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INTRODUCTION
New Zealand’s healthcare and pharmaceutical industries 
have changed significantly over the past two years, with 
many healthcare and pharmaceutical brands embracing 
digital marketing strategies for the first time. In a climate 
where online spend has grown by over 50% in the space of 
two years (NZ Post, 2021), there is extra consumer demand 
for businesses to reimagine their marketing mix—which the 
healthcare and pharmaceutical sector has traditionally been 
slower to adopt. 

In the current state of digital in New Zealand’s healthcare 
and pharmaceutical industry, here’s how you can make the 
most of digital marketing opportunities.

12
HOW CAN PAID ADVERTISING
INCREASE MY MARKET SHARE?

https://ecommercespotlight.co.nz/october-2021/onlines-big-growth-challenge


WHERE IS
HEALTHCARE
TODAY?

In 2020, the global healthcare market was estimated 
to be over NZD$12.8 trillion (WHO, 2020), with the 
global pharmaceutical market projected to achieve a 
CAGR of 19.9% and market size of NZD$1.9 trillion by 
2027—this excludes biopharmaceutical which is also 
projected to grow by 22.4% CAGR over the same period 
(GlobeNewswire, 2021).

In the fast-growing global healthcare market, digital 
consumerism reached an all time high in New Zealand. 
Online purchases saw a 50% growth between 2019-2021, with 
eCommerce accounting for 17.2% of total retail purchases 
(NZ Post, 2021). Similarly, the Health and Beauty industry saw 
an increase in digital sales with a 12% YoY growth (NZ Post, 
2021).   
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https://www.who.int/publications/i/item/9789240017788
https://www.globenewswire.com/fr/news-release/2021/07/06/2258112/0/en/Global-Healthcare-Distribution-Market-Report-2021-Market-to-Reach-US-3-2-Trillion-by-the-Year-2027.html
https://ecommercespotlight.co.nz/november-2021/volume-challenges
https://ecommercespotlight.co.nz/october-2021/onlines-big-growth-challenge
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MODERN CONSUMERS
EXPECT DIGITAL
SOLUTIONS 

Internet users are not only purchasing health and beauty products online; 
63% of New Zealanders use online articles or websites as a source of 
health advice, with 29% relying on social media as their first port of call for 
health-related issues (Southern Cross, 2021). 

Health can be a sensitive topic, and many consumers prefer the privacy 
of online health experiences for this reason. Our client, who offers a 
pharmaceutical product for feminine hygiene, increased their digital 
presence online, they saw stronger digital adoption of their website, as well 
as out-of-home digital platforms.

Telehealth appointments have also helped bridge the gap between 
healthcare professionals and the online consumer. COVID-19 accelerated 
this change, with the New Zealand government mandating primary care 
providers and hospitals to digitise patient consultations, resulting in an 
increase of 90% and 50% respectively (AlphaBeta, 2021).

COVID-19 also saw other changes to consumer behaviour, with 1 in 3 ANZ 
consumers reporting an increased willingness to choose their second-
choice brand over their first choice, just because it appeared first in online 
search engine results (Think With Google, 2021). This shift in consumer 
psychology continues to paint an ever-changing consumer that no longer 
responds to traditional forms of marketing. 
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https://www.southerncross.co.nz/group/-/media/landing-pages/healthy-futures/SouthernCrossHealthyFuturesReport.pdf
https://alphabeta.com/wp-content/uploads/2021/04/unlocking-new-zealand-digital-potential-full-report.pdf
https://www.thinkwithgoogle.com/intl/en-aunz/consumer-insights/consumer-trends/aussies-and-kiwis-are-omnichannel-shoppers-show-up-wherever-they-research-and-buy/
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Digital marketing has always been an element of the healthcare and 
pharmaceutical marketing mix. However, this was accelerated and 
exacerbated by COVID-19, as many Kiwi business owners were forced 
to adapt in order to operate during local and global lockdowns. 81% of 
New Zealand CEOs stated plans to increase their long-term investment in 
digital marketing methods as a result of COVID-19 (PwC, 2021). 

According to owner of Crazydomains.com.au, Mark Evans: “a new website 
or website improvements proved to be an efficient and affordable option 
for businesses to adapt to the aftermath of COVID-19.” Of the businesses 
surveyed in this study, 34% established a new website and 30% made their 
services available online in an attempt to reach consumers during this 
time.

SO WHAT CAN
BUSINESSES DO TO  
REACH CONSUMERS?

THERE’S BEEN A DRAMATIC SHIFT IN THE PAST TWO YEARS, WHERE 
HEALTHCARE AND PHARMACEUTICAL BUSINESSES ARE STARTING TO SEE 
THE VALUE AND IMPORTANCE OF DIGITAL MARKETING. OUR CLIENTS HAVE 
WELCOMED THIS SHIFT TO DIGITAL, INCORPORATING BOLD AND PROFIT-
ABLE STRATEGIES INTO THEIR MARKETING MIX.”

“
- ELMO STOOP

CEO
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As demand has increased, so has the range of services on offer to businesses. Today, healthcare and 
pharmaceutical businesses can outsource for the following digital marketing strategies: 

SEO CONTENT
MARKETING

PAID
ADVERTISING

WEB DESIGN/ 
DEVELOPMENT

COMPLETE
DIGITAL STRATEGY 

https://www.pwc.co.nz/pdfs/2021/pwc-ceo-survey-2021.pdf
https://www.consultancy.com.au/news/3093/online-and-e-commerce-the-future-for-australian-small-businesses


HOW CAN SEO 
IMPROVE MY 
WEBSITE’S 
TRAFFIC AND 
CONVERSIONS?

When it comes to health-related decisions, 
more and more consumers are going to search 
engines as their first port of call. As previously 
mentioned, 63% of Kiwi consumers use Google 
weekly to search for medical information/
symptoms (Southern Cross, 2021), and 65% use 
search engines to conduct brand research before 
purchasing a healthcare product or service 
(Hootsuite & We Are Social, January 2021).
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When researching a brand, the probability of the user clicking on your website is determined by your 
organic ranking in search results. Therefore, SEO is an integral part of a business’ digital marketing 
strategy. It ensures that you increase the likelihood of gaining more customers, as you are ranked 
before industry competitors targeting similar search terms and market share.

Source: Backlinko (2019)

https://www.southerncross.co.nz/group/-/media/landing-pages/healthy-futures/SouthernCrossHealthyFuturesReport.pdf
https://datareportal.com/reports/digital-2021-new-zealand
https://datareportal.com/reports/digital-2021-new-zealand
https://backlinko.com/google-ctr-stats


WITH A TARGETED SEO STRATEGY AND A STRUCTURED WEBSITE BUILD, HEALTHCARE AND 
PHARMACEUTICAL BRANDS CAN DOMINATE ORGANIC SEARCH RESULTS. OUR CLIENT, 
WHO PRODUCES DIETARY IRON SUPPLEMENT TABLETS, LAUNCHED A NEW WEBSITE 
BASED ON KEYWORD RESEARCH AND A CONTENT EXPANSION STRATEGY INFORMED BY 
SEO. FOLLOWING THE LAUNCH, THE SITE’S TRAFFIC JUMPED FROM 5K TO 17K AVERAGE 
MONTHLY USERS IN A 2 YEAR PERIOD.

“

SEO IS AN UNPAID/ORGANIC CHANNEL WHICH, WHEN USED CORRECTLY, CAN GET YOUR 
BRAND IN FRONT OF THE CORRECT TARGET AUDIENCE AND DRIVE A COMPOUNDED 
AMOUNT OF ORGANIC TRAFFIC TO YOUR WEBSITE, MONTH ON MONTH.”

- RUTH CHAPMAN
BUSINESS DIRECTOR, VINE DIGITAL

10

VS SELECT A METRICUSERS HOURLY DAY WEEK MONTH

2019 2020 2021

10,000

20,000

USERS

RANKING FACTORS

There are several factors that influence Google’s ranking of your website compared to your 
competitor’s—especially in the healthcare and pharmaceutical industry. The two most important 
factors are technical SEO and content marketing. These two factors are intricately linked, working 
together to satisfy the consumer’s research query and boosting a business’ organic search results.

TECHNICAL SEO

Technical SEO focuses on the technical aspects of your site, and determines how easily Google’s 
robots can understand (A.K.A crawl, index or render) your site content. Google evaluates whether your 
website content reaches the searcher’s expectations, rewarding websites that meet technical SEO 
requirements —and punishing websites that don’t. 

Content marketing is a long-term strategy 
focused on creating, publishing and distributing 
content over a period of months to years. In 
the past, sites were able to easily climb search 
rankings by stuffing their web pages with 
keywords. Nowadays, Google rewards websites 
that have a more targeted content strategy, 
where content is produced with the goal of 
meeting the end user’s needs. Content marketing 
can take the form of blogs, newsletters, videos 
and social media posts. The form of content 
will depend on the needs of your business, and 
the queries and pain points of the audience you 
are aiming to target. 

In order to successfully implement a content 
strategy in the health and pharmaceutical 
industry, content also needs to meet stringent 
requirements set by Google. This ensures that 
the user receives information from websites 
deemed to have trustworthy and accurate 
content. Google’s EAT guidelines (2014) and the 
Medic Update (2018) were introduced to ensure 
that Expertise, Authority and Trustworthiness 
is at the root of all claims in published content 
online.

2 in 3 internet users conduct healthcare product 
research online (Hootsuite & We Are Social 
2021), and 63% of New Zealanders report 
using online articles or websites as a source 
of medical information (Southern Cross, 2021). 
This creates an opportunity for healthcare and 
pharmaceutical companies to create a content 
strategy driven by topics that users are                  

for. By building a content strategy around the 
user’s interests rather than simply promoting 
your product and service, you can assist the 
user in their research. 

A content strategy is generally based on user 
and keyword research, focusing on pillar topics. 
Therefore, when a user searches for a topic you 
have addressed in your content, your website 
is more likely to appear as an organic search 
result addressing their needs. By positioning 
your business as a source of truth for the user’s 
healthcare or medical concern, you can earn 
their trust, as well as appearing ahead of your 
competitors in search results.

AT VINE DIGITAL, THE MAJORITY OF THE CONTENT 
WE WRITE IS PRODUCED WITH THE CUSTOMER 
IN MIND. THROUGH DATA ANALYSIS AND MARKET 
RESEARCH, WE PINPOINT WHAT THE TARGET 
CUSTOMER IS RESEARCHING ONLINE AND 
IMPLEMENT CONTENT THAT APPEARS AT THE 
TOP OF THEIR SEARCH RANKINGS. AS A RESULT, 
OUR CLIENT’S CONTENT DELIVERS NEW WEBSITE 
VISITORS AND OUTRANKS COMPETITORS IN 
SEARCH RESULTS.”

“

CONTENT MARKETING

- TARA WESSON
CONTENT STRATEGIST, VINE DIGITAL
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HOW CAN PAID
ADVERTISING 
INCREASE
MY MARKET 
SHARE?
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While organic search engine marketing can 
help you target consumers, many healthcare 
and pharmaceutical businesses find success 
in using paid advertising. 74% of brands say 
Pay-Per-Click (PPC) advertising is a huge 
driver for their business (PPC Protect, 2020), 
yet only 2.8% of total digital ad spend was 
paid for by the healthcare and pharmaceutical 
industry (Lavidge, 2016). Digital paid advertising 
encompasses three very different methods: 
PPC advertising (using search engines such as 
Google and Bing), social media advertising (on 
platforms such as Facebook and Instagram) and 
programmatic advertising.
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HOW CAN PAID ADVERTISING INCREASE MY MARKET SHARE?

WHAT IS PPC?
PPC ad appears in a search engine’s prime real estate, directly in front of the user and above
organic search results. Within PPC advertising there are two available formats.

Search ads - based on the search intent of the user, search ads typically experiences a higher 
engagement rate than their counterparts; 

Google Display Network advertising - delivers image and video ads to retargeted audiences 
anywhere on Google’s network.

The success of a PPC campaign differs depending on the industry. However, as you can see in the 
graph below - the healthcare and pharmaceutical industry as highlighted in black is just above industry 
benchmarks for engagement. This suggests that health and pharmaceutical customers respond well 
to both search ads and ads that appear on the Google Display Network in particular.

13

Source: WordStream

https://ppcprotect.com/statistics/ppc-statistics/
https://www.lavidge.com/industries/healthcare/why-is-healthcare-shunning-programmatic-advertising
https://www.wordstream.com/average-ctr
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The success of a PPC campaign differs depending on the industry. However, as you can see in the 
graph below - the healthcare and pharmaceutical industry as highlighted in black is just above industry 
benchmarks for engagement. This suggests that health and pharmaceutical customers respond well 
to both search ads and ads that appear on the Google Display Network in particular.

Excitingly, healthcare and pharmaceutical 
companies only account for a 1.7% share of total 
programmatic ad spend across all industries. 
This means any healthcare or pharmaceutical 
brand targeting these users could have a much 
larger share of voice compared to other digital 
marketing strategies that are more saturated, 
giving you a huge competitive advantage 
(Lavidge).

Regardless of the type of paid advertising 
you choose, in New Zealand there are various 
regulations related to digital advertising that 
affect the health and pharmaceutical industry, 
each with different levels of complexity 
depending on the type of product or service 
you sell. Regulations dictate who your digital 
advertising can target and what you are able to 
say, as Google and other search networks have 
implemented safeguards to protect consumers.

The beauty of programmatic and digital 
advertising is the ability to make instant changes 
in line with data insights. With immediate 
access to a library of strategic ad copy, images 
or videos, you can adjust your programmatic 
strategy ahead of your competitors.

PROGRAMMATIC ADVERTISING IS STILL A NEWER DIGITAL MARKETING MEDIUM, AND 
PHARMACEUTICAL AND HEALTH BRANDS HAVE GENERALLY BEEN HESITANT TO ADOPT THIS 
TECHNOLOGY. THIS IS WHERE OUTSOURCING TO EXPERIENCED SPECIALISTS CAN HELP.

- PHOEBE CAMERON-LEE
PAID MEDIA SPECIALIST, VINE DIGITAL

HOW CAN PAID ADVERTISING INCREASE MY MARKET SHARE?

“
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WHAT IS PROGRAMMATIC ADVERTISING?

Programmatic advertising allows businesses 
to purchase highly targeted ad space. Unlike 
PPC advertising, ads are not limited to the 
Google Display Network but can appear on any 
digital or online space; from articles to apps 
and YouTube videos. If a digital ad space is 
available for placement, businesses can use 
an automated bidding strategy to reach these 
target customers —wherever they are in their 
buying journey. 

Programmatic advertising accounted for 70% 
of all digital display ads in 2021 (Statista, 2021), 
with businesses spending nearly AUD$44.8 
billion (Lavidge). 

As consumers spend an increased portion 
of their time online, more digital marketing 
opportunities are available for businesses to 
position themselves in front of their target 
audience. For instance, 30.5% of internet users 
aged 16-64 were also using health, wellness 
and nutrition apps monthly in 2020 (Hootsuite 
& We Are Social, January 2021). This presents 
yet another highly targeted opportunity for 
healthcare and pharmaceutical companies 
to appear before new customers in a medium 
unavailable through PPC advertising on the 
Google Display Network. 

https://www.lavidge.com/industries/healthcare/why-is-healthcare-shunning-programmatic-advertising
https://www.statista.com/statistics/1226165/australia-programmatic-digital-ad-spending-share/
https://www.lavidge.com/industries/healthcare/why-is-healthcare-shunning-programmatic-advertising
https://datareportal.com/reports/digital-2021-new-zealand
https://datareportal.com/reports/digital-2021-new-zealand


WHY IS WEB
DESIGN AND
DEVELOPMENT 
SO IMPORTANT?

Website design and web development form 
different (but related) parts of the site building 
process. When a website launch is managed 
with design and development best practices in 
mind, your website will attract and retain your 
visitors as a result of the website’s optimised 
user experience (UX).
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WHY IS WEB DESIGN AND DEVELOPMENT SO IMPORTANT?
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WEBSITE DESIGN
Web design is about your site’s aesthetic, but good design goes deeper than that. A functional website 
design comes to life based on user research, SEO and user experience. User experience encompasses 
everything from how easily the user can navigate and engage with your website, to guiding the users 
down a carefully planned path to purchase.

Through thoughtful, well-researched web design, your business will meet Google’s technical standards 
and can provide handy tools that your customers rely on. For our client, who produces a children’s 
paracetamol, this took the form of a digital dosage calculator—this was developed to assist customers 
searching for further help regarding dosage administration. This web design project not only increased 
organic traffic and positioning in search results; but had intangible benefits like growing customer 
satisfaction and loyalty.
 

WEBSITE DEVELOPMENT
Web development concerns your website’s build and maintenance—which includes ensuring that 
your site complies with Google’s technical requirements. Google is constantly updating its ranking 
algorithm, with the introduction of Core Web Vitals in 2021 to help provide users with the most relevant 
and responsive websites in search results. Some technical ranking factors include: 

PAGE LOAD SPEED

40% of users abandon a website if it takes 
more than 3 seconds to load (Neil Patel). If this 
happens a lot, this can increase what’s known 
as your bounce rate—which signals to Google 
that your website doesn’t offer a good user 
experience. 

SITE SECURITY

Site security is vital as it protects your website 
and the users who visit it. An SSL certificate 
indicates data privacy to search engines and 
the user, providing consumer confidence as a 
result. 

MOBILE-FRIENDLY DESIGN

With the majority of websites designed on a 
desktop, it’s important to ensure that your design 
is mobile-friendly. In fact, a mobile-friendly site 
is crucial as more than half (55.77%) of all online 
searches are made on mobile devices.

Once you have gained a web visitor through 
either organic search engine results (SEO) or 
paid advertising (PPC and programmatic), it’s 
important that your website has good web 
design and UX to keep them engaged with the 
buying process.  

PAGE LOAD 
SPEED

SITE
SECURITY

MOBILE-FRIENDLY  
DESIGN

https://www.vinedigital.co.nz/our-thoughts/google-core-web-vitals-explained/
https://neilpatel.com/blog/loading-time/
https://gs.statcounter.com/platform-market-share/desktop-mobile-tablet
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Yes; with an impending “cookieless world”, 
healthcare and pharmaceutical brands need 
to shift from a traditional and reactive style of 
marketing to a proactive online strategy. 

Similar to a traditional integrated marketing plan, 
a complete digital strategy offers businesses 
a holistic approach unique to the needs and 
goals of the organisation. A complete digital 
strategy is made up of its individual elements, 
where each is interlinked and working together 
to reach a common business goal. 

For example, a customer who finds your website 
through organic search results will click through 
to your website; whether they stay on your 
website or convert can depend on the quality of 
your website’s design and development. 

They may choose not to purchase right away: 
this is where a targeted PPC or remarketing 
campaign can remind them of your product or 
service, enticing them to return and convert at 
a later stage. 

So where should businesses direct their efforts, 
and how can healthcare and pharmaceutical 
organisations find the appropriate digital 
marketing strategy? For healthcare and 
pharmaceutical companies, organic search 
is still the most common source of traffic at a 
whopping 73% —as fewer businesses use other 
digital marketing strategies such as paid search 
(6%), social (3%) and email marketing (19%).

This leaves an opportunity for healthcare and 
pharmaceutical companies who invest in 
multiple digital marketing channels to dominate 
the market from all sides. A well-planned and 
unified digital marketing strategy will see 
strong results, as many organisations choose 
to minimise their efforts rather than taking a 
holistic approach to the digital marketing mix.

DO I NEED A COMPLETE DIGITAL 
STRATEGY?

73%

3%

19%

6%

Source: Brightedge Research, 2017

Organic Search

Paid Search

Email/Display/Referred

Social

https://www.vinedigital.co.nz/our-thoughts/how-will-the-cookie-less-world-affect-the-health-industry/
https://videos.brightedge.com/assets/documents/channel-report-2017.pdf


KEY TAKEAWAYS
In 2021, healthcare consumers expect brands to meet them online. In meeting this consumer demand, 
healthcare and pharmaceutical organisations have the opportunity to market themselves to their 
target audience at all stages of the consumer buying journey.

Here are some of the key statistics to keep in mind as a healthcare and pharmaceutical business in 
New Zealand:

Healthcare and pharmaceutical organisations can boost digital results with a number of approaches. 
Each approach comes with its own challenges and opportunities—the key is to build a digital marketing 
strategy to reflect the unique needs of your customers and goals of your business.

1. WHO, 2020
2. MedicalDirector, 2019
3. Brightedge Research, 2017
4. Lavidge
5. NZ Post, 2021
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W: www.vinedigital.co.nz
T: +64 9-889 2600

Thank You

1
The global health
market is set to be worth

NZD $1.9 Trillion by 2027.

2
research health issues.

63% of New Zealanders 
use online articles or 

4
Healthcare accounts for just

1.7% of total programmatic 
ad spend across all

industries, representing a huge 
opportunity for medical brands.

3
Organic search is the 
most common source of
traffic  for health and 

73%.p h a r m a c e u t i c a l
brands at 

5

63% more online 
than in 2019.

For the first 10 months of 2021, 
New Zealand households spent 

https://www.who.int/publications/i/item/9789240017788
https://www.medicaldirector.com/press/new-study-reveals-the-worrying-impact-of-doctor-google-in-australia
https://videos.brightedge.com/assets/documents/channel-report-2017.pdf
https://www.lavidge.com/industries/healthcare/why-is-healthcare-shunning-programmatic-advertising
https://ecommercespotlight.co.nz/november-2021/volume-challenges
mailto:https://www.vinedigital.co.nz/?subject=



