what our biopharma 

clients are doing and what the patients we work 

with are doing, the shared value suddenly becomes 

obvious. It’s about caring. Caring for others and 

striving for better outcomes. We believe that  

biopharma companies will be able to find shared 

values within that spectrum. 

Because we all have the built-in goals of caring for 

people and helping create better health outcomes,  

this actually makes defining shared values less risky 

for biopharma than it is for consumer brands.

Because we all have 

the built-in goals of 

caring for people and 

helping create better 

health outcomes,  

defining shared values 

is less risky for  

biopharma than it is 

for consumer brands.

dEFInIng EmotIonaL connEctIon and sharEd VaLuE
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Impact on Buying decisions
Though it’s early for research specifically on the impact of building shared values,  

there is research that clearly shows that building an emotional connection with consumers, 

the result of shared values, directly impacts their buying behavior.

a study by consumer intelligence service motista compared satisfied consumers to 

emotionally connected consumers, and the findings showed that emotionally connected 

shoppers are four times more likely to shop a particular retailer first. specifically, 46% 

of emotionally connected shoppers indicated they always shop a particular retailer first 

compared to only 13% of “satisfied” shoppers, and the emotionally connected shoppers 

also were willing to pay a higher price and twice as likely to buy online.2 

much work in the field of measuring customer engagement has been done by Gallup  

Consulting Group, which developed the Gallup Customer engagement score to quantify 

the impact of emotional connection based on three components:

1.  company X always delivers on its proMises

2.  i feel proud to be a custoMer of company X

3.  company X is the perfect coMpany for people like Me

Building an emotional 

connection directly  

impacts the bottom line.

4 times 
more likely

to shop a particular  
retailer first

2  TechCrunch, “the economics of emotion,”  
by alan Zorfus

dEFInIng EmotIonaL connEctIon and sharEd VaLuE
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http://techcrunch.com/2012/03/10/the-economics-of-emotion/
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Gallup defines consumers who relate most strongly to these emotional concepts  

as “fully engaged” and found that customers who are fully engaged represent  

a 23% premium in terms of share of wallet, profitability, revenue, and relationship  

growth over the average customer.3

Gallup also examined the impact of emotional engagement in specific industries:

•	  retail banking customers who are fully engaged  

bring 37% More annual revenue

•	  consumer electronics shoppers who are fully engaged  

spend 29% More per shopping trip

•	  hotel guests who are fully engaged  

spend 46% More per year

research from Gallup and The disney Institute suggests that organizations  

that have an emotional connection with their customers outperform competitors  

by 26 percent in gross margin and 85 percent in sales growth.4

This research also showed that emotionally engaged customers are: 

•	 at least three times more likely to recommend a product

•	 Three times more likely to re-purchase a product

•	 less likely to shop around

•	 much less price sensitive

It’s clear that building an emotional connection directly impacts the bottom line.

3  Gallup, “Customer engagement”

4  The disney Institute, “Why are emotional 
Connections the Key to exceptional Customer 
service?” by Bruce Jones

23%
premium over the  
average customer

+26%
gross margin

+85%
sales growth

dEFInIng EmotIonaL connEctIon and sharEd VaLuE

 http://www.gallup.com/services/169331/customer-engagement.aspx
https://disneyinstitute.com/blog/2014/09/why-are-emotional-connections-the-key-to-exceptional-customer-service/299/
https://disneyinstitute.com/blog/2014/09/why-are-emotional-connections-the-key-to-exceptional-customer-service/299/
https://disneyinstitute.com/blog/2014/09/why-are-emotional-connections-the-key-to-exceptional-customer-service/299/


4 Ways Biopharma Can Build Trust and Loyalty: Patient Connections and Shared Values 11

how BIopharma can IntEgratE sharEd VaLuEs Into thEIr organIzatIon

By understanding  

what is most important  

to your customers, 

defining a shared value 

can happen organically.

many biopharma companies have already identified shared values internally, but the key  

is finding a way to engage their consumers and demonstrate the shared values through 

everything they do outside of their organization. 

There is no one approach to do this, because the path for each company and brand  

will be different. 

Build Connections
however, the first step is always the same: engage and build a two-way relationship  

with your patients.

•	  open your doors and break down walls— 

Consumers are already doing this on their end, and you should too.

•	  new channels are making this easier— 

The world is a smaller place now due to technology, and it is much 

easier to engage.

What’s exciting is that we are entering a new era of patient engagement,  

and it’s not just talk. We have all heard the buzzwords: Patient centricity.  

Patients as partners. Co-creation. But it’s not all theory.

hOW BIOPharma 
Can InTeGraTe shared Values
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Initiatives and Programs
Forward-thinking biopharma companies are building longstanding networks of patients  

and caregivers and maintaining relationships with them for years. Once these relationships 

are in place, with committed and connected patient advocates, the companies can work 

together with them in a number of ways:

•	 host advisory boards and co-creation sessions

•	 build and manage patient-to-patient support programs

•	 engage them as speakers, both internally and externally

•	 train compliant mentors

•	 host closed communities

all of these programs create opportunities for patients to share their experiences both  

internally, at your company, and externally, with the public.

Once you have opened a dialog with your patient customers, listen to what they have  

to say, and infuse their experiences throughout your organization and product  

development continuum. Then provide services and products incorporating their input.

Biopharma companies are doing this because 

they truly care about better outcomes.  

and the patients who volunteer their time  

are doing it for the same reason. They want 

others to learn from their experiences  

and have better results. and through  

this understanding, it will become possible  

to identify the values biopharma companies 

share with their health consumers.

how BIopharma can IntEgratE sharEd VaLuEs Into thEIr organIzatIon
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There is no substitute 

to building ongoing 

relationships with  

patients based  

on mutual trust  

and shared values.

concLusIon

Biopharma is actually in a unique and strong position, not only to define and express shared 

values based on better outcomes, but to actively engage consumers in developing solutions 

that directly support those values. this, in turn, builds trusting relationships and 

ultimately brings brand loyalty.

The point is we have to engage. We have to break down the walls that isolate us from  

our real customers, hear what they have to say and work hand in hand.

We sometimes still hear objections to direct patient engagement. “It’s too complicated.”  

“It’s too expensive.” some are even still struggling to understand the value proposition.  

But the health Perspectives Group of companies has been helping clients connect with 

patients for 13 years and the results have been remarkable. There is just no substitute to 

building ongoing relationships with patients based on mutual trust and shared values.  

There’s no comparison.

COnClusIOn


