breakfast habits change as they grow
older. Take hot cereal as an example,
there is a clear relationship between age
and consumption incidence:
• 15-24 years old: 37%
• 25-34 years old: 45%
• 35-49 years old: 53%
• 50-64 years old: 64%
[insert chart?]
The percentage of those aged 50-64
consuming hot cereal for breakfast is
1.7 times that of the younger generation
(aged 15-24)!  The greatness of hot
cereal is not to be denied and much
appreciated by the older clan. As one
becomes older, a lower cholesterol diet
is preferred for health and well-being,
making hot cereal the ideal choice over
others.

YOU ARE WHAT YOU EAT

The younger generations (15-24s) in
Hong Kong have specific needs and
wants. In the past, milk may not have
been a popular food item in Asia,
however, 64% of this younger segment
now regularly drink milk in the morning
(and 29% have yoghurt drinks) – the

highest rate among all age groups.
They are also the most likely to eat cold
cereals or even dim sum (both 49%).  
Isotonic and energy drinks, which have
become a trend in the West over the
last decade, are also most popular with
this group, with 22% drinking it regularly
for breakfast. By contrast, the more
‘traditional’ drinks such as tea (48%) and
coffee (34%) are less popular with them,
although still at a reasonably high level.
[insert chart?]
The next group (25-34s), having proudly
grown up and leading an active life,
sees small changes in their breakfast
habits; a bit less milk (58%) or fruit and
vegetables (34% – lowest score among
all age groups).  Instead they drink more
coffee (38%), could be as wake-up
routine, as stimulant to cope with their
busy lifestyle; and interestingly, more
yoghurt (26% – most consumed within
this age group).
[insert chart?]
Age brings more responsibilities – and
more stress, too, to the 35-49 year olds.  
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PHARMA MARKETING
NOW A MULTI-CHANNEL
CHALLENGE

PHYSICIANS HAVE
HIGHER EXPECTATIONS
OF PHARMA E-CHANNELS1

From
a
pretty
straight-forward
proposition, the pharmaceutical and
healthcare marketing landscape has
shifted rapidly to leverage new media
and technology, which has started to
completely transform the playing field.
While rapidly proliferating content online
feeds consumers’ demand for health
information; the proliferation of gadgets,
apps and Web-based information has
given physicians a black bag of new
tools: new ways to diagnose symptoms
and treat patients, to obtain and share
information, to think about what it means
to be both a doctor and a patient. Digital
channels also offer pharmaceutical
companies unparalled potential to reach
and interact with physicians and patients.

Not unlike other consumers, Hong
Kong doctors expect pharma
e-platforms to be: Easy to access,
time and cost saving, generating
prompt responses via e-channels
and useful in enabling physicians to
help their patients and do their jobs
more efficiently.

Success in this increasingly digital world
for pharmaceutical companies means
not only significantly increasing their
investment in digital marketing strategies
(including websites, e-marketing, social
media and healthcare digital applications
and services) but also adopting a different
orientation to engage and interact with
patients on an unprecedented scale.

A recent study by Ipsos Healthcare
shows that HCPs have gone digital75% of Hong Kong physicians
browse the internet several times a
day at their workplace and each time
spend less than an hour gathering
health, medical or prescription drug
information.2 This offers a unique
opportunity for pharmas to rethink
the tool set provided in marketing
communications. However, we
observed that in Hong Kong,
pharmaceutical companies are still
working to understand the vast
opportunities presented by digital
and mobile media. Only a few
pharmas seem to be proactively
creating new solutions for digital
1

marketing and e-detailing, while for
most of the others, such efforts are
an “add-on” to existing marketing
strategies and tactics rather than
representing a truly 360 degree
view of the communications
strategy.
While no pharmaceutical company
in Hong Kong has been recognized
as a pioneer in launching
E-channels. Although GSK (18%)
and Pfizer (14%), Roche (12%)
and AstraZeneca (10%) have
been mentioned at the top of the

Pharma companies
need to develop
and sustain useful
digital channels to
boost speed and
efficiency.

list -according to a recent survey
conducted by Ipsos Healthcare
Hong Kong.3 Several pharma giants
in Hong Kong are pushing hard to
develop and use digital marketing
and e-detailing platform, however,
these platform are only being rated
as “Average” by doctors in Hong
Kong.
In a recent interview Dr. Au-yeung
Cheuk-lun, Henry, specialist in
Paediatrics, commented that,4 “I
used to go to one of these drug
websites and e-platforms when it
was first launched, however, I found
it not very useful as there’s not
much updating and the information
provided is not very helpful for my
day to day patient management
nor is the content exciting... later, I
didn’t go there to browse anymore
and now forget the log-in details.”
Pharma companies need to
develop and sustain useful digital
channels to boost speed and
efficiency, so physicians can focus
on building stronger doctor-patient
relationships.

PATIENT DOCTOR
ROLES REDEFINED BY
TECHNOLOGY
Digital and mobile technologies are
transforming the delivery of health
services. From chronic disease
management to empowering the
elderly and expectant mothers.
From medication reminders to
reaching underserved populations –
technology is expanding the ability of
healthcare professionals to enhance
their positive impact on patient health
and well-being.
Dr. Ng Chun Kit, Specialist in General
Surgery, evaluates today’s level
of access to medical information
through digital and mobile media.5
“While previous technologies have
been fully under doctors’ control, the
Internet, digital and mobile media has
led healthcare to be equally in the
hands of patients,” he continuous,
“Such access is redefining the roles
of physician and patient.. Doctors
won’t go away, but we will have a lot
more information about patient and
consumer health at our fingertips,
and it will stream in from more
2
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• BrightLife Innovations – unlimited
video calling in senior housing.
The system features a large high
definition screen with a simple
senior friendly remote control that
is easy for senior residents to use,
requiring no computer experience
or equipment of their own. http:/
easyconnecthd.com/.
• Care
Technology
Systems
monitoring
technology.
QuietResponse™ consists of
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The younger generations (15-24s) in
Hong Kong have specific needs and
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mHealth services
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$26 billion
globally by 2017.

monitoring patients and physician
decision support.
Nearly a third of Hong Kong consumers
had great interest in mHealth
applications and services, from an
Ipsos Hong Kong Healthcare nationally
representative survey conducted
last month. Most interesting for HK
consumers is the ability to manage their
own well being (37%), gather info on
healthcare and drugs (36%) while the
top two mentioned benefits perceived
are to reduce overall healthcare cost

4

(37%) and improve the quality of
healthcare received (30%).8

medical professionals, patients,
consumers and caregivers.

“It is clear from all these findings
that pharma companies’ ability to
control the message is no longer
possible.” Carmen Li, Director of
Ipsos Healthcare Hong Kong said,
“The opportunity for the industry
is to reframe the conversation to
engagement and interaction, to be part
of the conversation by demonstrating
how new channels of healthcare
communication
can
significantly
benefit patients.”
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