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Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 

A Journey Challenge: Entyvio is a biologic indicated for Crohn’s Disease 
and Ulcerative Colitis and is typically prescribed for moderate to severe 
sufferers who have failed on more conservative therapies. Therefore, 
these sufferers are bio-naïve in that they have no experience with biologic 
treatments and have failed on conventional therapies. However, they are 
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NOT condition-naïve. In fact, they are quite familiar with their condition 
and how it impacts their life. 
 
Our Strategic Response: Hyper-focus on the point in the patient 
journey when they’ll be most receptive to a new treatment approach – 
shift the focus from initial diagnosis to their first treatment failure. 
 
Key Insight: Patients who register in Entyvio Connect are more likely to 
go on treatment; registrations are therefore a strong leading indicator of 
patient success. 
 
Creating Better Data: Existing datasets based on Dx codes were 
insufficient, as they reached patients across the spectrum from first 
diagnosis to remission, so we created new datasets that utilized 
behavioral signals, indicating failure or dissatisfaction with their 
treatment.  
 

 Display Search Social 

Average Monthly 
Registrations 

+140% +80% +113% 

Cost per 
Registration 

-94% -47% -55% 

 
 

Consumer Insight  
The patient is bio-naïve, NOT condition-naïve. Identify and intercept them 
at the point of failure with conventional therapies. 

 
MARKETING CHALLENGE 
 

Entyvio is a biologic indicated for Crohn’s Disease and Ulcerative Colitis, 
and is typically prescribed for moderate to severe sufferers who have 
failed on more conservative therapies. As such, the patient group is a 
small subset of the broader “diagnosed” population. Outspent 
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dramatically by the likes of Humira and Xeljanz, Entyvio had to find a 
better way to invest their limited resources. We had to find a way to 
reach the patient with the highest propensity to convert. We had to 
hyper-focus on this patient and, in doing so, abandon the “shotgun” 
approach that mere condition targeting offers. 

 
METHODOLOGY  
 

Pathway conducted extensive research into the patient journey. In 
cooperation with our creative partner, BBDO, we identified key 
inflection points along the journey that were indicative of treatment 
failure and/or treatment dissatisfaction. With these inflection points in 
mind, we mapped them to media touchpoints with a careful eye on 
nuances that differentiated them from the broader diagnosed 
population. These inflection points were then mapped to data signals 
that could be used to create targeting datasets. Pathway also built a 
detailed patient persona that gave us insight into their relationship with 
their condition, how their condition impacted their lifestyle, their 
relationship with their physician, etc.  
 
These were patients who were diagnosed with Ulcerative Colitis or 
Crohn’s Disease and “bio-naïve”, which means they were not treated 
with a biologic. Almost universally, these were moderate to severe 
sufferers who have been diagnosed for some time and experienced 
failure on more conservative treatments. In terms of their condition, 
research showed they’re well informed, knowledgeable and take an 
active role in their treatment. In short, they’re well educated when it 
comes to their condition, they know what doesn’t work and are on a 
quest to find a better solution. 
 
The campaign’s primary objective was to increase registrations in the 
Entyvio Connect program, which offers Ulcerative Colitis and Crohn’s 
Disease patients an assortment of resources such as financial 
assistance, nurse support, FAQs, etc. Given the long lead time between 
the ad exposure that generated interest in Entyvio and the start of 
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treatment, Pathway needed a “leading indicator” to measure and 
optimize short term business impact. After a thorough analysis, it was 
determined that Entyvio Connect registration was ideal for this purpose, 
as it’s highly predictive of ultimately starting treatment.  
 
As noted, the patient that is most likely to convert to Entyvio is no 
stranger to their condition. They’ve been living with it for a while, are 
not looking for the basics, but for an advanced treatment option. This 
led us to our strategic insight: The target is bio-naïve, NOT condition 
naïve. The obvious activation of this insight is to hyper-focus on the 
point in the patient journey when they’ll be most receptive to a new 
treatment approach – shift the focus from initial diagnosis to their first 
treatment failure. 

 
CREATIVE EXECUTION 
 

Existing datasets based on Dx codes were insufficient. There were ample 
options available that would allow targeting of patients diagnosed with UC 
or Crohn’s, but these were far too broad. We could not, for example, 
delineate between newly diagnosed or controlled patients. Contextual 
targeting options, too, were only broadly available. Our media solution 
was to create new datasets that combined various behavioral signals 
indicative of treatment failure or dissatisfaction. These new datasets were 
then utilized to drive programmatic display and video. We also revamped 
the search strategy, restructuring keywords and match types to eliminate 
“early journey” exposure to double-down on treatment related terms. 
Finally, Pathway implemented refined contextual placements with 
endemic partners to sharpen the focus on the bio-naïve target, often 
creating never-before offered condition center rotations. 

 
BUSINESS RESULTS/LESSONS LEARNED  
 

The new targeting strategy was executed across search, social and digital 
display.  Entyvio Connect registrations were tracked by the referring 
sources. For the six-month period after implementing this strategy 
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compared to the six months prior to implementation, the following 
aggregate results were observed:   

 
Average Monthly Registrations 
• Display: +140% 
• Search: +80% 
• Social: +113% 

 
Cost Per Registration 
• Display: -94% 
• Search: -47% 
• Social: -55% 

 


