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Remarketing in the Pharmaceutical

Industry: A Comprehensive Guide Across

Google, Meta, LinkedIn, and Reddit
Introduction:

Remarketing (also known as retargeting) is a digital advertising strategy that lets you re-engage

people who have previously interacted with your brand or website. In most industries,

remarketing is a powerful way to boost conversions – typically only 2–3% of visitors convert on

the first visit, so retargeting can “nudge” the remaining 97% back toward action

medicodigital.com medicodigital.com. However, pharmaceutical marketing is a highly regulated

arena, and running remarketing campaigns in this sector requires special care. Strict privacy

laws, health advertising regulations, and platform policies mean that pharma marketers must

navigate many restrictions to stay compliant and effective. This guide provides an in-depth,

research-backed roadmap for executing remarketing campaigns in the pharmaceutical industry

across four major platforms: Google Ads, Meta (Facebook/Instagram), LinkedIn, and Reddit.

We will explore how remarketing works on each platform, strategies and best practices for

pharma (B2C and B2B), regulatory compliance (HIPAA, FDA, EMA, etc.), audience segmentation

and data privacy, creative and messaging considerations, technical setup (pixels and analytics),

and common challenges with solutions. All recommendations are supported by official

documentation or industry guidelines, with citations for reference.

Understanding Remarketing in Pharma Advertising

Remarketing fundamentally relies on tracking user behavior (via browser cookies, pixels, or

device IDs) to serve targeted ads to users who have shown interest in your product or content.

On a technical level, you place a small snippet of code (a tracking pixel or tag) on your website;

when visitors come to your site, the code drops a cookie or records their visit, so that later you

can show them ads as they browse other sites or social platforms medicodigital.com. This is

commonly used to remind shoppers about products they viewed or to drive return visits.

In the pharmaceutical context, remarketing can be used to re-engage two broad audience

types:

Consumers/Patients (B2C): For direct-to-consumer pharma marketing (e.g. over-the-counter

medications, or in the US and a few countries, prescription drug campaigns to the public),

remarketing could remind patients about a medication, direct them to patient education resources, or

encourage them to complete an action (such as signing up for a patient support program).
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Healthcare Professionals (B2B/HCP): Pharma companies also market to healthcare professionals –

for example, promoting a new drug to physicians or inviting clinicians to a webinar. Remarketing in

this B2B scenario might target HCPs who visited a productʼs website or an HCP portal, to drive

follow-up engagement.

Why Pharma Remarketing is Different: Unlike a typical retail campaign, pharma remarketing is

constrained by health privacy concerns and advertising regulations. An ill-considered

remarketing ad (for example, an ad that suggests a user has a certain condition because they

visited a related webpage) could breach patient confidentiality or violate platform policies that

ban targeting sensitive health interests. Regulators such as the FDA (in the U.S.) and EMA (in

Europe) impose strict rules on pharmaceutical advertising content, and laws like HIPAA (in the

U.S.) restrict how health data can be used for marketing. In fact, major ad platforms explicitly

restrict personalized ads for health-related topics to protect user privacy

publicmediasolution.com medicaladvertising.ca. This means pharma marketers must use

remarketing very carefully, often in limited ways, and focus on broader or anonymized targeting

criteria to remain compliant. Throughout this guide, weʼll delve into each platformʼs policies and

show how to ethically leverage remarketing for pharma without crossing legal or ethical lines.

Google Ads Remarketing for Pharma

Google Ads offers various remarketing tools – from website visitor lists on the Google Display

Network and YouTube, to remarketing lists for search ads (RLSA) and Customer Match

(uploading your own audience data). Under normal circumstances, an advertiser can tag site

visitors and later target them with display banners or video ads across Googleʼs network, or

modify bids when those users search on Google. However, for healthcare and pharmaceutical

advertisers, Google imposes stringent restrictions on personalized advertising.

Platform Policy on Healthcare Remarketing: Google treats health-related user data as a

sensitive category that cannot be used for personalized targeting. According to Googleʼs

personalized advertising policies, advertisers are not allowed to target users based on

sensitive interest categories, including personal health conditions or treatments

publicmediasolution.commedicaladvertising.ca. In practice, this means if your website

content is about a specific medical condition, you generally cannot build a remarketing list to

serve ads about that condition. For example, Google explicitly notes that you “cannot retarget

ads for mental health therapy sessions to your website users” publicmediasolution.com. Any

product or service falling under “personal health” (e.g. diseases, chronic conditions, treatments,

or any content implying someoneʼs health status) is off-limits for remarketing in Googleʼs system

support.google.com support.google.com. This is a privacy safeguard—Google wants to avoid a

scenario where, say, a personʼs family member sees ads that reveal the personʼs medical

interests (imagine an ad for diabetes treatment appearing because someone in the household

visited a diabetes site).
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Allowed vs. Restricted Tactics: If you are promoting a sensitive healthcare product, Google

essentially disables advertiser-curated audiences for your campaigns support.google.com

support.google.com. You cannot use your own remarketing lists, Customer Match lists, or

similar audience expansion for these products support.google.com support.google.com.

Exception – Professional Audiences: Notably, Google carves out an exception for content

aimed at healthcare professionals. Ads targeting HCPs in their professional capacity (e.g. a

drug marketed to doctors) are excluded from the “sensitive category” restriction in certain

countries support.google.com support.google.com. Google recently introduced a “Restricted

Drug Terms Personalization” certification (effective July 2025) which allows advertisers to

use personalized targeting for prescription drug ads only if they are directed to HCP audiences

in the U.S., Canada, or New Zealand support.google.com. In other words, a pharmaceutical

company can apply for certification to use remarketing and Customer Match to reach doctors

with prescription drug promotions support.google.com. Outside of such narrow HCP-targeted

cases, remarketing to patients for prescription drugs or specific health conditions remains

prohibited on Google Ads.

Implications: For B2C pharma campaigns on Google (patient-facing), you will generally not

be able to run classic remarketing. Google will not let you, for instance, create a “visited our

asthma medication page” audience and serve display ads only to those users – that would be

considered sensitive health-based targeting and would be disapproved or made ineligible

publicmediasolution.com medicodigital.com. Even uploading customer data (emails of patients)

to do Customer Match is disallowed if it involves health conditions (and Googleʼs systems may

flag and reject such audiences) support.google.com support.google.com. For B2B campaigns

(HCP-facing), Google Ads remarketing might be leveraged if you obtain the proper certification

and ensure ads are only shown to licensed professionals in allowed regions. For example, a

company advertising a new oncology drug to oncologists could, after certification, use its

website visitor list (from an HCP portal or a conference landing page) to retarget those

oncologists with follow-up ads about educational webinars for the drug. This must be done

carefully within Googleʼs program rules.

Alternative Google Strategies: Given these limits, pharma advertisers often rely on non-

remarketing targeting features on Google that are permitted even for sensitive topics. Google

allows use of its pre-defined audiences (which exclude sensitive signals) even if the ad content

is about a sensitive category support.google.com support.google.com. So you can use Googleʼs

own Affinity Audiences or In-Market segments related to health & wellness (which are broad,

aggregated groups) – these are allowed for all advertisers, because Google ensures theyʼre built

without targeting individual health conditions support.google.com support.google.com. For

example, an over-the-counter allergy medicine might use Googleʼs in-market audience for “Cold

& Flu/Allergy” to reach people broadly interested in allergy relief (which Google compiles in a

privacy-safe way), rather than retargeting specific visitors. You can also use contextual

targeting on Googleʼs Display Network – i.e. show your ads on websites or YouTube content that

match certain health keywords or topics – since that targets content, not individuals. Contextual

ads arenʼt “personalized” to a userʼs past behavior and thus sidestep the remarketing
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restrictions medicaladvertising.ca. Many pharma brands combine contextual ads with broad

demographic filters (age, location) to approximate a retargeting effect without violating policies.

Best Practices on Google Ads:

Obtain Required Certification: If you are a pharmaceutical manufacturer or promoting a

prescription therapy, make sure to get Googleʼs approval and certifications (e.g. LegitScript

verification and Googleʼs own Pharma certification) before running any ads publicmediasolution.com

publicmediasolution.com. Google requires certification for online pharmacies, telemedicine

providers, and pharma manufacturers in many cases publicmediasolution.com

publicmediasolution.com. Without certification, your account may be flagged and ads disapproved

immediately.

Target Only Allowed Regions: Google only permits prescription drug ads in certain countries

(notably the US, New Zealand, and a few others) ethoseo.com. Ensure your campaigns geotarget

only the approved countries and comply with any local law (for example, Google and local regulators

might forbid mentioning prescription drug names at all in some regions) publicmediasolution.com

ethoseo.com.

Avoid Sensitive Remarketing Lists: Do not attempt to create or use remarketing lists based on

condition-specific pages or user actions that indicate health status. Googleʼs systems will likely label

these as sensitive and “prohibit remarketing altogether” for those campaigns medicodigital.com.

Instead, focus on non-personalized audience tactics (affinity, in-market) or contextual placements as

discussed.

Use Generic Messaging in Ads: If running display ads via Google, craft copy that is broad and

educational rather than personal. For instance, instead of “We saw you checked out our diabetes

treatment – learn more!” (which would never be allowed), use a generic approach like “Learn about

managing blood sugar – get tips and resources.” This avoids implying knowledge of the individual

user medicaladvertising.ca. Googleʼs policy is to reject any ad text that seems to know a userʼs

medical information or that targets an “identifiable user” based on health medicaladvertising.ca.

Comply with Ad Format Requirements: Certain Google ad formats (like pharmaceutical display

ads) may have to carry specific disclosures. For example, in the U.S., search ads for prescription

drugs typically include the drugʼs name and may need an FDA-required statement on the landing

page (since including full risk info in a text ad is impractical, the ad must at least direct to a site with

complete Important Safety Information). Google itself might label pharma ads as “Eligible

(Limited)” which means they can run but only under the restricted conditions support.google.com.

Always include necessary disclaimers and risk information on landing pages, and ensure the ad

copy does not make unsupported claims publicmediasolution.com medicodigital.com. If using video

ads (e.g. YouTube), include fair balance information either in the video or the description as required

by FDA guidelines for broadcast media.

Analytics on Google: Even if you canʼt retarget individuals, you should still implement the

Google Ads tag or Google Analytics 4 on your site to track conversions and build aggregate

data. Google Analytics can help segment audiences (e.g. see what percentage of visitors to a

drugʼs info page later completed a doctor finder action) – just be sure to configure GA in a

HIPAA-compliant way (do not store any personal health info in analytics). Conversion tracking in
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Google Ads can still be used to measure when users who saw your contextual or broad-targeted

ads eventually take a desired action (e.g. downloading a brochure). However, remember that if

your site deals with sensitive health data, you must not pass any personal identifiers or sensitive

info into Googleʼs tracking parameters.

Meta (Facebook & Instagram) Remarketing for Pharma

Metaʼs platforms (Facebook and Instagram) have long been popular for healthcare marketers

due to their massive user base and sophisticated targeting. Remarketing on Meta typically uses

the Meta Pixel placed on your website or app to track user actions, and then creates Custom

Audiences of those users for ad targeting. You can retarget people who visited certain pages, or

who took specific actions (like viewed a video or filled a lead form), and even create Lookalike

Audiences to find similar users. The remarketing mechanics on Meta are powerful – but in

pharma, they are constrained by both Metaʼs ad policies and external privacy regulations.

Metaʼs Healthcare Advertising Policies: Meta (Facebook) allows pharmaceutical advertising

but under tightly controlled conditions. Advertisements for prescription drugs require prior

approval from Meta and are only allowed in a few countries (notably the U.S., Canada, and New

Zealand) nixonpeabody.com. Starting in 2021, Facebook began requiring online pharmacies,

telehealth providers, and drug manufacturers to go through a certification or pre-approval

process to run prescription drug ads nixonpeabody.com nixonpeabody.com. Advertisers must

present proof (e.g. LegitScript certification for pharmacies) or otherwise obtain Metaʼs

permission before promoting prescription medications nixonpeabody.com. Even when approved,

these ads must not target minors (under 18) and must comply with all laws (for example, you

cannot promote a prescription drug to the general public in countries where thatʼs illegal)

nixonpeabody.com. Over-the-counter (OTC) drug ads on Meta also face restrictions and may

require authorization, depending on region and content.

Importantly, Metaʼs policy prohibits the sale of prescription drugs on the platform outright –

ads can provide information or awareness but not facilitate transactions of prescription meds

nixonpeabody.com nixonpeabody.com. In practice, many pharma brands on Facebook stick to

disease awareness (unbranded) campaigns or branded campaigns that drive users to learn

more, rather than “Buy Now” messaging (since prescriptions are not purchased directly by

consumers without a healthcare provider).

Remarketing and Data Privacy on Meta: Traditionally, if a user visited your pharma website,

the Meta Pixel could record that visit (including, say, the URL path like “/conditions/arthritis”) and

you could define a Custom Audience to retarget that user with an ad about arthritis treatment.

As of 2025, this kind of health-related retargeting is being significantly curtailed. Meta

announced changes to limit how health data can be used for ad targeting, under pressure

from regulators emarketer.com emarketer.com. Specifically, Meta is now restricting

advertisersʼ access to health-related information collected via the pixel. For example, if a
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user completed a purchase of a medical product or visited a sensitive health page, Meta will no

longer allow advertisers to target ads using that specific data emarketer.com. This comes on the

heels of enforcement actions where companies like an online therapy provider and a prescription

discount service were fined for sending sensitive user health data to Facebook without consent

emarketer.com emarketer.com. In short, Meta is moving toward Googleʼs stance: advertisers

should not be micro-targeting users based on sensitive health indicators.

What does this mean for pharma remarketing on Meta? It means you must assume that any

tracking of usersʼ health-related actions will be treated carefully or even blocked by

Metaʼs system. For instance, if your pixel reports that a user viewed a page about “Depression

Treatment X”, Meta may prevent you from using that as a retargeting rule. Meta still allows

Custom Audiences made from your own customer lists (e.g. a list of HCP email addresses or

patient emails hashed and uploaded), but you must have obtained those data ethically and with

consent (especially if it implies health info). Metaʼs terms also require that any Custom Audience

data (like emails or phone numbers) you upload were collected in compliance with privacy laws

and that the individuals consented to their data being used in that manner.

Targeting Strategies on Meta:

Broad or Proxy Targeting: Given the new limits, consider using broader targeting criteria as a proxy

for remarketing. For example, instead of explicitly retargeting “website visitors of the Diabetes FAQ

page”, you might target an Interest category like “Diabetes awareness” or use Metaʼs own health-

related interest segments (though Meta has removed many detailed health interest categories as of

2022 for privacy reasons). You can also use Engagement Custom Audiences (e.g. people who

watched your video or interacted with your Facebook page) to re-engage users who showed interest

on-platform, which is less invasive than web tracking.

Custom Audiences from First-Party Data: If you have a list of users who opted in (for example,

people who signed up for a newsletter or patient support program), you can upload that list in

hashed form to create a Custom Audience. This can serve as a remarketing pool in a compliant way –

provided you have explicit consent. Never upload lists of patients or HCPs that you obtained

without clear permission for advertising use, as that could violate privacy laws and Metaʼs policies

medicaladvertising.ca. When done right, a customer list can be a powerful way to re-target (e.g.,

reminding previous enrollees about a program update). Also consider using Lookalike Audiences

based on your customer list to find similar users – this does not target the original individuals, but

expands reach to people with similar profiles (which can be valuable for finding new patients in a

privacy-safe way) medicaladvertising.ca.

Remarketing by Engagement Stage: If Metaʼs pixel data doesnʼt allow condition-specific

retargeting, think in terms of engagement levels. For instance, create an audience of “anyone who

visited any page on our drugʼs website” (broad, not condition-specific) and show them a follow-up

ad about the brandʼs value proposition. Or retarget users who started a process (like clicked “Find a

Doctor” but didnʼt complete) with a gentle reminder ad (“Still looking for answers? Hereʼs how to talk

to your doctor.”). These approaches use behavior (visited site, didnʼt complete goal) without directly

referencing which medical content they saw.

Compliance Considerations on Meta:
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HIPAA and Sensitive Data: If your website is tied to a healthcare provider or involves patient

information, be extremely careful with the Meta Pixel. Under HIPAA, even the fact that someone

visited a certain medical website can be considered Protected Health Information (PHI)

medicaladvertising.ca. In 2023, US regulators made it clear that HIPAA-covered entities should not

use tracking pixels on pages that collect or display PHI without patient consent or a business

agreement. Many hospital systems faced scrutiny for pixels sending appointment or portal data to

Facebook. As a pharma advertiser (which may or may not be a covered entity under HIPAA), itʼs wise

to treat user data with the same caution. Ensure that your Meta Pixel does not capture any

identifiers (names, emails) or specific health details in URL parameters. Meta offers a feature to

filter out certain data, and you can also utilize Metaʼs Conversions API to send server-to-server

events with only the data you choose. If in doubt, obtain user consent via a cookie banner before

firing the pixel on health content pages (especially for EU/EEA users, this is required under GDPR and

ePrivacy).

Ad Content Policies: Metaʼs ad guidelines prohibit making personal health references in ads. An ad

cannot say things like “Do you suffer from \ [X]?” or imply the viewer has a condition, as this is

considered attributing a personal characteristic to the user medicaladvertising.ca. Instead, framing

must be general (e.g. “People with X condition have new options…” or “Learn about managing X”).

Also avoid “before-and-after” images or any exaggerated health claims, which Meta disallows

publicmediasolution.com. For prescription drug ads, include the drugʼs generic name and the

important safety info link in the ad copy or as the top comment. Many pharma companies on

Facebook use the post text or a carousel ad format where one card is dedicated to ISI (Important

Safety Information), and they often pin a comment with a link to full Prescribing Information. Ensure

your landing page from the ad contains all legally required disclosures (Meta will review the landing

page too).

Age and Targeting Restrictions: As noted, always exclude minors (under 18) from pharma

campaigns on Meta nixonpeabody.com. Metaʼs ad setup allows age gating; use it. If your drug is

indicated only for a certain demographic (e.g. a menopause treatment), follow those guidelines in

targeting as well. Additionally, for sensitive categories, Meta might restrict some targeting options by

default. For example, after recent changes, advertisers cannot target based on certain health

interests or behaviors that Meta deems sensitive emarketer.com emarketer.com. Be prepared for

potentially smaller or less precise audience options and plan your budget expectations accordingly.

Measurement and Optimization:

Metaʼs Ads Manager provides robust analytics on reach, engagement, and conversions. With

recent privacy changes (like Appleʼs ATT on iOS), reported conversion data may be aggregated

or delayed. Verify your domain in Facebook Business Manager and configure the Aggregated

Event Measurement – prioritizing key conversion events (e.g. “Lead form submitted” or “Doctor

Locator Click”) – so you capture as much data as allowed. Use Metaʼs Pixel diagnostic tools to

ensure your events fire correctly. If direct retargeting is limited, look at holistic metrics: for

instance, an increase in site traffic or doctor lookups after running an awareness ad can indicate

remarketing effectiveness even if individual user tracking is obscured. Also consider brand lift

studies if your budget allows – Meta can run surveys to see if exposed audiences show higher

awareness or intent, which is valuable in pharma where conversion actions are often offline (like

talking to a doctor). Finally, maintain frequency caps on your remarketing campaigns; seeing

IntuitionLabs - Custom AI Software Development
from the leading AI expert Adrien Laurent Pharmaceutical Remarketing: A Guide to Platform Compliance

© 2025 IntuitionLabs.ai - North America's Leading AI Software Development Firm for Pharmaceutical & Biotech. All rights reserved. Page 8 of 35

https://medicaladvertising.ca/blog/navigating-the-rules-of-remarketing-in-medical-advertising-a-guide-for-healthcare-marketers/#:~:text=,have%20a%20specific%20medical%20condition
https://medicaladvertising.ca/blog/navigating-the-rules-of-remarketing-in-medical-advertising-a-guide-for-healthcare-marketers/#:~:text=Here%20are%20some%20ethical%20guidelines,to%20consider
https://publicmediasolution.com/blog/google-policies-on-healthcare-and-medicine-ads/#:~:text=,that%20misrepresent%20the%20product%27s%20effectiveness
https://www.nixonpeabody.com/insights/alerts/2021/08/05/facebook-pharma-ad-policy#:~:text=The%20company%20is%20restricting%20advertising,under%20the%20age%20of%2018
https://www.emarketer.com/content/meta-s-targeted-healthcare-advertising-changes-go-effect#:~:text=The%20news%3A%20Changes%20that%20limit,go%20into%20effect%20this%20month
https://www.emarketer.com/content/meta-s-targeted-healthcare-advertising-changes-go-effect#:~:text=Why%20it%20matters%3A%20Healthcare%20advertisers,certain%20condition%2C%20per%20The%20Information
https://intuitionlabs.ai/?utm_source=pdf&utm_medium=document&utm_campaign=article&utm_content=pharmaceutical-remarketing-a-guide-to-platform-compliance.pdf
https://intuitionlabs.ai/articles/pharmaceutical-remarketing-compliance-guide?utm_source=pdf&utm_medium=document&utm_campaign=article&utm_content=pharmaceutical-remarketing-a-guide-to-platform-compliance.pdf
https://intuitionlabs.ai/?utm_source=pdf&utm_medium=document&utm_campaign=article&utm_content=pharmaceutical-remarketing-a-guide-to-platform-compliance.pdf


the same pharma ad too many times can feel intrusive, so limit frequency to a reasonable level to

avoid negative reactions.

LinkedIn Remarketing for Pharma

LinkedIn is a uniquely valuable platform for B2B marketing – and in pharma, itʼs primarily used to

reach healthcare professionals, researchers, or other industry stakeholders. LinkedInʼs Matched

Audiences feature enables remarketing by using the LinkedIn Insight Tag (a tracking script

similar to a pixel) to create audiences of your website visitors, or by uploading lists of emails, or

even by retargeting people who engaged with your LinkedIn content. While LinkedInʼs targeting

is powerful (you can filter audiences by job title, industry, seniority, etc.), LinkedInʼs ad policies

for healthcare are actually among the strictest when it comes to who you can target with

pharma ads.

Professional Audience Requirement: LinkedIn prohibits direct-to-consumer pharmaceutical

advertising on its platform. Their healthcare ad policy explicitly states that ads for prescription

drugs, over-the-counter medicines, medical devices, and even vitamins must only be

targeted to healthcare-related professionals – not to the general public linkedin.com

linkedin.com. In fact, to advertise many healthcare products on LinkedIn, the advertiser must

obtain prior authorization from LinkedIn, and campaigns must use targeting filters that

ensure the audience is healthcare professionals linkedin.com linkedin.com. For example, a

LinkedIn campaign for a prescription drug can only run in the US/Canada, and the targeting must

be narrowed to an audience like “Job Function: Healthcare” or specific medical titles – it may not

simply target all LinkedIn members in an age range linkedin.com linkedin.com. If you donʼt

include such targeting, LinkedIn will disapprove the ad. This policy aligns with legal norms (e.g.

many jurisdictions bar consumer drug ads) and ensures LinkedIn remains a professional

information channel.

Remarketing on LinkedIn – Use Cases: Given the above, LinkedIn remarketing is best suited

for B2B pharma efforts, such as: retargeting HCPs who visited your productʼs HCP information

page, reminding conference attendees about a follow-up resource, or targeting employees of

healthcare organizations if you sell B2B services. To implement website remarketing, you must

install the LinkedIn Insight Tag on your site. Then you can define Matched Audiences based on

pages visited. For example, you might create an audience of “visitors of our /for-healthcare-

professionals section” and retarget them with LinkedIn Sponsored Content about clinical data or

invitations to events. You can (and should) layer additional targeting onto that audience to

ensure they truly are HCPs – e.g. limit to those with job titles like “Physician, Nurse, Pharmacist”

or with skills in “Oncology” etc., especially if your site isnʼt gated and could have general visitors.

LinkedInʼs policy essentially forces this approach by requiring “healthcare-related professional

targeting” for pharma ads linkedin.com.
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Account-Based and List Retargeting: Another powerful LinkedIn feature is Contact Targeting,

where you upload a list of professional contacts (usually emails). If you have a list of doctors

(who have opted in via a medical conference or your rep network), you can hash their emails and

upload them to LinkedIn as a Custom Audience. This can be an effective remarketing method to

reach known HCPs with whom you want to follow up. LinkedIn will match those emails to

member profiles (often matching personal emails, so results vary, but many HCPs use personal

addresses on LinkedIn). Similarly, LinkedInʼs Account Targeting lets you target by company –

which is more relevant if youʼre marketing, say, a pharmaceutical manufacturing service to

specific pharma companies (beyond our scope here). For pharmaceuticals themselves, focus on

individual HCP targeting.

Compliance on LinkedIn:

Advertising Permissibility: LinkedInʼs own terms say ads related to prescription or illegal drugs are

“prohibited” for consumer targeting ethoseo.com. But as of 2025, LinkedIn does allow pharma ads to

professionals with approval (as evidenced by its detailed healthcare ad policy). Ensure you

coordinate with LinkedIn if needed – sometimes you need a LinkedIn account repʼs authorization to

run pharma campaigns (especially for prescription drugs or pharmacy services) linkedin.com

linkedin.com. They may ask for verification like LegitScript certification for online pharmacies

linkedin.com. Make sure to allow extra lead time for any platform review.

Content Requirements: Any pharma ad on LinkedIn must follow standard regulations: include

necessary fair balance if itʼs a branded ad. Because LinkedIn ad formats often allow more text (e.g.

you can write a longer Sponsored Content post), pharma companies sometimes use that space to

include safety information or link directly to prescribing info. Do not use overly promotional language;

focus on educational or product info that is appropriate for a professional audience. Avoid misleading

claims and clearly state the productʼs name and indicated use if itʼs branded. Unbranded (disease

awareness) ads are allowed and even encouraged by LinkedInʼs policy linkedin.com – these can

target professionals more broadly (e.g. an unbranded campaign about recognizing rare disease

symptoms targeting general practitioners).

Geographic Restrictions: Just like Google and Meta, LinkedIn restricts pharma ads to certain

countries. For instance, prescription drug ads are only allowed on LinkedIn in the US and Canada

linkedin.com. OTC drug ads have a list of allowed countries (US, UK, many EU countries, etc.)

linkedin.com. Be sure your campaignʼs location targeting aligns with those lists; otherwise, LinkedIn

will not approve the ads.

No Targeting Minors: LinkedIn requires that pharma ads exclude anyone under 18 linkedin.com

linkedin.com. In practice, very few minors are on LinkedIn anyway, but double-check your campaign

settings.

Strategies and Tips for LinkedIn:
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Leverage Professional Targeting Filters: Use LinkedInʼs rich data to your advantage. For example,

if marketing a cardiology drug to HCPs, you can retarget site visitors and also filter by “Job Function

= Healthcare” and “Seniority = Senior (for physicians)” and perhaps “Member Groups contains

American College of Cardiology” or similar. This way, even if some non-HCPs visited your site, only

actual professionals will see the ad linkedin.com. This both complies with policy and improves

relevance.

Sponsored Content & Message Ads: For remarketing HCPs, Sponsored Content (native feed ads)

works well, as you can include an image, headline, and a decent amount of text. You might, for

example, serve an article about new clinical guidelines to an HCP who previously downloaded a

whitepaper from your site. Another angle is LinkedIn Message Ads (InMail) – you can send a

personalized message to users in your audience (e.g. an invite to a virtual symposium, sent to

doctors who recently visited your site). Be cautious with Message Ads: keep the tone professional

and ensure the recipientʼs role truly matches (e.g. only send to specialists for a specialty-specific

drug).

Measure via Insight Tag: The LinkedIn Insight Tag not only builds audiences, it also reports website

demographics. By looking at the demographics of your site visitors (e.g. their job titles, industries as

aggregated by LinkedIn) medicodigital.com, you can gauge if youʼre attracting the intended

professionals and refine your campaigns. Use LinkedInʼs conversion tracking to measure actions like

form submissions or content downloads that came from LinkedIn ads. If you are driving HCPs to sign

up on a site, consider using LinkedInʼs built-in Lead Gen Forms (their data can pre-fill, making it

easier for HCPs to submit info). You can then remarket to those who opened but didnʼt submit the

form (a feature LinkedIn provides in Matched Audiences).

Overall, LinkedIn is a prime channel for B2B pharma remarketing – just remember itʼs about

quality over quantity here. Audiences will be smaller (only relevant professionals) and the tone

should be informative and network-appropriate. Success is often measured in engagement or

leads (not broad reach), and even a handful of HCP conversions might be a win for a high-value

product.

Reddit Remarketing for Pharma

Reddit is an emerging platform for pharma marketers, offering access to niche communities of

patients and professionals who actively discuss health topics. Redditʼs advertising capabilities

include promoted posts, banners, and a Reddit Pixel for retargeting website visitors. However,

Reddit maintains strict control over pharmaceutical ads, similar to LinkedIn, and currently

requires direct involvement of Redditʼs sales team for pharma campaigns ethoseo.com

ethoseo.com. If youʼre considering remarketing on Reddit, itʼs likely as part of a larger managed

buy.

Advertising Policy on Reddit: Reddit does allow pharmaceutical drug advertisements with

certain restrictions. Notably, all pharmaceutical advertisers must work with a Reddit Sales

Representative – self-serve advertising for prescription drugs is not open to just anyone

business.reddithelp.com ethoseo.com. Ads for prescription medications can only run in the
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United States (where direct-to-consumer pharma advertising is legal) ethoseo.com. Over-the-

counter drugs, drug manufacturers (branding campaigns), and medical devices are also

permitted on Reddit if the advertiser is approved and the products are FDA-approved or have

equivalent approval in their jurisdiction ethoseo.com. In other words, you canʼt advertise an

unapproved or experimental treatment on Reddit – the platform requires that the drug or device

is legitimately approved for use ethoseo.com.

Content Rules: Redditʼs policy emphasizes truthfulness and appropriateness:

No false or misleading health claims – your ad copy must be accurate and not over-promise results

ethoseo.com.

No guarantees of cures – you cannot say “this drug will certainly cure you” or make absolute

efficacy claims ethoseo.com.

Do not target vulnerable communities in exploitative ways – interestingly, Reddit specifies that

ads “must not target… support-related subreddits” ethoseo.com. This means you should not place

ads directly in forums that are essentially peer support groups for conditions (like a depression

support subreddit or a cancer caregivers subreddit). Pharma ads in such sensitive, personal spaces

could be seen as intrusive. Instead, Reddit advises that you can target those users when they are

browsing other subreddits, to feel less intrusive liveworld.com liveworld.com.

No targeting minors – as with all platforms, ensure age targeting is 18+ only ethoseo.com.

Banned substances – Reddit explicitly forbids ads for opioids, steroids, HGH, or any controlled

substances, even if legal by prescription ethoseo.com. Also, ads for addiction treatment centers are

not allowed ethoseo.com (probably to prevent predatory practices).

Unique Reddit Ad Formats for Pharma: Because Redditʼs users value authenticity and often

have detailed discussions, pharma brands have used creative strategies:

“Reddit Supporting Link Ad”: Reddit has a special ad format designed for branded

pharmaceutical ads that need to include safety information. A Supporting Link Ad allows up to two

extra outbound links in the ad in addition to the main call-to-action liveworld.com. Pharma

marketers typically use those extra links to provide direct access to the Prescribing Information (PI)

and Important Safety Information (ISI) pages liveworld.com. In an example, a branded ad could have

a CTA “Learn More on our Site,” plus separate clickable text links like “Full Prescribing Info” and

“Important Safety Info.” This format is critical on Reddit because regular ads only allow one clickable

link (and Reddit was phasing out shortened URLs like bit.ly) liveworld.com. By offering multiple links,

Reddit enables compliance: users can easily click to see the drugʼs official safety documentation.
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Free-form Ads: Reddit also offers a flexible free-form ad format where you can include a mix of text,

images, or GIFs within what looks like a regular Reddit post liveworld.com. This provides ample space

to tell a story or educate. Pharma companies have leveraged this to create posts that read almost

like user posts – using a conversational tone and even Reddit-style language or emojis – to engage

the community in a non-disruptive way liveworld.com. For example, an unbranded campaign by

Gilead for HIV prevention (Descovyʼs campaign via user u/healthysexual) used a friendly question-

and-answer style post, “Did you know PrEP…?” which felt native to the platform and invited

discussion liveworld.com liveworld.com.

Carousel & Video Ads: Reddit supports image carousels and video ads, which some pharma

advertisers have used to share multi-part messages. One cited example is a birth control pill

campaign (Slynd) using a carousel: the cards sequentially posed a problem (“Women who canʼt take

estrogen have sex.”), offered a solution (“So we made a birth control for you.”), gave a tagline (“Letʼs

Love Every Body.”), and then included the ISI in the final frames liveworld.com. Another example is

Zoetis (an animal health pharma) targeting veterinarians with a video ad showing a dogʼs struggle

with arthritis and how a new treatment helps, written in a relatable style with emojis to blend into

Redditʼs feed liveworld.com.

Remarketing with the Reddit Pixel: If you are running a Reddit ad campaign (likely with

Redditʼs ad repsʼ assistance for pharma), you can implement the Reddit Pixel on your site to

collect data and create audiences. For instance, you could retarget users who visited your drugʼs

site after clicking a Reddit ad, in order to show them follow-up messaging on Reddit later (e.g.

“see updated data” or “donʼt forget to ask your doctor…”). However, remember that your

audience still must align with Redditʼs rules – since Reddit doesnʼt allow granular condition

targeting, your pixel-derived audience should be used in compliance. Practically, since Reddit

ads require being managed, your Reddit rep will help ensure any retargeting audience you use is

acceptable. The pixel can also track conversions (e.g. how many Reddit-referred users

completed a form), which is vital for measuring campaign ROI.

Community Sensitivity and Engagement: One of the challenges on Reddit is that itʼs a

community-driven platform. Users can comment on ads (unless you choose to disable

comments for the ad post) and upvote/downvote content. Pharma brands often disable

comments initially to avoid the need for round-the-clock moderation of potentially sensitive

user remarks liveworld.com. You can start with ads only (no comment thread) to test the waters,

then consider more interactive approaches like an AMA (Ask Me Anything) session once

comfortable liveworld.com liveworld.com. Some pharma companies have successfully hosted

AMAs with doctors or researchers to answer community questions about a disease or treatment

(e.g., Eli Lilly hosted an AMA with a dermatologist about a new eczema drug) liveworld.com. This

is not exactly “remarketing,” but itʼs a tactic to engage Redditʼs health-minded audiences and

then possibly retarget participants later with related content.

Best Practices on Reddit:

Work with Reddit Early: Since you need a Reddit Sales rep for pharma, engage them in planning.

They can advise on which subreddits to target or avoid, optimal formats, and ensure your creative

and landing pages are approved. Theyʼll also set up the technical bits for supporting link ads etc.
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Tailor Your Tone: Reddit users value authenticity and a sense of community. Pharma ads should be

informative and even empathetic – for example, framing content as “Did you know…?” or sharing a

patient story (with proper approvals) can feel more like a conversation than an ad liveworld.com

liveworld.com. Using Redditʼs informal style (without being flippant about serious issues) can help

the content resonate. Always include the necessary scientific and safety info, but try not to make the

post read like a dry press release.

Include Clear CTAs and Links: Make it easy for users to get more information. The supporting link

ad format will help – ensure your PI and ISI links are clearly labeled (e.g. “Safety Information”). Also,

optimize your Reddit profile page if you make one for the campaign; some brands pin their ISI as a

post on their profile for full transparency liveworld.com.

Frequency & Placement: Reddit allows targeting by interests and by specific subreddit audiences.

You might target interest categories (like “Health” or “Fitness & Wellness”) to catch users outside of

sensitive support groups, as mentioned earlier liveworld.com. Because Reddit sessions can be long

(users scrolling through threads), consider frequency capping so that the same user doesnʼt see

your ad too many times in one session. A reasonable cap might be 2 impressions per user per day for

pharma, to avoid annoyance.

Monitor Performance and Sentiment: Keep an eye on engagement metrics (upvotes, click-through

rate, etc.). If comments are on, have community managers or medical info personnel ready to

respond or moderate, following your companyʼs compliance guidelines for adverse event reporting

and so on. If an ad gets downvoted heavily, it may indicate the message isnʼt resonating or is poorly

placed – you might need to adjust targeting or creative.

In summary, Reddit remarketing in pharma is feasible but comes with heavy oversight. It

can be highly rewarding if done right, because Reddit communities have deep interest in health

topics, but you must respect the community norms, provide value (education/support), and

adhere strictly to compliance by utilizing Redditʼs purpose-built pharma ad formats and rules

ethoseo.com.

Regulatory Compliance Considerations (HIPAA, FDA,

EMA, etc.)

Running pharmaceutical remarketing campaigns requires navigating a web of regulations beyond

just platform policies. Marketers must ensure that both data usage (how you collect/use

audience data) and ad content meet all applicable laws and industry codes. Here we outline

key compliance areas:
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Patient Privacy Laws (HIPAA and equivalents): In the U.S., the Health Insurance Portability and

Accountability Act (HIPAA) sets strict rules for handling health information. Generally, if you are a

covered entity (like a healthcare provider or an insurer) or a business associate handling patient

data, you cannot use protected health information (PHI) for marketing without patient consent.

PHI includes any data that could identify an individual and their health condition or care – even

something as simple as a person visiting a specific medical webpage can count, since it implies

interest in that health topic medicaladvertising.ca. Example: If someone visits a page about a

specific treatment on a hospital or pharma-sponsored site, you should not directly retarget them

with ads suggesting they have that condition medicaladvertising.ca. The recent HHS/OCR guidance

(late 2022) explicitly warned that common tracking technologies (pixels, cookies) on healthcare

websites may result in impermissible PHI disclosure if not properly managed. In plain terms:

obtaining user consent is critical. Always use a consent banner on health websites (especially for

EU compliance with GDPR/ePrivacy) to let users opt in to tracking. If a user opts out, do not include

them in remarketing lists. For email-based remarketing, ensure opt-in at the point of collection (e.g.

an unchecked box saying “I agree to receive marketing updates”). If operating in Europe, remember

that GDPR classifies health data as sensitive personal data which requires explicit consent for use

in marketing – even just knowing someone visited a page about a disease could be inferred as health

data. In Canada, similar principles apply under laws like PHIPA medicaladvertising.ca. Essentially, err

on the side of privacy: When in doubt, donʼt target or identify an individualʼs health interests without

their clear permission.

Pharmaceutical Advertising Regulations (FDA, EMA, etc.): Every pharmaceutical ad, remarketing

or otherwise, must comply with regulations on advertising and promotion of medicines:

United States (FDA regulations): The FDA requires that prescription drug advertisements directed

to consumers include a “fair balance” of information – meaning benefits and risks. In practice for

digital ads, this means your ad must either include risk information or, if space is limited, have clear

links to important safety information (ISI) and the full prescribing information. A remarketing banner

ad, for instance, might display the drug name and a tagline plus a footer “See Important Safety Info”

that clicks through to the ISI page. The FDAʼs guidance on internet/social media (e.g. 2014 guidance)

also indicates that even when space is limited, the most serious risks should be at least referenced.

Never omit risk information in a branded ad just because itʼs a retargeting snippet – doing so can

violate FDA rules and invite warning letters. For HCP-directed ads (which are allowed to be more

technical), you still must provide fair balance, but it can be done by linking to full prescribing info.

FDA also prohibits misleading claims (e.g. “guaranteed cure” or unapproved use claims) – ensure

marketing claims match the approved product labeling publicmediasolution.com medicodigital.com.
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European Union (EMA and National Laws): In the EU, direct-to-consumer advertising of

prescription-only medicines is illegal (except for very limited cases like vaccination campaigns).

That means any remarketing campaign for an Rx drug in Europe can only target healthcare

professionals, not the public. If you have a European marketing authorization for a drug, you likely are

very familiar with this – any patient-facing materials must be unbranded or disease-awareness only.

Therefore, ensure your campaigns in Europe are either unbranded (e.g. retarget people with disease

educational content that doesnʼt name a drug) or HCP-only. Even unbranded campaigns are

regulated by codes of practice (e.g. they must not indirectly promote a specific drug too obviously).

Over-the-counter products can be advertised to consumers in the EU, but they still must follow

national codes (for instance, including statements like “Read the label before use” and not

overstating efficacy). Each country has its own oversight (e.g. the ABPI Code in the UK, Franceʼs

ANSM rules, etc.). Always localize your approach to the strictest requirement.

Other Regions: Canada allows DTC pharma ads but only of a reminder nature (can mention drug

name but not what itʼs for, or mention disease but not the drug name – a weird quirk in regulation). If

running in Canada, be mindful not to break those rules. Australia and many countries ban consumer

drug ads outright. Key point: coordinate with your legal/regulatory team for each market your

remarketing campaign covers. In multinational campaigns, segment your audiences by country and

ensure the creative complies with that countryʼs law.

Industry Codes: Beyond laws, industry self-regulation exists (PhRMA guidelines in US, EFPIA in

Europe, etc.) which often emphasize not targeting inappropriate audiences and ensuring

transparency. For digital, an emerging best practice is to include a clear identifier that the content is

an advertisement and, when possible, use platform tools to allow users to hide or opt out of seeing

the ad (many platforms include a small “Ad Choices” icon by default). Adhere to any company-

specific policies your organization has, which in pharma tend to be even more conservative than the

law.

Data Security and Vendor Agreements: If you involve third-party vendors or ad tech (DSPs, data

management platforms, etc.) for retargeting, ensure they are contractually bound to handle data

appropriately. Under HIPAA, a vendor that receives PHI must sign a Business Associate Agreement

(BAA). Large platforms like Google and Meta generally will not sign BAAs for advertising data,

meaning you should not be sending them PHI. If a marketing activity cannot be done without PHI,

either avoid it or find a HIPAA-compliant ad platform. For instance, if a hospital wants to retarget

patients who visited a portal, doing that via Google or Meta pixels would violate HIPAA (as some have

learned via enforcement actions emarketer.com). Instead, they might use a HIPAA-compliant email or

SMS campaign. As a pharma marketer, always ask: is any of the data Iʼm using considered personal

health data? If yes, get legal advice on whether the plan is permissible.

Opt-Outs and Choice: Provide users the ability to opt out of remarketing. All online ads should

respect the userʼs ad preferences if they choose “opt out of personalized ads” on platforms or use

browser Do Not Track signals (though enforcement of DNT varies). If a user asks to be removed (say

they contact you to unsubscribe), ensure you suppress them from future custom audiences. Being

responsive to such requests is not only good practice but required under laws like GDPR (right to

object to profiling) and CCPA in California (user can opt out of targeted advertising).

In summary, regulatory compliance is the backbone of any pharma remarketing campaign.

It may feel like a lot of limits, but these rules ensure that we do not compromise patient privacy
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or public health. A compliant campaign might reach fewer people or carry more disclaimers, but

it builds trust and shields your company from legal risk. Always involve your compliance team

when planning remarketing – one review can save you from a costly violation. And remember, the

ethical high road in health advertising is always the better long-term strategy.

Audience Segmentation and Data Privacy Strategies

Designing audience segments for pharma remarketing requires balancing relevance with privacy.

You want to reach the right people (e.g. potential patients or interested HCPs) with the right

message, but you cannot slice and dice users by sensitive attributes like you might in other

industries. Here are strategies for effective segmentation under these constraints:

Segmentation by Engagement, Not Condition: Instead of segmenting audiences by specific

medical conditions or pages, segment by behavior intensity or stage in the journey. For example,

an audience of “site visitors who viewed at least 3 pages on our site” could indicate high interest and

is a valid segment that doesnʼt explicitly tag them with a condition. Another segment might be “users

who started registration but didnʼt finish” (cart abandonment style). These groups can be retargeted

with general messaging (e.g. “Come back for more info” or “Complete your sign-up for support”).

The key is youʼre not saying “all diabetes page viewers in one bucket and all cancer page viewers in

another” for ad targeting – that would be sensitive. Youʼre saying “those who showed strong

interest” or “those who partially converted”, etc. This is both privacy-safer and often captures a more

intent-driven audience.

Use Broad Buckets for Condition Topics: If you do need to segment by topic, broaden it to reduce

sensitivity. For instance, instead of a segment specifically for “HIV treatment page visitors,” create a

segment for “All visitors to any infectious disease-related content on our site.” Then any remarketing

ad to that group should remain very general (e.g. “Learn about staying healthy – visit our Health

Resource Center” rather than naming HIV). By using broader health interest groupings, you avoid

pinpointing a single condition per user medicaladvertising.ca medicaladvertising.ca. Some

advertisers even deliberately mix multiple related conditions into one campaign to obscure the focus

– though be careful not to confuse the user. The point is to not make the user feel singled out for a

specific illness.

First-Party Data with Consent: Leverage your first-party data ethically. If patients or HCPs have

opted in to communications, you can use that data to create custom audiences. For example, an

email list of subscribers to your “Heart Health Newsletter” is a group who expect content from you;

uploading that to an ad platform (hashed) to retarget with, say, an invitation to a webinar on

cholesterol management could be appropriate (provided your signup terms covered this use). Always

obtain clear consent at data collection medicaladvertising.ca. A best practice is a checkbox like “I

agree to receive marketing updates about \ [Therapy/Condition].” Keep proof of consent, as

regulators may ask. Also, allow people to opt-out later (manage your lists scrupulously). With HCPs,

consent might be obtained when they register on a professional portal or through medical

association agreements. If you use professional lists (purchased or from events), ensure those

contacts have agreed to be contacted – cold-targeting doctors on social media without consent

could breach personal data laws or at least anger the audience.
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Hashed Audiences and Lookalikes: When uploading first-party lists to platforms, use hashing

(which most platforms do automatically) to protect identities. Even so, remember that creating a

Custom Audience of, say, “people who use our insulin product (from our CRM)” might technically tell

the platform those individuals have diabetes. Platforms like Facebook claim not to learn or use that

info beyond matching, but there is still a trust factor. If this concerns you, consider using lookalike

modeling in a way that abstracts it. For example, instead of directly targeting your patient list, you

might generate a Lookalike Audience from it (which finds similar users without targeting the originals

as a group). That Lookalike will reach new people who resemble your patients demographically or

behaviorally, but youʼre not necessarily showing ads only to known patients – which lessens privacy

issues (though one could argue itʼs still based on sensitive traits). Use these tools within the bounds

of each platformʼs rules (Google disallows lookalikes from sensitive audiences altogether

support.google.com, while Meta allows lookalikes but is cutting off use of some health signals as

discussed).

Exclude Sensitive Categories: Another segmentation strategy is using negative audiences to

avoid unwanted exposure. For instance, if youʼre running an unbranded depression awareness

campaign, you might exclude anyone who has already become a lead or anyone in a highly sensitive

context (maybe exclude visitors of certain pages that imply severe conditions, if you feel remarketing

to them would be intrusive). Exclusions can help you focus on those who might be open to a

message versus those who might be upset by it. Also exclude current customers if a message is only

for new ones, etc., to not waste impressions.

Segmentation by Profession or Demographics (HCP campaigns): For HCP remarketing, segment

by profession category. If your site has content sections (like one for cardiologists, one for primary

care), tag those and create separate audiences. Then your LinkedIn or Facebook campaign to HCPs

can tailor creative by specialty. This is less about privacy (professional info isnʼt as sensitive) and

more about relevance: doctors expect highly relevant info. You can also segment by practice setting

if known (e.g. hospital-based vs. private practice physicians might respond to different messaging).

Such segmentation often relies on data enrichment or asking the HCP at registration to specify

specialty, etc. Keep segments large enough – in digital advertising, avoid micro-targeting too finely

because A) it could inadvertently reveal who is in that segment, and B) very small segments might

not be allowed by platforms (many platforms have a minimum audience size for custom audiences,

often around 1000 users, to protect privacy).

Contextual Segmentation: Though not a user segment per se, consider segmenting by context. For

instance, on Google Display or Reddit, you might choose specific content categories or subreddits to

show your ads, effectively “segmenting” the audience by the content theyʼre consuming at the

moment. This can be a proxy for interest without using personal data. E.g., advertising a migraine

treatment on a general news site might be broad, but advertising it on a migraine forum (via

contextual placement) reaches a self-selected audience. Be cautious: showing up on patient forum

pages can be tricky—some platforms (like Reddit) might restrict direct ad placements in support

communities as noted ethoseo.com.

Data Privacy Safeguards:

When creating segments, minimize data retention. Many platforms allow you to set how long a

user stays in a remarketing list (e.g. 30 days, 90 days). For pharma, shorter durations are often

better; if someone hasnʼt returned in 30 days, perhaps let them be unless itʼs a long
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consideration cycle. Also, regularly audit your audiences. Remove or refresh segments that are

outdated or too small. Always have a privacy policy on your website that discloses your use of

tracking and remarketing in plain language (“We may share anonymized information about your

visit to show you relevant ads on other websites…”). This transparency is required by law in many

places and builds trust.

Finally, put yourself in the userʼs shoes: Would they be surprised or uncomfortable to know

theyʼre in this audience? If the answer is yes, rethink that segment. A rule of thumb: segment on

actions, not assumptions about personal health. Actions (visited a site, clicked an email) are

fair game if consented; assumptions (user X has disease Y) are off limits unless the user

explicitly told you and opted in for use of that info.

Creative and Messaging Considerations for Pharma

Remarketing

Crafting the ad creatives and messages in pharma remarketing is arguably the most delicate

part. You need to capture attention and drive action without crossing lines into inappropriate

or non-compliant messaging. Hereʼs how to approach creative and copy:

Avoid Personalization about Health: As reiterated, do not use ad copy that implies you know

anything about the personʼs health. Even if youʼre retargeting someone who visited a cancer drug

page, your ad should not say “Fighting cancer? Our drug can help!”. Not only would that be flagged

by platform policies, it could distress the user. Instead, speak generally or from a third-person

perspective. For example: “New advances in oncology are helping patients fight back. Learn about

treatment options.” This way, you present the information without saying “you have this disease.”

Facebookʼs policy explicitly forbids ads that reference a userʼs medical condition or health in a

personal way (this falls under their Personal Attributes policy) medicaladvertising.ca. On all

platforms, sticking to neutral language is best practice: use “people with diabetes” instead of “you,”

or simply discuss the condition/treatment in the abstract.

Include Disclaimers and Required Info: Ensure that Important Safety Information (ISI) and any

needed disclaimers are present. In static image or banner ads, this might mean reserving a footer

area in the design to say “Drug X may cause side effects. Talk to your doctor. See \ [link] for full

safety info.” In video ads, you might have supers or a voice-over for key risk info (or at least a

mention “see safety info below”). For social ads, use the post text or first comment for safety text if

needed. Metaʼs allowance of pharma ads often comes with expectation that the ad will contain

the appropriate safety links. For example, many Facebook ads for drugs have a tiny “Sponsored”

link and next to it or below, theyʼll put “▼ Important Safety Information” which expands to show risks.

While remarketing ads are often short and sweet, pharma ads cannot be as short as typical retail

ads – they need that extra content. Itʼs a balancing act: you want the ad to be engaging, but you

must also cover legal bases. Collaborate with your medical/legal review (MLR) team to get pre-

approved language that can fit small spaces. One tip: use established phrasing from the drugʼs print

ads or prior campaigns, so you maintain consistency and donʼt have to reinvent disclaimers.
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Tone and Empathy: Health is personal. Pharma ads should be respectful, empathetic, and

empowering rather than alarming or overly salesy. Remarketing ads, in particular, should feel helpful,

not pushy (the user already showed interest; youʼre guiding them further). For example, an ad could

say: “Struggling with migraine pain? Youʼre not alone. See how new treatments offer relief.” – This

acknowledges the struggle and offers hope, without guaranteeing anything or prying. Another

approach is educational: “Did you know about 3 million Americans have Condition X? Learn about a

treatment option.” This imparts a fact and invites to learn more, which is appropriate for early-funnel

engagement. Ethical messaging focuses on informing and supporting decision-making, not

exploiting fear or false hopes.

Imagery: If using images in banners or social ads, choose them carefully. Many platforms restrict

certain imagery: no graphic depictions of medical conditions or procedures (LinkedIn, for

instance, bans images that are overly medical or showing surgical scenes) linkedin.com. Also avoid

“before-and-after” photos or anything that looks like an exaggerated outcome claim (Facebook

strictly disallows before/after in health ads) publicmediasolution.com. Common practice is to use

positive, relatable imagery: patients smiling (implying improved quality of life), a doctor and patient

talking (signaling trust and consultation), or metaphorical images (sunrise for hope, etc.). Ensure

diversity and inclusion in images (represent different genders, ethnicities, ages relevant to the

condition). For HCP-targeted ads, you might use more scientific or product images (like a graphic of

a molecule or an image of the medical device), since doctors expect a bit more technical content. If

using an image of the product (like the pill or injector), be mindful of regulations about showing the

product and include any necessary trademark or generic names in fine print.

Ad Format Utilization: Different formats allow different storytelling. If possible, use carousel ads to

tell a sequential story – e.g., first card: problem, second: solution (the therapy), third: call to action,

fourth: safety info (some put ISI on the last card) liveworld.com. Carousels also let you tailor each

cardʼs image and text, which can increase engagement. Video ads can be very effective in pharma

to convey empathy (patient testimonial, or animation explaining how a drug works). If retargeting, the

user likely already has baseline interest, so a short video (15-30 seconds) reinforcing the productʼs

benefit and including audio/read-out of risks at the end can work well. Just include captions for any

spoken words, because many users watch on mute. Also, video on social can convey a lot more in a

short time than a static image, so itʼs worth considering if budget allows. On the flip side, simple text

ads (like Google Search ads) have very limited characters. In search remarketing (RLSA) if you do it

for non-sensitive terms, ensure the ad still follows FDA rules: typically, search ads for drugs include

at minimum the brand name, generic name, and one indication phrase, plus something like “See

Important Safety Info” as a sitelink or in description, and the landing page they click through to has

the rest of the info.
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Landing Pages Alignment: The ads and the landing pages should work hand-in-hand. Consistency

is crucial: the ad message and the landing page message should align so the user isnʼt confused or

misled. More importantly for compliance, if an ad makes any claim (e.g. “improves lung function in

asthma”), the landing page must have the substantiation and details (like study data and safety info)

to back it up – otherwise the ad could be deemed misleading by regulators. For remarketing

specifically, consider creating landing pages tailored to returning visitors: for example, a page that

says “Welcome back! Hereʼs more information since you last visited.” (You canʼt know who exactly,

but if you assume itʼs retargeted traffic, you might address more advanced questions or provide a

downloadable guide now). Just donʼt phrase it as “we know you came back” – phrase it as if itʼs

general content. Also incorporate easy next steps on landing pages (find a doctor tool, patient

testimonial video, etc.), because remarketed users might be closer to conversion.

Test and Iterate Creatives: Even within the compliance box, you have room to test variations. Try

different headlines – one more emotional, one more factual – to see what resonates (as long as both

are approved by legal). Test imagery: patient-centric vs. product-centric. Monitor engagement and

conversion metrics by creative. If one ad is getting a lot of impressions but low clicks, maybe the

message is too bland or the call-to-action isnʼt clear. If one ad has a high click rate but low

conversion, perhaps itʼs attracting clicks without qualifying (or the landing page might need

improvement). Use these insights to refine your creative over time. Just ensure all variations go

through approval; spontaneous unapproved changes in pharma can be dangerous.

Restricted Content Workarounds: Sometimes you have important info that ad platforms restrict

(like mentioning a disease name might trigger a review). If you find this, work with platform reps –

sometimes whitelisting can be done for legitimate pharma ads. Or try phrasing differently (using

more general terms). For instance, Facebook in the past would sometimes flag ads that mentioned

certain conditions as “sensitive content”; presenting the content in an educational tone (“Learn

about managing \ [condition]”) might go through if clearly from a reputable page (like a verified

pharma page) versus sounding like a miracle cure. Always abide by the platformʼs feedback – if an ad

is disapproved, donʼt just re-submit unchanged. Check if it violated a policy and adjust accordingly

(or appeal with clarification if you believe it was compliant).

In essence, successful pharma remarketing creative will feel like helpful health

communication rather than advertising. It will be honest, clear, and compliant. It acknowledges

the rules: it talks to the user in a respectful, non-invasive way, provides them value (information,

support, next steps), and transparently includes safety information. Creativity is still possible –

through storytelling, empathetic visuals, and clever use of format – but itʼs creativity within a

well-defined box. When done right, your target audience will appreciate the guidance and

relevance, and youʼll maintain the integrity required in healthcare marketing.

Campaign Setup, Pixels, and Analytics for Each Platform

Executing a remarketing campaign involves technical setup on each platform. Hereʼs a quick

guide to setting up campaigns, implementing pixels/tags, and measuring success across Google,

Meta, LinkedIn, and Reddit:
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Google Ads Setup:

Pixel/Tag: Use the Google Ads Remarketing Tag (a snippet of JavaScript) or the Google Analytics

4 tag on your website. In Google Ads, youʼll create “Audiences” by defining rules (e.g. URL contains

“/productX”). If your site uses Google Tag Manager, you can deploy the remarketing tag via GTM and

set up triggers for specific pages. Ensure in Google Ads that you enable data signals from GA4 if you

prefer building audiences in GA (GA4 can send “Audiences” to Google Ads such as “visited Page A

but not Page B”). Important: In your Google Ads settings, there is an option to disable personalized

ads data for sensitive categories – Google might auto-apply this if it detects health content. Verify

your accountʼs data settings; if youʼre in healthcare, Google may automatically limit your audience

creation due to the policies discussed.

Campaign: Create a Display Network campaign (for banners) or a Video campaign (for YouTube)

targeting your remarketing list. If doing RLSA (search retargeting), you attach the audience list at the

ad group level in a Search campaign (likely with bid adjustments or as targeting for specific

keywords). When setting up, choose frequency caps (Google allows setting how many impressions

per day/week for Display). Also, set location targeting and any demographic filters. For pharma, you

might use “Eligible (limited)” ads which only serve in certain areas – check the status after you

upload creatives. Use responsive display ads so Google can auto-adjust sizes (upload your images,

logos, and text and Google will generate various banner sizes). For YouTube, you can run skippable

in-stream ads with targeting set to your remarketing audience (just ensure the video ad has been

approved for healthcare; you might need to include “ZD” category in settings if required by Google

for pharma).

Analytics: Define conversion actions in Google Ads (e.g. “PDF Download” or “Doctor Locator Click”)

either via the Google Ads conversion tag or imported from GA4. Use Google Ads Reports to see

performance by audience. If youʼre using contextual targeting instead due to remarketing

restrictions, still analyze metrics like CTR and conversion rates by placement or keyword to optimize.

Google Ads provides a “Campaign Drafts & Experiments” feature – you could run an A/B test with

different messaging if volume allows. Always keep an eye on the Policy Approval Status column for

each ad. If anything is disapproved (e.g. for using a prohibited term), address it promptly or request

exception if you believe itʼs an error (sometimes drug names get flagged as “pharmaceutical” which

requires your account to be certified).

Meta (Facebook/Instagram) Setup:

Pixel: Install the Meta Pixel on all pages of your site (usually via the base code snippet plus event

snippets on key actions). Configure standard events like PageView (fires on every page) and perhaps

Lead or Subscribe events when someone completes a form. For remarketing, the simplest is to use

URL-based Custom Audiences: in Meta Ads Manager, go to Audiences and create a Custom

Audience of Website Visitors, where URL contains “X” (or equals a specific URL). E.g., “People who

visited /trial-signup but did not reach /thank-you”. You can also set a duration (up to 180 days). If you

have multiple pixels, ensure you select the correct one. Use Metaʼs test tools to verify the pixel is

firing (the Pixel Helper browser extension is handy). With recent privacy changes, also implement the

Conversions API (CAPI) if possible – this sends events from your server, which can improve match

rates especially for iOS users who block cookies.
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Campaign: In Metaʼs Ads Manager, create a campaign (likely objective = “Awareness” or

“Engagement” or perhaps “Traffic” if you want clicks; conversion objective can be used if you have a

clear conversion event, but due to data loss from iOS, conversion campaigns sometimes struggle in

small audiences). Use the Custom Audience you created as the targeting at the Ad Set level. Narrow

it further if needed (e.g. include an age filter 18+, or geo targeting if you only serve certain states).

Under placements, you might choose to specifically use Facebook News Feed and Instagram Feed

for most impact, or allow Automatic Placements for broader reach. Set a modest budget, as

remarketing pools in pharma might be small. Turn on Campaign Budget Optimization if you have

multiple ad sets (say, one for 30-day visitors vs 90-day visitors) so Meta can allocate to the best

performing.

Ads: Create your ads (single image, carousel, or video). Make sure the associated Facebook Page

and Instagram account (if using IG placements) are set up as pharmaceutical advertiser pages with

any required verification. Add the text and URLs as discussed in creative section. Use the URL

Parameters field to add tracking (e.g. utm_source=facebook etc.) so you can track in GA or other

analytics. Review the ad preview on both FB and IG to ensure the safety info is visible or accessible.

Submit and be ready for the review process – since itʼs pharma, review might take longer or request

you to confirm you have permission (Facebook might ask you to check a box certifying youʼre

authorized to advertise this content, which for prescription could be tied to the certification they

have on file for you).

Analytics: Monitor results in Ads Manager – key metrics like CPM (cost per thousand impressions),

CTR (click-through rate), and conversion count. Pharma campaigns might not optimize on conversion

in Meta as easily (due to small data), so often you gauge success by reach and engagement. Still, if

you set up a conversion (like “Landing page view” or a pixel event for “sign up complete”), track

those. Use Breakdowns in Ads Manager to see delivery by age, gender, placement, etc., to glean

insights (maybe you find Instagram is outperforming Facebook in click rate, for example). Also watch

frequency – if frequency creeps too high too fast, you may exhaust the small audience; you might

pause to avoid overexposure or expand the audience window. Use Facebook Analytics (if still

available) or aggregate reports to see if remarketed users eventually converted downstream

(sometimes it wonʼt show as last-click conversion but might have assisted).

LinkedIn Setup:

Insight Tag: Add the LinkedIn Insight Tag to your site (itʼs a script that you can place via your tag

manager or site footer). Once live, configure Matched Audiences in LinkedIn Campaign Manager.

For example, create a Website Audience for “Visited page contains /hcpportal” with a look-back

window of 90 days. LinkedIn will start accumulating matches (note LinkedInʼs user base is smaller, so

your website might need a decent amount of LinkedIn-user traffic to build an audience). You can also

upload a Contact List CSV (with emails) to create an audience – it takes time to match and requires

at least 300 matched members to be usable. If targeting specific companies (like advertising a

medical device to certain hospitals), you could create an Account List.
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Campaign: Use LinkedInʼs Campaign Manager to set up a new campaign. Choose an objective like

“Website Visits” or “Engagement” (LinkedInʼs options differ; if you have a conversion set up, you

could choose “Lead Generation” or “Website Conversions” but often traffic is fine for remarketing).

Select the Audience – youʼll find your Matched Audience under the “Audiences” section. Add that,

and also add LinkedInʼs demographic targeting as required (for pharma, add an audience filter like

Industry = Healthcare, or Job Function = Health Care, or use their “Member Traits – Healthcare

Professionals” if available) linkedin.com. This ensures compliance that only HCPs or relevant pros

see it. Keep the audience fairly tight to avoid spillover to the general public. Set the location (e.g.

United States only if itʼs a US-only drug ad). Set the ad format (probably Single Image or Carousel;

Text Ads are an option but have very low engagement typically; Message Ads could be used if you

upload a list of HCPs – but do sparingly). LinkedIn will suggest a bid – note LinkedIn ads are

expensive (CPMs and CPCs much higher than FB). Allocate budget accordingly – perhaps you use a

daily budget or a lifetime budget for a short campaign.

Ads: Create the ad content. For sponsored content, youʼll write a post (intro text, title, description,

and an image). For pharma, the intro text is a good place to put a brief ISI or at least a line like “See

Important Safety Info: \ [link]”. LinkedIn ads support 600+ characters in intro text, but only the first

~150 show before “see more”, so front-load key info. Use a compelling headline. You may want to

mention in the ad copy that itʼs intended for HCPs if relevant (e.g. “For US Oncology Healthcare

Providers: Learn about \ [Drug].”). This can deter non-HCPs from clicking if any slip through and also

clarifies the audience. Submit ads and await LinkedInʼs approval – since they manually vet pharma

ads, it might take a couple days. Ensure your LinkedIn Page (the sponsoring page) is properly set up

as well, with a professional look and maybe a note that itʼs for HCPs if needed.

Analytics: LinkedIn Campaign Manager gives metrics like impressions, clicks, CTR, and if you

installed the Insight Tag, conversion events (you can define conversions such as “submitted info” by

adding an event pixel or specifying a thank-you URL). Check the Audience Demographics report to

see breakdown of job titles or industries engaging with your ads; LinkedIn provides an interesting

view of who clicked (e.g. 30% of clicks from “Nurse” titles, 50% from “Physician” titles, etc.). This

can show if your targeting truly hit the intended segment. Given LinkedInʼs smaller scale, you might

see only a few conversions – consider them in light of high value (if one doctor writes many

prescriptions, reaching a handful might be ROI positive). Also track engagement like social actions

(reactions, comments if enabled, shares) – though many HCPs wonʼt publicly engage with pharma

ads, sometimes they do if itʼs educational. Respond to comments if appropriate (and compliant). Use

LinkedInʼs lead gen form report if you used those, to see cost per lead, etc.

Reddit Setup:

Pixel: The Reddit Pixel can be generated in the Reddit Ads dashboard. Since pharma ads are via rep,

your rep may provide the pixel code or help implement it. The pixel supports standard events (Page

Visit, Purchase, Sign Up, etc.). Place it on your site similar to others. Given Redditʼs policies, youʼll

likely use it to track overall campaign performance rather than advanced personal targeting (though

you can create retargeting audiences like “Visited Site from Reddit Ads” to do sequential messaging).
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Campaign: Most likely, your Reddit campaign will be configured by the Reddit team if itʼs managed.

But to outline, youʼd choose a campaign objective (Probably “Traffic” or “Conversions” if tracking

sign-ups). Audience targeting on Reddit can be by Subreddit (target fans of specific subreddits), by

Interests (groups of related subs), or by Custom Audiences (including pixel retargeting or uploaded

lists). For a remarketing focus, you could ask to target a Custom Audience of “Website Visitors” via

pixel. But remember, per policy, they shouldnʼt be, say, just “visited depression page” if that equates

to a sensitive health segment. Likely youʼll use broader or context targeting and only lightly use pixel

data (perhaps to exclude those who already converted). Set location (USA only for pharma). Choose

placements (Reddit has options like Feeds, Conversations).

Ads: Work with the Reddit creative specs. If using the Supporting Link Ad, prepare the additional

URLs for PI/ISI. Ensure your images are the right size (1200x628 or similar for link ads). The copy on

Reddit can be a bit longer (title up to 300 characters, and you can have body text for some formats).

The tone can be more informal as mentioned. Your rep will submit for approval and ensure it goes

live. They might also suggest pinning an organic post if needed for presence.

Analytics: Redditʼs dashboard will show impressions, clicks, and conversions (if pixel is tracking

events). Itʼs not as granular as Facebookʼs, but you can get a sense of CTR and cost per click (CPC).

Redditʼs audience tends to have lower CTRs but can be very engaged once they click. Pay attention

to comments if you left them on – you might get user questions. Have a plan to monitor those (either

replying with official answers or at least tracking sentiment). The conversion funnel from Reddit

might be slower – users often go back to discuss or research. You might measure success not just by

immediate conversions, but by increases in direct traffic or searches about your product after the

Reddit campaign (indicative of awareness lift). If possible, use a unique promo code or vanity URL for

Reddit ads to track how many users eventually took action because of Reddit exposure.

Integration and Attribution: Itʼs wise to use a holistic analytics tool (like Google Analytics or

Adobe Analytics) to see the cross-channel picture. UTM-tag all your ad URLs (with

source=google, facebook, linkedin, reddit etc.) to track site behavior by source. This can show,

for instance, that Reddit visitors spent longer reading content, or LinkedIn visitors were more

likely to bounce vs Facebook, etc. Use these insights to optimize each channelʼs approach.

Also consider attribution windows: a patient might see a Facebook ad, then later Google the

drug and convert via search. Recognize that your remarketing ads might assist conversions that

arenʼt directly credited. Set up GA4ʼs conversion paths or use attribution modeling to see these

assists.

Pixel Maintenance: Periodically audit your pixels – ensure theyʼre firing on intended pages and

not unintentionally on others (e.g. avoid pixel firing on a page that could send unwanted data).

Update your audience definitions as needed (if site structure changes, etc.). Delete audiences

that are no longer relevant to avoid accidental misuse.

By diligently setting up and monitoring your campaigns across platforms, youʼll be able to gather

valuable data and optimize performance while staying compliant. Each platformʼs tools have

nuances, but they all aim to let you measure the outcomes – so take advantage of conversion

tracking, and adjust your strategy based on what the data tells you.
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Challenges and Solutions in Pharma Remarketing

Pharmaceutical remarketing comes with a unique set of challenges. Being prepared for these

and knowing how to address them will increase your campaignʼs chances of success. Here are

some common challenges and ways to overcome them:

Challenge 1: Ad Disapprovals and Policy Enforcement – Pharma ads often get flagged or

disapproved by automated systems due to the sensitive content (drug names, health terms) or strict

rules. Itʼs not uncommon to submit an ad and have it rejected.

Solution: Donʼt panic if this happens. Review the disapproval reason. If itʼs something like

“Prohibited content: pharmaceutical,” ensure you have completed any required verification (e.g.

Google certification, Meta pre-approval). You may need to resubmit with a note or go through an

account rep to whitelist your account for pharma ads. Often, providing documentation that you are

an authorized advertiser or tweaking the ad copy to fit policy (e.g. adding “RX Only” or including the

generic name) can resolve it. Maintain a good line of communication with platform reps; they can

escalate for manual review. Always comply with fix requests – for example, Google may label an ad

“Eligible (Limited)” which is fine support.google.com, but if fully “Disapproved” you must edit it. Keep

copies of your compliance certifications on hand to quickly furnish if asked. Over time, as your

account establishes a history of compliant pharma ads, some platformsʼ trust systems might reduce

the friction.

Challenge 2: Limited Targeting Options – Because you canʼt use many of the micro-targeting

techniques (especially around health interests or behaviors), you may feel your campaigns are less

precise. For instance, you canʼt simply target “users interested in diabetes” on Facebook anymore;

and on Google, you canʼt remarket directly to “diabetes page visitors.”

Solution: Use a combination of allowed targeting to approximate precision. This could include

contextual targeting (show ads on diabetes-related content sites), broad interest groups (people

interested in “healthy living”), or lookalikes of known audiences. Leverage other data signals: for

example, time of day or device might correlate with your audience (perhaps your patient group tends

to browse health info at night on mobile; allocate budget accordingly). In HCP marketing, use

professional criteria (like specialty, geography near academic centers, etc.) to refine targeting.

Another tactic is sequential messaging: even if initial targeting is broad, you can then remarket to

engagers. For example, you start with a broad video ad to 1 million people (which is allowed since itʼs

just broadly targeted by age/location). Those who watched 50% of the video clearly have interest –

then you can remarket to that smaller subset with a follow-up ad thatʼs more specific. This two-step

filtering helps simulate precise targeting while staying within rules (the first step was broad and

compliant, the second is retargeting based on engagement, which is allowed because itʼs user

behavior on your content, not a health attribute). Itʼs a funnel approach: cast a wider net, then refine

down to serious prospects.
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Challenge 3: Small Audience Sizes – Particularly in rare disease or B2B scenarios, your remarketing

pools might be tiny (e.g. only 500 visitors in 3 months). Many ad platforms have minimum audience

sizes for effectiveness and privacy (often around 300-1000 users). A very small audience can also

lead to high frequency (same people seeing it too often) and campaign under-delivery.

Solution: Expand your audience criteria or combine segments. If each individual segment is too

small, consider grouping a few related ones. For example, if separate pages yields 200 users each,

combine them into one audience of 600 (provided it makes sense content-wise). Alternatively,

extend the time window – instead of 30-day visitors, use 90 or 180 days to accumulate more users.

You can also broaden geography (if allowed) or use lookalikes to scale up. In HCP campaigns,

sometimes the absolute numbers will be low; accept that and manage expectations (e.g. only dozens

of clicks, which might be fine if theyʼre the right people). If a platform simply cannot run the

campaign due to size (say, LinkedIn wonʼt spend because audience < 1000), you may need to find an

alternate method, like reaching those people via email or a different platform that has those

individuals (maybe a programmatic buy on a medical publisher site). Being flexible with channels is

key: if your remarketing list is too small for Google to serve display ads effectively, try using that list

on Facebook (maybe more of them are on FB) or even consider direct outreach if appropriate (for

HCPs, could your reps contact them? Itʼs not “remarketing ad” but itʼs follow-up marketing).

Challenge 4: Navigating Internal Review Delays – Pharma companies have Medical, Legal,

Regulatory (MLR) review for all marketing materials. Getting each ad and pixel plan approved can be

time-consuming. This can slow down campaign launch and optimizations (every tweak needs new

approval).

Solution: Engage your MLR team early in the planning process. Educate them on the digital

platforms if they arenʼt familiar – sometimes legal teams reject an idea out of caution, but if you show

them guidelines and how youʼll mitigate risks (e.g. “we will not use any patient data beyond whatʼs

consented, hereʼs how the pixel works…”), theyʼll be more comfortable. Prepare draft creatives well in

advance and collect all necessary references for claims. Use templates: if you have a pre-approved

set of phrases and disclaimers, build your ads from those Lego blocks to speed approval. Also, seek

modular approval – e.g. get an image approved and multiple text variations approved separately, so

you can mix and match later without re-review if composition rules allow. Additionally, some

companies do “digital scenario planning” where MLR pre-approves certain use-cases (“if

engagement X happens, we can retarget with Y message”) so that when you execute, itʼs within an

approved scenario. Communication and education are key: make MLR part of the journey rather than

an obstacle at the end.
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Challenge 5: Attribution and Long Conversion Cycles – In pharma, the ultimate “conversion” might

be a prescription filled, which is offline and may happen weeks or months after ad exposure. This

makes it hard to attribute success to your remarketing campaign. You might have low direct

conversion numbers in your dashboard, raising questions of ROI.

Solution: Embrace proxy metrics and qualitative indicators. Use intermediate conversions

(downloads, HCP inquiries, doctor locator clicks) as success measures. Consider running brand lift

surveys on platforms that offer them (Facebook Brand Lift, LinkedIn Research, etc.) to see if

awareness or favorability increased among those exposed to your ads versus not. If possible,

integrate with sales data – for example, some pharma companies use matched market tests: run

ads in one region but not another and compare prescription trends (this requires careful coordination

and enough data volume). Use tools like Google Analytics to watch overall direct traffic or search

volume for your brand terms – an increase post-campaign could suggest the remarketing ads drove

people to search or visit later (even if they didnʼt click the ad directly). Internally, set realistic KPIs

such as “Engagement Rate” or “Cost per Engaged Visitor” rather than purely cost per acquisition.

Educate stakeholders that digital ads assist the journey; combine data points to tell a story of multi-

touch impact.

Challenge 6: Ad Fatigue and User Sentiment – With sensitive health topics, users might react

negatively if they feel “followed” by an ad about their condition. It can cause distress or annoyance,

leading to negative brand sentiment.

Solution: Be very mindful of frequency and context. Cap frequency as noted, and rotate creatives

so the same ad isnʼt shown repetitively. Offer a variety of messages – some educational, some

supportive – rather than a hard sell each time. Watch engagement signals: if your ad allows reactions

or comments and you see negative feedback (“Why am I seeing this? Leave me alone!”), take that

seriously. You might need to adjust targeting or creative to be less invasive (or pull back entirely if a

segment is particularly sensitive). Provide an easy opt-out within the ad if possible (some platforms

show an info icon where users can hide that ad – ensure your targeting isnʼt so persistent that they

see it even after hiding one). Being respectful might mean sacrificing some extra impressions, but it

protects your brand. On the flip side, positive comments or high share rates indicate youʼre adding

value – lean into whatʼs working. Always prioritize the userʼs comfort: one well-placed helpful

reminder is far better than bombarding them to the point of irritation.
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Challenge 7: Technical Issues (Cookies, iOS14, etc.) – Changes like the blocking of third-party

cookies (ongoing in browsers) and Appleʼs App Tracking Transparency (which many users opt out of)

have reduced the effectiveness of pixels and tracking. Your remarketing lists might capture fewer

users than before. For example, if many users use Safari, Googleʼs or Facebookʼs pixel might not

retain them due to ITP (Intelligent Tracking Prevention).

Solution: Implement server-side tracking where possible (e.g. Metaʼs Conversions API, Googleʼs

enhanced conversions) to recover some signal loss. Also diversify your strategy: not only reliant on

cookie-based retargeting but use things like email remarketing (which isnʼt cookie-based) or

contextual approaches. Keep an eye on Googleʼs Privacy Sandbox developments – Google plans to

phase out third-party cookies and replace them with Topics API or FLEDGE for remarketing by

2024/2025. Start testing any offered alternatives (Google has an “Audience API” test for remarketing

that doesnʼt reveal individual identities). Ensure your siteʼs cookie consent is optimized – ironically,

if you make the case for benefits (like “allowing cookies helps us provide you relevant health

information”), more users might opt in. You can also consider ID-based retargeting if you have login

areas – e.g. if a user logs into a patient portal, you might retarget by a secure identifier rather than

cookie (some advanced setups can do CRM retargeting by syncing IDs to platforms, often via secure

custom audiences). In any case, accept that tracking will not be 100% – build some cushion into your

audience counts and try to use larger windows to gather those who might come back via other

means.

By anticipating these challenges and proactively addressing them, you can keep your

remarketing campaigns on track. In a regulated industry, some friction is inevitable, but each

challenge can be managed with thoughtful strategies and cross-team collaboration. The end

result is a campaign that not only performs, but does so with integrity and respect for the patient

and professional communities you serve.

Case Studies and Industry Examples

To illustrate how the above principles come together in real-world scenarios, letʼs look at a few

examples of pharmaceutical remarketing and digital campaigns (both hypothetical composites

and actual reported cases):
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Unbranded Awareness to Branded Conversion (Reddit & Facebook – Descovy PrEP Campaign):

Gilead Sciences wanted to raise awareness of HIV prevention (PrEP therapy) among at-risk young

adults. They launched an unbranded campaign on social media and Reddit. On Reddit, they created a

user profile “u/healthysexual” and ran a free-form ad posing a question “Did you know PrEP can

reduce the risk of contracting HIV?” with conversational language liveworld.com. This post felt native

to Reddit and garnered attention in forums discussing sexual health. They did not mention the

product name upfront, complying with communitiesʼ preference for information over promotion.

Users who clicked were taken to a landing page about HIV prevention options, with an option to learn

about a prescription pill (Descovy) if interested. Using the Reddit Pixel, Gilead built an audience of

those who engaged with the info. They then retargeted that group on Facebook and Instagram with a

branded Descovy ad, knowing these users had shown interest in PrEP generally. The Facebook ad

used a friendly tone (“Taking steps to protect your health can be empowering – see if PrEP is right

for you”) and included a call-to-action to “Learn About Descovy for PrEP”. The ad had the required

safety info link (“Get Important Safety Information”) and only targeted users 18+ in the US. Results:

The sequential strategy meant that by the time users saw the branded ad, they were primed with

context. This campaign reportedly achieved a high click-through on the branded ads and increased

traffic to the Descovy siteʼs doctor-finder tool. By providing education first and layering remarketing

second, they navigated platform rules (unbranded content is easier to promote widely) and improved

effectiveness.

HCP Targeting via LinkedIn (Imaginary Oncology Drug Launch): A pharma company launching a

new oncology drug for lung cancer wanted to drive oncologists to register for a webcast about the

therapy. They used LinkedIn for precision. First, they compiled a list of known oncologists from

medical conference leads and uploaded this as a Contact Targeting list (after obtaining consent

during conference sign-ups). On LinkedIn, they created a Matched Audience of “US Oncology

HCPs” – combining their contact list with a filter for Job Titles (Oncologist, Hematologist, Oncology

Nurse) to catch any others. Then they ran Sponsored Content ads that remarketed to those who

had visited their productʼs HCP website (via the Insight Tag) and any matches from the contact

list. The ad was a carousel highlighting “New Advances in NSCLC Treatment – Webinar April 10”. The

cards outlined topics and speakers, and the last card mentioned the drug name with a “See

Prescribing Info” link (fulfilling any requirement to provide PI on promotional material to HCPs). They

also sent a one-time Sponsored InMail (Message Ad) to the same audience as a follow-up reminder a

week before the event – the message was signed by a medical director inviting them personally.

Outcome: Because this was highly targeted, only ~1,000 people saw the ads, but they were the right

people – 150 oncologists registered for the webcast (a large proportion for such a niche event). The

remarketing component (targeting site visitors and prior leads) meant these HCPs were already

somewhat aware, thus more likely to convert. The LinkedIn platform ensured no general public saw

the promotion linkedin.com linkedin.com, keeping it compliant with the no-DTC-in-Europe rule (they

only targeted US in this case).
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Online Pharmacy Retargeting (Facebook) – Case from Medico Digital: An online pharmacy

(which sells various medications direct to consumers with prescriptions) utilized Facebook Ads to

boost its online sales medicodigital.com. They noticed many visitors browsed products but didnʼt

complete purchases. The agency segmentized the audience into “previous website visitors” and

“cart abandoners/interested in categories” medicodigital.com. They then ran a remarketing campaign

on Facebook focusing on those groups. Because itʼs an online pharmacy, they kept the ad content

general and value-focused: ads highlighted the pharmacyʼs broad product range and service (fast

delivery, licensed pharmacists on call) rather than specific drugs medicodigital.com

medicodigital.com. For example, one ad showed an image of a package delivery and text like “Your

health, delivered. Thousands of medications at your fingertips – we make it easy and affordable.”

This avoided mentioning any particular condition (to not reveal anything about the user) and instead

marketed the pharmacy as a convenient source. They also likely had to be LegitScript certified and

got Facebook approval to run pharmacy ads. The campaign was a success: it re-engaged those

warm prospects, and by reassuring them of the pharmacyʼs credibility and convenience, many

returned to complete their purchase. They saw a significant increase in conversion rate from those

retargeted ads, validating that a gentle reminder and emphasis on trust can convert hesitant

customers medicodigital.com medicodigital.com. The lesson was to segment by behavior

(category viewed) but advertise by highlighting service quality, not the specific product, to

remain privacy-conscious.

Animal Health B2B Remarketing (Reddit & Google): Zoetis (as in the earlier example) launched a

new veterinary injection for canine arthritis. They needed to inform veterinarians (an HCP audience)

and also engage vet techs and practice managers who frequent social media. They ran a video ad on

Reddit (targeting users in r/VetMed and r/medicine who are likely vets, and interest targeting for pet

health) with a storytelling approach of a dogʼs improved mobility liveworld.com. Since Reddit requires

manual approval, they coordinated with Reddit to ensure only verified vet professionals were

targeted (perhaps via an email list match of clinic emails – a custom approach). Simultaneously, they

used Google Ads remarketing on the Google Display Network: they placed the Google tag on their

product page for Librela (the drug) and since this was B2B (veterinarians), they could remarket (HCP

targeting exemption) support.google.com. So any user who visited the product page (likely after

reading an announcement or seeing an ad) would later see display ads on veterinary news websites

and Gmail promoting Librelaʼs benefits (“Revolutionize Osteoarthritis Pain Management in Dogs –

Learn How” with an image of a happy dog). Because the targeting was ostensibly by the behavior of

visiting an HCP product page, it didnʼt violate Googleʼs sensitive category rule (the content was

directed at professionals, not personal health of a pet owner). This combined approach meant a vet

might first hear about it on Reddit or a veterinary forum, visit the site to learn more, then be

reminded via Google display ads to sign up for a webinar or to order the product. The integrated

cross-platform remarketing helped ensure the message stuck. The campaign was considered

innovative because it tapped a non-traditional channel (Reddit) and used retargeting in a B2B

context effectively. The measured result was increased inquiries from vets – many of whom

mentioned they saw the info “multiple times” online (showing frequency across platforms played a

role).

These examples show that while pharma remarketing is challenging, creative strategies can yield

excellent results. Key takeaways from the case studies:
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Educate first, then remarket with branded content (build interest with unbranded, follow up with

product once compliant to do so).

Use platform strengths (LinkedIn for HCP precision, Reddit for community engagement, Facebook for

scale, Google for multi-channel reach).

Respect privacy and focus on service/solution more than the personal aspect (the pharmacy case).

Mix and match channels to reinforce the message, especially for professional audiences with small

numbers (the vet example).

Always include the necessary safety nets (disclaimers, targeting filters) to stay within the rules –

these campaigns succeeded because they colored within the lines even as they tried new

approaches.

Conclusion

Remarketing in the pharmaceutical industry is a delicate dance between leveraging modern

marketing techniques and adhering to some of the most stringent regulations in advertising. As

weʼve detailed in this guide, each major platform – Google, Meta, LinkedIn, and Reddit – offers

powerful ways to re-engage your audience, but each comes with its own rulebook for pharma

ads. By understanding how remarketing works on each platform and aligning those tactics with

pharma-specific best practices (like broad targeting, consent-driven data use, and careful

messaging), you can craft campaigns that are both effective and compliant.

A successful pharma remarketing campaign, whether aimed at patients or healthcare

professionals, will be rooted in privacy, relevance, and value:

Privacy – honoring patient confidentiality and choices (no creepy targeting, no misuse of health

data) medicaladvertising.ca emarketer.com.

Relevance – delivering information that is genuinely useful to the audienceʼs stage in the health

journey (educational content, treatment options, support resources), rather than generic ads.

Value – adding value with each touchpoint, be it by providing new insights, hope, convenience, or

support, and doing so in an empathetic tone.

Itʼs also critical to remain agile and updated. The regulatory landscape is evolving (as seen with

Metaʼs 2025 changes limiting health ad targeting emarketer.com emarketer.com), and

technology shifts like cookie restrictions will continue to change how we do remarketing. Pharma

marketers should keep a close eye on platform policy updates, legal guidance (FDA, HHS, GDPR

rulings), and industry best practices. Establishing a close working relationship with compliance

teams and platform representatives will help navigate these shifts.

In conclusion, while running remarketing campaigns in pharma requires more planning and

precaution than in other industries, it is by no means impossible. With robust audience
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segmentation strategies, strong adherence to regulatory compliance, creative yet careful

messaging, and intelligent use of each platformʼs tools, pharma companies can successfully re-

engage their audiences to drive better health outcomes and business results. The process

may be complex, but when done right, it respects the patientʼs privacy, upholds public trust, and

ultimately connects the right people with potentially life-changing information and therapies.

By following the guidelines and examples outlined in this report, pharmaceutical marketers can

confidently leverage remarketing – transforming interested browsers into informed patients or

engaged healthcare providers, all while staying firmly on the side of ethical and legal integrity. In

the world of pharma, trust and credibility are paramount, and your remarketing efforts,

executed with care, can reinforce both while achieving your campaign goals.
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IntuitionLabs - Industry Leadership & Services

North America's #1 AI Software Development Firm for Pharmaceutical & Biotech: IntuitionLabs

leads the US market in custom AI software development and pharma implementations with proven

results across public biotech and pharmaceutical companies.

Elite Client Portfolio: Trusted by NASDAQ-listed pharmaceutical companies including Scilex

Holding Company (SCLX) and leading CROs across North America.

Regulatory Excellence: Only US AI consultancy with comprehensive FDA, EMA, and 21 CFR Part 11

compliance expertise for pharmaceutical drug development and commercialization.

Founder Excellence: Led by Adrien Laurent, San Francisco Bay Area-based AI expert with 20+ years

in software development, multiple successful exits, and patent holder. Recognized as one of the top

AI experts in the USA.

Custom AI Software Development: Build tailored pharmaceutical AI applications, custom CRMs,

chatbots, and ERP systems with advanced analytics and regulatory compliance capabilities.

Private AI Infrastructure: Secure air-gapped AI deployments, on-premise LLM hosting, and private

cloud AI infrastructure for pharmaceutical companies requiring data isolation and compliance.

Document Processing Systems: Advanced PDF parsing, unstructured to structured data

conversion, automated document analysis, and intelligent data extraction from clinical and regulatory

documents.

Custom CRM Development: Build tailored pharmaceutical CRM solutions, Veeva integrations, and

custom field force applications with advanced analytics and reporting capabilities.

AI Chatbot Development: Create intelligent medical information chatbots, GenAI sales assistants,

and automated customer service solutions for pharma companies.

Custom ERP Development: Design and develop pharmaceutical-specific ERP systems, inventory

management solutions, and regulatory compliance platforms.

Big Data & Analytics: Large-scale data processing, predictive modeling, clinical trial analytics, and

real-time pharmaceutical market intelligence systems.

Dashboard & Visualization: Interactive business intelligence dashboards, real-time KPI monitoring,

and custom data visualization solutions for pharmaceutical insights.

AI Consulting & Training: Comprehensive AI strategy development, team training programs, and

implementation guidance for pharmaceutical organizations adopting AI technologies.

Contact founder Adrien Laurent and team at https://intuitionlabs.ai/contact for a consultation.
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DISCLAIMER

The information contained in this document is provided for educational and informational purposes only.

We make no representations or warranties of any kind, express or implied, about the completeness,

accuracy, reliability, suitability, or availability of the information contained herein.

Any reliance you place on such information is strictly at your own risk. In no event will IntuitionLabs.ai or

its representatives be liable for any loss or damage including without limitation, indirect or consequential

loss or damage, or any loss or damage whatsoever arising from the use of information presented in this

document.

This document may contain content generated with the assistance of artificial intelligence technologies.

AI-generated content may contain errors, omissions, or inaccuracies. Readers are advised to

independently verify any critical information before acting upon it.

All product names, logos, brands, trademarks, and registered trademarks mentioned in this document are

the property of their respective owners. All company, product, and service names used in this document

are for identification purposes only. Use of these names, logos, trademarks, and brands does not imply

endorsement by the respective trademark holders.

IntuitionLabs.ai is North America's leading AI software development firm specializing exclusively in

pharmaceutical and biotech companies. As the premier US-based AI software development company for

drug development and commercialization, we deliver cutting-edge custom AI applications, private LLM

infrastructure, document processing systems, custom CRM/ERP development, and regulatory compliance

software. Founded in 2023 by Adrien Laurent, a top AI expert and multiple-exit founder with 20 years of

software development experience and patent holder, based in the San Francisco Bay Area.

This document does not constitute professional or legal advice. For specific guidance related to your

business needs, please consult with appropriate qualified professionals.

© 2025 IntuitionLabs.ai. All rights reserved.
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