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Excellence For Pharma & Healthcare

Comms That Add Real Value To Patients • Break Down Complex Issues For Clear, Transparent Communication Which Increases
Trust • Digital & Social Media Communications Which Cuts Through • Outline Corporate Purpose & Evidence Action • Justify The
Value Of Pharma During Economic Pressures
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7 Perspectives From
Around Europe

Sanoﬁ

(Previous Pharma Social
Media Attendee)

Sandoz

+44 (0) 20 3479 2299

1

Protect Reputation, Reframe The
Narrative: Create authentic comms approaches to

2

Improve Public Trust & Combat Harmful
Misinformation: From fake news to active

3

Communicating The Complexities
Of Pricing & Market Access During
Economic Downturn: How can we

Moderna

Helen McDowell
Head of Government Aﬀairs &
Global Public Health

“Great insights and networking”
Paul Robinson
European Lead, Patient
Innovation
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A One-Day, Industry-Led Conference & Networking Event, Central London, 8th

www.thepharmaconference.com

capture the pandemic momentum and enhance
company reputation

mistrust of big pharma, comms methods to increase
transparency and trust

New

communicate value instead of price to minimise
reputational damage and unlock ongoing stakeholder
investment?

4

Interactive, Two-Way Patient
Comms: Action patient feedback to

5

Advance Digital & Social Media
Comms! From new channels to engaging

6

New Corporate Purpose & Impact:

7

Winning Internal Communications:

8

Government, Policy & Media
Relations: stay abreast of ongoing

Pioneering
Approaches

improve ongoing communications and services
Cutting
Edge

content, cut through and achieve tangible reach with
key stakeholders

Outline and promote company ESG goals and
beneﬁts for healthcare initiatives to boost
internal and external reputation

Fresh
For
2022

Increase internal advocacy and strong company
cultures with purpose with savvy comms which cater
to all colleagues – wherever they work!
Key
Learnings

healthcare developments and carry forward the
collaborative momentum from COVID to maintain
relationships

FRESH FOR 2022!

• 3 Years Of Industry-Leading Insights &
Networking Opportunities
• Brand New Speaker Line-Up! Including
Moderna, Merck, Teva & Many More
• 4 Interactive Panels
- Reputational Challenges & Opportunities
NEW
- Digital Comms & Social Media
- Patient Engagement
Business
Critical
- Government Relations & Policy

• Dedicated Peer
In
Sharing & Networking Person
• 4 Facilitated Peer Discussion
Breakouts
- A New Treatments & Innovations
- B Vaccines
- C Crisis Response
- D Diversity & Inclusion

Organised By:

28

Pharma & Healthcare Comms Leaders Delve Into Their Knowledge Around Driving Progressive Treatments & Organisational Agendas, Spotlighting Value
& Sustainable Health Outcomes & Societal Wellbeing, Boosting Reputation, Deepening Stakeholder Ties & Championing Innovation & Patient Centricity

08.30 Registration, Informal Networking & GIC Opening Remarks
Cheryl Pitcher
Head, Corporate Communications

AbbVie
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09.10 Morning Co-Chairs’ Opening Remarks

Bernard Mallee
Director of Communications &
Advocacy

REACH &
IMPACT

Justyna Joanna Konczalska
Head of Communications & External
Engagement, Germany

Sandoz

Adam Davison
Director of Global Policy & Communications

Babylon

SUSTAINABLE PERFORMANCE & IMPACT IN
HEALTHCARE

10.00 Perceptions Around Pricing: The Ongoing Battle
To Communicate Complexity To Manage
Multiple Stakeholder Backlash Around
Pharmaceutical Product Pricing, Prove Value &
Mitigate Reputational Damage

NEW FOR
2022

• There are no quick, cheap wins in drug development! So how can we best clearly
communicate the science and production complexities to justify price – and translate that
to the public, patients, media, government, HCPs and payers?
• When pharma is having to make diﬃcult decisions to achieve aﬀordability and market
access – how can we clearly convey the negative impact this has on healthcare innovation?
• Are there strategies that actually land well with the public and media to prevent the
proﬁteering narrative from resurfacing and impeding traction with politicians and other
key stakeholders?

11.50 Delivering On A Clear Corporate Purpose To
Deepen Impact For Stakeholders, Contribute To
Business Resilience & Strengthen Sector

• Health is wealth… how can we increase pharmaceutical industry-stakeholder
collaboration to advance global access to healthcare and address future health challenges?
• As health inequities enter the spotlight on global, regional and local levels, what should we
do and how should we join the conversation to evidence pharma’s positive impact and
tangible advances?
• With governmental measures around social value and the UN Sustainable Development
Goals, how do we engage in a constructive dialogue with investors and incorporate ESG
into pharma performance narratives?

11.50 France Bourgouin

Director, Global Sustainability

10.20 Bonus Session; Reserved For Exclusive Conference Partner
10.50 Morning Refreshment Break With Informal Networking

PATIENT ENGAGEMENT
11.20 Strategic, Engaging & Interactive Patient
Communications Which Build Trust, Bolster
Long-Term Relationships & Provide Holistic,
Meaningful Support At Every Stage Of The
Patient Journey

LEO Pharma
12.05 Véronique Toully

Q&A

• Go beyond one-oﬀ campaigns for sustained engagement with patient communities that
increase trust, provide accurate information and truly add value to the patient-pharma
interaction to encourage further contact
• With healthcare systems under strain, waiting times up and critical treatments
overshadowed by COVID, how can we communicate with patients to mitigate frustrations
and minimise healthcare inequality in the face of ongoing challenges?
• Seize every opportunity to close the loop and draw meaningful insights from patient
journeys and communications to further improve patient resources and services
• In the room where it happens… how can you leverage communications to ensure that
patients have a seat at the table?

Vice President & Global Head of
Sustainability

UCB

12.20 Discussion: Q&A with France & Véronique

CASE STUDY: HEALTH DATA & ETHICS

12.30 Ethical Handling Of Health Data: How To Create
Trust Through Establishing & Communicating Ethical
Principles
Jean Enno Charton
Director Digital Ethics & Bioethics

Merck

Clara Bentham
Head of Communications

Sanoﬁ UK & Ireland

12.50 Morning Co-Chairs’ Closing Remarks

Marlène Elisabeth Spielmann
Associate Director, Patient Advocacy,
EMEA

13.00 Lunch For Delegates, Speakers & Partners

Novocure

Stephen Head
Senior Director, Patient Partnerships

Astellas Pharma Europe

Q&A
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• We’re in a changing world! To what extent do healthcare budget squeezes, swinging political
aﬃliations, volatile supply chains, new governments and wider worldwide events shape the
overall perception of the industry – and how can we positively inﬂuence that?
• Safeguard against proﬁteering ﬁnger-pointing: enhance your voice and presence on key
societal and welfare issues to continue to justify the investment in healthcare and be seen
as critical partners to public health
• All tarred with the same brush? Cultivate a strong company presence to break away from a
single industry perception when there is a negative incident or crisis elsewhere in the sector
• When many elements of the pharma industry are built on commercial sensitivity and
intellectual property, how can we balance holding our cards close to our chest with an
openness and transparency that consumers have come to expect from business?
• Reputation stagnation: explore opportunities to reframe the sector and shift certain
lingering prejudices from the last 20 years

James Read
Director - Animal Health Policy &
Comms Lead UK

Darcy Bowman
Director, Public Aﬀairs

THE IMPACT OF PRICING ON PHARMA’S REPUTATION

• COVID isn’t the only epidemic at our gates… how can pharma mitigate the impact of fake
news online to create space for trusted, medically-sound information sharing?
• Are there better approaches for pharma and healthcare authorities to work with media
to combat the spread of misleading coverage or wilful disinformation and build trust?
• Can we better harness the positivity of pharma’s role in the pandemic to further develop
a strong, receptive public health environment for new treatments and innovation in
other therapy areas?
• From obesity to mental health to anti-microbial resistance, how can pharma achieve
cut-through with the public while shining a light on preventative healthcare to improve
wellbeing and patient outcomes?
• Public trust is going to be paramount to future innovations and successfully leveraging
healthcare data – so how can we lay the groundwork with our comms to increase
transparency and secure buy in?

09.30 Seize Comms Opportunities To Reframe The
Narrative & Boost Company Reputation
Across Key Pharma Stakeholders Within The
Lens Of A Rapidly-Changing World

Helen McDowell
Head of Government Aﬀairs & Global
Public Health

MSD

Teva Pharmaceuticals
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PUBLIC PERCEPTION, EDUCATION & MISINFORMATION

REPUTATIONAL CHALLENGES & OPPORTUNITIES

Paul Robinson
European Lead, Patient Innovation

ViiV Healthcare

IPHA

09.10 How Can Pharma Shake Oﬀ The Cloud Of
Negativity & Misinformation To Increase
Transparency & Trust With The Public & Be
Perceived As A Credible Information Source?

Fiona Cohen
Head of Corporate Reputation for
Europe

13.30 Informal Peer-To-Peer Discussions
a)

New Treatments & Innovations
Hayley Wood
Head of Public & Media Relations,
Corporate Communications

Bayer

Peer-ToPeer

Public Perception & Narratives • Reputation Management • Aﬀordability & Reimbursement Post-Pandemic • Patient Engagement • Sustainable Health Agendas
& Corporate Purpose • Digital & Social Media • Value & Stakeholder Cut-Through • Government Relations & Policy • Internal Communications
b)

• Create strong digital communications strategies which keep pace with the latest public
trends, tech and algorithm updates to ensure that your messages are relevant,
impactful, compliant and in line with the brand
• In a noisy, crowded digital landscape, how can you best manage multi-channel comms
capacities to optimise resources and develop strong, online presences on key platforms
• From education to support, what role can social media play in improving the health and
wellbeing of the public and raise awareness and reputational standing for pharma?

Vaccines
Luke Mircea-Willats
Director, Media Relations &
Communications, International

Moderna
c)

Liselle Mulcaire
Global Head, Medical Omnichannel
Engagement

Diversity & Inclusion
Jill Pearcy
Director, Reputation

Alicia Custis
Associate Director Of Communications

Fiona Cohen
Head of Corporate Reputation for
Europe

Teva Pharmaceuticals

16.30 Strategic Communications Approaches To Create
Compelling, Convincing Cases Which Win Over
Key Stakeholders

Sanoﬁ
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• Employ the best digital and social media channels for your comms mission to engage
audiences creatively, create compelling narratives and achieve the results you want

Q&A

• Harness the “whatever it takes” pandemic spirit and the collaboration between
government and healthcare organisations to see us through the current “the coﬀers are
empty” stage… how can we improve relations to protect future investments?
• Change on a massive scale: with upcoming changes in market access across Europe, how
can we prepare ourselves and communicate clearly throughout this new process to
increase understanding around value added
• Partner with other industry stakeholders and carry your voice to government and media
to highlight the boost in jobs and healthcare that can result from investment and
protection of innovation in the sector
• Beyond COVID… there are inﬁnite other health conditions which need a spotlight, so how
can we better communicate with the Government around health?

Matthijs Van Meerveld
Head of Global Public Aﬀairs, Breast
Cancer

ABPI

l

15.00 From “In It Together” To Economic Squeezes, How
Can We Create Clear Communications Between
Pharma, Healthcare Organisations & Government
To Build Back Better Post-COVID & Secure
Long-Term Engagement

ne

Elliot Dunster
Executive Director, Corporate Aﬀairs &
Devolved Nations

14.30 Drive Digital Communications & Social Media
Strategies Forwards For Pharma & Healthcare
Organisations With New Channels & Engaging &
Informative Content To Increase Cut-Through
With Key Stakeholders

COMMUNICATING VALUE & STAKEHOLDER CUT-THROUGH

Elliot Dunster
Executive Director, Corporate Aﬀairs &
Devolved Nations
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The pharmaceutical industry is leading the movement to tackle anti-microbial resistance.
With growing recognition of this great global health challenge, drug resistant bacteria are
developing faster than new antibiotics can reach the market. The campaign targets
increasing awareness of AMR among patients and public, ﬁnding solutions, and driving a
political movement – with the ABPI working alongside patient groups and charities on a
wide-scale digital push.

DIGITAL COMMUNICATIONS & SOCIAL MEDIA
EVOLUTION

Moderna

GOVERNMENT RELATIONS & POLICY SPOTLIGHT

Amgen

14.10 How Is The Industry’s Social & Digital Campaigning
Helping To Tackle The Large & Looming Issue Of
Antibiotic Resistance?

16.00 Afternoon Refreshment Break With Informal Networking

ABPI

Anna Schmelcher
Director Corporate Aﬀairs (Europe, Latin
America, Middle East, Africa & Canada)

CASE STUDY: ANTI-MICROBIAL RESISTANCE –
DIGITAL & SOCIAL MEDIA CAMPAIGN

15.30 Bonus Session; Reserved For Exclusive Conference Partner

Luke Mircea-Willats
Director, Media Relations &
Communications, International
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14.00 Afternoon Co-Chairs’ Opening Remarks

Biogen

Bayer

Pennine Care NHS
Foundation Trust

Anne-Claire Poinas
Director Global Market Access & Public
Aﬀairs

Norgine

Anita Ralli
Associate Director of Government
Aﬀairs

Gilead Sciences

Klark Mullen
Associate Director, Therapeutic Area
Government Aﬀairs

Alessandro Tempra
Head of Public Policy & Government
Aﬀairs Europe, Canada, Partner Markets

Hayley Wood
Head of Public & Media Relations,
Corporate Communications

Crisis Response

Spire Healthcare Group
plc

Astellas Europe plc

Novartis

ABPI
d)

Paul Lehmann
Corporate Aﬀairs Director

DRIVE
PROGRESS

• With the price squeeze from inﬂation and supply challenges, as well as hard
negotiations with buyers and governmental measures such as clawback taxes,
how can pharmaceuticals drive towards win-win outcomes?
• With incoming legislation on equity and reach, what comms approaches actually
resonate with key stakeholders to demystify market access, the cost of innovation and
switch the narrative from “price” to “value added”
• Build the business case for better: how can you convince stakeholders of the importance
of investing in future health outcomes now instead of short-term mindsets driven by
economic pressures
• How can pharma best harness genuine patient advocacy around ground-breaking
innovations in genomics, rare diseases, oncology, dementia and more to cut through to
decision-makers?

INTERNAL COMMUNICATIONS & BUY-IN
16.50 Strategic Approaches For Strong, Impactful
Internal Communications Which Win Over
Internal Colleagues, Build Pride & Advocacy &
Cultivate Resilient, Engaged Workforce Cultures

CUTTHROUGH

• Build pride in what we do! Share success stories internally to increase employee
connection to the company purpose and help everyone feel a sense of shared ownership
and advocacy
• As the digital workplace and available channels have exploded, how can we be mindful of
information overload and digital fatigue in our communications?
• On the pulse! Dial up surveys and feedback to be mindful of what colleagues really want from
their company and own careers, and anticipate and tackle challenges in hybrid workspaces
• Evidence the impact of comms on strategic goals to raise the internal proﬁle of
communications internally with leadership and ongoing secure investment and backing

Justyna Joanna Konczalska
Head of Communications & External
Engagement, Germany

Sandoz

17.10 Afternoon Co-Chairs’ Closing Remarks & Oﬃcial Close Of
Conference

REGISTRATION FORM

4 Easy Ways To Register

Brochure Code:

08.11.22

Online @ www.thepharmaconference.com

COMMS & REPUTATION

Central London, 8th November 2022

www.thepharmaconference.com

Phone +44 (0) 20 3479 2299

ATTENDEE DETAILS:

Post this booking form to Global Insight Conferences, 5-11
Lavington Street, London, SE1 0NZ

Forename (Mr/Ms/Mrs/Miss/Dr)
Surname

(Brochure code, email, advert etc)

Email bookings@www.thepharmaconference.com

Job Title

Accounts Department:

Company Name

Contact Name

Tel

Tel

Email

Head of Department Contact Name

Fax

Head of Department Email

Address

Booking Contact Name

Ticket Price

Standard Rate

£599 +VAT

Inhouse Brand

Please complete in capitals. Photocopy for multiple bookings.
How did you hear about the conference?

£999 +VAT

Group Of 4 (Inhouse
Brand Only)

£1,797 +VAT

Exhibition Stand & 2
Delegate Places

£2,999 +VAT

Booking Contact Email

Country

*
Save £599

PAYMENT OPTIONS: Please choose one of the payment options below:

1

Credit Card/Debit Card
Visa

Mastercard

Maestro

AmEx

2

Group Discounts: : 4 delegates for the price of 3. Or send 3 and get
your third place half price! (This applies to inhouse practitioners only,
not agencies and suppliers and cannot be used in conjunction with any
other discounts, including earlybird oﬀers.)

4
FOR
3

• Speaker notes available to download one week after the conference, subject to speaker disclosure.
• Only one discount can be used per registration.
• Please note VAT will be charged at 20%. All BACS/invoice registrations are subject to a £24.90 booking
fee and all credit cards payments are subject to a 4% booking fee.
Programme Alterations: Conferences are organised many months in advance of the conference
itself and sometimes we may need to make substitutions, alterations or cancellations of the speakers
and/or topics. Whilst we make every eﬀort to ﬁnd a direct replacement if a speaker cancels,
sometimes this is not always possible within the timeframes we are given. Any substitutions or
alterations will be regularly updated on the conference website.

Can You Help Pharma & Healthcare
Communications Achieve Greater
Impact?

3

2
1

4

5
08.11.22

6

7

SOLD

8
9

Advances

PHARMA & HEALTHCARE

COMMS & REPUTATION

www.thepharmaconference.com

10

For more information on how
to get involved, please call
+44 (0)20 3479 2299 or email

partner@thepharmaconference.com

Book An Exhibition Stand +
2 Delegate Places Now For
Only £2,499

SAVE £500

Organised By:

Bank Transfer
Bank transfer details will be provided in your invoice.

Card No.

SOLD

Email

Booking Contact Tel
Postcode

Agency/Supplier/All
Other Companies Rate

Advances

PHARMA & HEALTHCARE

A One-Day, Practitioner-Led Conference & Networking Event,

(UK VAT is chargeable for all attending companies, regardless of country of origin.
All bank transfer charges must be carried by the company sending payment).

3

Exact name on card
Valid From

Enclosed

Please make cheques payable to Global Insight Conferences Ltd

Expiry Date

4

Security Code
Signature

Cheque
Invoice

PO Number:

Please include your PO Number if applicable, otherwise this may delay your booking.

Date

Card Billing Address (if different to above)

TERMS & CONDITIONS
Payment Procedure: Payment is due on submission of your booking please note that all BACS/invoice registrations are subject to a £24.90 booking fee and all credit cards payments are subject to a 4% booking fee. All orders placed on our
online booking pages, by email, on the brochure’s booking form or over the telephone will all be followed up with an oﬃcial booking conﬁrmation email. All such orders are legally-binding and carry a 100% liability immediately after receipt of
order. Full payment is a requirement of entry into the event and you will be asked to guarantee your payment with a credit card to enter the conference rooms if you have not paid before the date of the conference. Should you fail to pay an
invoice or do not attend the conference, you still remain liable for the sums due. Global Insight Conferences Ltd reserves the right to decline any booking and make any alteration to the speaker panel, programme, date and venue. Global Insight
Conferences accepts no liability for the content of presentations or papers. UK VAT is still chargeable on foreign companies attending conferences in the UK and must be paid at the prevailing rate on UK events. All bank and transfer fees must
be covered by the company attending the conference. Please note that all calls are recorded for training and monitoring purposes. Cancellation Process: Cancellations received in writing on or after 40 working days before the conference date
cannot be refunded and full payment is still due, although a replacement delegate will always be welcome. This is due to the way in which we are charged by our suppliers as during this ﬁnal month, the costs have already been incurred by the
organisers. Refunds will not be available for postponements or cancellations or virtualisation and payment is still due and we reserve the right to make the event virtual or live depending on the circumstances at the time. Refunds will not be
available for postponements, cancellations, virtualisation or a change to a live conference from virtual and payment is still due. All bookings shall be automatically transferred and refunds cannot be given for such changes. Cancellations
received in writing at least 40 working days before the conference date will receive a full refund, minus an administration charge of £149 +VAT per ticket. If payment has not yet been made and cancellations are received in writing at least 40
working days before the conference date, the £149 +VAT per ticket administration charge is still due. By booking onto the conference, you warrant that you are authorised by your organisation to commit to the booking and pay all agreed costs.
Global Insight Conferences Ltd cannot reimburse any travel, accommodation or other expenses under any circumstances. Global Insight Conferences Ltd will assume no liability in the event that this conference is cancelled, rescheduled,
virtualised or postponed due to a fortuitous event, Act of God, unforeseen occurrence, a Force Majeure event, other major disruption or any other event that renders performance of this conference inadvisable, impracticable, illegal or
impossible. For purposes of this clause a Force Majeure event shall include, but shall not be limited to: civil disorder; pandemics, endemics, disaster; an Act of God; war or apparent act of war; government restrictions and/or regulations;
terrorism or apparent act of terrorism; disturbance and/ riots; strike, ﬁre, curtailment, suspension and/ or restriction on transportation facilities/means of transportation; or any other emergency. Global Insight Conferences Ltd reserves the
right to alter the venue for the conference due to a Force Majeure event or other major disruption or if Global Insight Conferences Ltd, deems it necessary to do so. If Global Insight Conferences Ltd postpones an event, the fee will be credited
towards the rescheduled date or another conference and all outstanding invoices must still be paid in full. If GIC cancels an event, the fee will be credited towards another industry-related event within the next 12 months. This credit will be
available for up to 12 months from the original conference date. Refunds will not be available for postponements or cancellations or virtualisation and payment is still due. If you wish to cancel a ticket on an event that has been postponed, the
cancellation terms outlined above still stand, but in relation to the original date. Please note all exhibitors, sponsors and event partners should refer to their signed contract for more information on their terms and conditions. Date & Venue:
Central London, 8th November 2022. Please note that accommodation and transport fees are not included in the registration fee. Global Insight Conferences Ltd cannot reimburse any travel, accommodation or other expenses under any
circumstances. Special Dietary, Access Or Speciality Requirements: We make every eﬀort to ensure that all delegates are able to participate fully, but please do let us know if you have any access, dietary (other than vegetarian) or any other
particular requirements. Speaker & Programme Changes: Sometimes speakers are unable to attend for personal or business reasons and whilst we make every eﬀort to ﬁnd a direct replacement, occasionally this is not possible within the
timeframes we are given. GIC reserves the right to alter or modify the advertised speakers and/or topics if necessary. Any substitutions or alterations will be regularly updated at www.thepharmaconference.com. Data Protection: The
delegate names, organisations and occasionally job titles will be shared with other attendees of the event for the purpose of facilitating networking only. Should you not wish your information to be shared in this way, please email:
database@globalinsightconferences.com or write to Data Protection Oﬃcer, Global Insight Conferences, 5-11 Lavington Street, London, SE1 0NZ. When you register for the conference, GIC will provide you with information relating to your
booking and other GIC related products or services via email, direct mail, fax or telephone. Should you wish to discontinue this service at any time please write to the Marketing Director at the address above or please email database@globalinsightconferences.com. Admittance: We reserve the right to eject you without any prior notice or refund if your behaviour is disruptive, oﬀensive, dangerous or illegal. Distribution of unauthorised materials and audio/visual recordings are not
allowed without prior consent. GIC is not liable for damage to or loss of personal belongings at the conference venue and accepts no liability for the content of the papers and presentations given. Please note that photographs, video and audio
footage, which may include speakers and delegates, may be taken at the event and used in future marketing material.

Book 4 Delegates For The Price Of 3 @www.thepharmaconference.com

