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Driving Preference : Linking it all together amongst Doctors… 

Which elements of the brand are important in driving preference and what can be leveraged 

Stage 1: Performance and position 

on key metrics and 

conversion funnel 

Stage 2: Category drivers and 

brand scores on success 

drivers to understand 

conversion followed by 

tangible activation ideas 

Talks to me in a 

language I 

understand 

Puts its customers 

first 

  

Is secure 

Has a user-friendly 

website 

KNOWLEDGE 

KPI 

Stage 3: Building and layering 

levers for marketing 

articulation and 

activation amongst 

doctors 

Traditional advertising 

Connectors advocacy 

Online / Digital presence 

Effective medicine for… 

Brand Positioning 

Makes a difference to life  

Key Driver A 

Wide choice portfolio  

Key Driver B 

Trust this brand  

Higher level driver 
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74 

10 

20 

6 

9 

2 

10% 

Brand 

8% 

Total Awareness 

Spont. Awareness 

Preference 

Ever Prescribed 

Last Prescribed 

Prescribe Most often 


