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What do good external
relations look like?

What does the Index measure?
External relations are crucial for biotech companies. Investors,
Partners, Potential employees and Regulators can make or break them.
Yet biotech companies often undermine their business through failing
to market themselves.
The Biotech Leadership Index analyses the effectiveness of biotech
marketing. To do this companies need to communicate to the right
audience, in the right channels at the right scale.
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How does the Index work?
The Index measures whether biotech companies
are getting the marketing basics right. The Index
measures whether they are:
• Using the right channels to communicate to
their key audiences?
• Reaching the right people?
• Are they reaching enough people?
• Building relationships with their audiences.
Unless biotechs get these basic building blocks
in place, they will miss signiﬁcant business
opportunities.
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For example
Every one of the 49 scores in the Index maps back to a business objective
Business objective

Create proﬁtable products through commercial &
academic partnerships.

Marketing objective

Build relationships with potential partners.

Marketing tactic

Engage potential partners in discussion on social
media.

Question

Is the company’s Twitter account quote tweeting or
mentioning potential partners?
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Biotech External Maturity
Discovery

• Many ﬁrms are still
in the Discovery or
Trial phase, with
weak links to
business objectives
• Effective comms
means reaching
enough of the right
audience with
content and
engagement that
produces an impact

Trials
Basic digital footprint
but weak links to
business objectives

Digital used on a
campaign and tactical
basis to effectively
reach key audiences

Proactive

Digital successfully
inﬂuences key
audiences with reach
and impact

Leading

Digital drives the
business across all key
audiences from
investors to regulators,
staff and customers.
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What channels should
biotech be using?

How do investors learn?
Search engines, email and social media
Investors start with
search engines - so
websites, blogs and
Wikipedia continue to be
very inﬂuential.

Investor sources of information

Investors are also
increasingly learning
from companies
themselves through
newsletters, podcasts,
Twitter and LinkedIn.

Source: Brunswick 2020 Digital Investor Survey covering 422 buy side investors and sell-side analysts.
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How do scientists learn?
Scientists are inﬂuenced by digital channels
Recent randomized control trials
show that digital channels drive
scientiﬁc citations through at least
two routes:

Articles that are tweeted gained over four times as many
new citations as the control group

• Wikipedia - which ranks highly in
search engine results.
• Twitter - which is used by experts
to disseminate information to
media, other experts and can
indirectly inﬂuence search
engine results.
Sources: Annals of Thoracic Surgery, June 2020; MIT Sloan Working Paper 2018.
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How do regulators learn?
Deep niche expertise as inﬂuential as major media brands
• The online news platform
Politico has come from
nowhere to be the most
inﬂuential EU news source.
• Politico, WSJ, The Economist
and FT are inﬂuential on
both side of the Atlantic. In
the USA, the NYT and
Washington Post are also
inﬂuential.
• Investor research is similar.
New data suggests
increasing inﬂuence of
niche podcasts and email
newsletters.
Source: ComRes/Burston Marstellar, 2018 survey of 230 EU inﬂuencers.
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This means inﬂuence works in four ways
Indirect:
Endorsement

Digital inﬂuences
audiences both directly
and indirectly
• Search: Audiences
come across content
while searching.
• Experts: Share content
to their followers.
• Media: Cite or link to
content.
• Owned channels:
Audiences see content
from a brand which they
are following.

Search
Examples
Unbranded
search terms
that lead to the
website

Experts
Examples
Researchers,
niche
inﬂuentials,

Direct: Owned channels

Media
Examples
Niche, specialist
and generalist
publications.

Owned
channels
Examples
Social
channels,
website,
newsletters,
webinars

Audiences
(Regulators, Investors, Employees)
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The Index

Maturity scores are relatively low
Discovery

Trials

Proactive

Leading

• 8 biotech ﬁrms were scored: Antidote.me;
Autifony Therapeutics; GammaDelta
Therapeutics; Labgenius; MiNA
Therapeutics; Synthace; Tropic
Biosciences; Virion Biotherapeutics.
• All 8 ﬁrms show a low to moderate level of
digital maturity.
• None approach best practice for their use
of digital channels.
• For instance Antidote.me create website
and email content but do not successfully
engage their audiences on LinkedIn.

Scores based on 240 data points measured across website, email, LinkedIn and Twitter during September 2020.
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Biotechs tend to focus on their websites
Almost all companies have a basic
website and Twitter feed. However they
usually have very small audiences or
unengaging content. Even the best
content can’t have an impact if it isn’t
seen by anybody.
Most biotechs analysed do very little, or
nothing, to engage their audiences using:
• Email
• LinkedIn

Scores based on 240 data points measured across website, email, LinkedIn and Twitter during September 2020.
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Top Email performer: Anidote.me
What clinical trial statistics tell us about the state of research today
From a human not
the company: The
article is written by a
human. It’s much
easier to believe a
human than a
corporate name.
Relevant original
content that will
appeal to many
people who
subscribe to their
emails.
Source: Antidote.me email 14th September 2020

Great subject line:
Relevant and
sounds like an
expert.
Photography: This is
a stock image, but
it’s relevant and
reasonable quality.
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Top Website performer: Anidote.me
Every part of the
Antidote.me website
clearly explains its
value to its different
audiences.
Accessibility: Most
important images
are set up for
visually impaired
users. Catering for
all audiences makes
content more
effective.
Source: Antidote.me website 18th September 2020

Well mobile
optimised. This menu
quickly navigates
users to the
appropriate section
(e.g. ‘Sponsors’ or
‘Partners’)
Generally good
photography, which
looks original.
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Top LinkedIn performer: Synthace
Plain English means
that all audiences
from investors to
potential employees
and customers can
understand what
Synthace does.
1,500 views:
Respectable but not
high enough to
justify the cost of a
video.

Source: Synthace LinkedIn September 2020. Post cropped for presentation purposes.

Partners are
frequently cited,
lending credibility
and increasing the
chance that other
organisations will
promote this content
to their audiences.
Videos frequently
feature staff, making
a more credible and
human message.
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Top Twitter performer: Labgenius
Leadership use
Twitter - and their
enthusiasm comes
through, making for
far better content.

Video: Interesting
and explains
Labgenius’s core
product.

Credits staff - giving
the sense of a highly
skilled team.

1,200 views is a little
low for such a good
bit of content. But it’s
been shared by
investors, partners,
staff and others.
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Biotech breakdown: Synthace

Synthace: Overall performance

Synthace content isn’t always
simple.
But they consistently engage
potential partners and customers
across all the key channels - and
have the building blocks in place
to improve quickly.
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Synthace: Website

This text is ok. But a
lot of the website’s
text is very complex.
In fact some of it is
almost unreadable.
Website is generally
well set up to be
found in Google
search.

Images are reasonable
quality, but tend to be
very abstract, not
adding much to the
message.
Clear message about
what Synthace does,
that can be understood
by all their audiences.
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Synthace: Thought leadership
Regular relevant
webinars to build a
longer term and
deeper relationship
with their
audiences.

Thought leadership is
available in a wide
variety of formats from
short (e.g. social media)
to longer (whitepapers)
and in-depth (events
and webinars).

Email newsletter.
Experts expect to be
able to be updated
by email.

Staff are extensively
used - showing the
breadth of talent at
Synthace.
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Synthace: Twitter

Tracking link makes it
easier for Sythace to
understand which
content and
campaigns are most
effective.
Not many people are
reached on Twitter,
and content seems to
only engage
employees.

Synthace tags partners
such at Tecan, and events
like the Merck Technology
Symposium.. This makes it
more likely these partners
will share the content
themselves, as well as
making the content more
easily found by people
searching on Twitter.
Graph is too complex for
small mobile screens.
Generally people won’t
click through unless they
already know what a
graph is showing.
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Find out more

The Index, in depth
The Biotech Leadership Index scores biotech
companies on 49 criteria, rooted in communications
science. Core areas include whether companies are:

•

Using the right channels to communicate to their
key audiences?

•

Reaching the right people?

•

Reaching enough people?

•

Building relationships with their audiences.

Each question is based on
in-depth research, consulting
with niche experts, social
networks and research
organisations.

The Biotech Leadership Index does not
score complex qualitative questions, such
as whether a piece of marketing will appeal
to a very speciﬁc audience. All questions
are written to be scored objectively, and
with extensive guidance for scorers.

For instance 80% of B2B buyers
use their mobile for research at
work. So we assess mobile
readiness in several questions.

A company scoring 100% would
not be guaranteed to do well. But it
would be avoiding many common
mistakes.

Companies scoring below 50% are ranked as Discovery
in the Index. Those at 50-75% are ranked as Trials. Above
75% companies are scored as Take-Off or Zooming,
depending on an additional in-depth assessment. No
company in this benchmark exceeded 75%.
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Want the full data?
The full data underlying this study, and further benchmarking,
is available to purchase. The full data includes
Scores for all 8 companies and all 49 criteria.
Further analysis by channel and tactic.

Please contact
Rob Blackie on
rob@robblackie.com

Background & recommendations on each criteria.
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