
 

NEXIUM: CONNECTING TO PATIENTS  
THROUGH A BRANDED SOCIAL COMMUNITY

THE BUSINESS PROBLEM

PROGRAM INSIGHT

Millions of women live with Gastroesophageal Reflux Disorder (GERD), but until 
recently there was no outlet where patients could discuss their experiences or get 
information tailored to their unique gastrointestinal needs.  

AstraZeneca granted licenses to certain companies that would allow them, subject 
to regulatory approval, to market a generic version of NEXIUM in advance of the 
expiry of AstraZeneca’s NEXIUM patents. As a result, the market could see ad-
ditional entrants of products and NEXIUM patients would have multiple treatment 
options.  

In four months, AstraZeneca opened new communication channels with direct 
patient engagement in a native social channel. To date, NEXIUM’s messages of 
inspiration, support and laughter have touched millions of patients.

Our strategic planning included three components: an analysis of business 
goals, user demand and brand assets. 

AstraZeneca’s brand name NEXIUM was its greatest asset – widely recog-
nizable and beloved by millions. A diversified team of experts was brought 
together to analyze the online patient landscape and surface insights and op-
portunities. Facebook provided a great opportunity to reach our most qualified 
audiences and foster a sense of community. 

Traditional marketing channels – print, TV – helped build this brand. But the 
messages in these mediums were one-way and transactional: “talk to your doc-
tor about NEXIUM.” In today’s fragmented media environment, this strategy did 
little to encourage, reward or activate brand loyalists. 

Social media became the solution that could support the legacy brand in this 
modern patient landscape. Measured through social media engagement, As-
traZeneca’s goal was to extend the brand’s relationship with NEXIUM loyalists 
outside of the doctor’s office or pharmacy.



 

This branded community had to service the demand from our loyalists. They 
were having conversations online about their experiences with GERD – discuss-
ing frustrations over symptoms, limited food choices and insurance coverage. 
To bring them together, our content strategy positioned the brand as a peer, 
instead of as a therapeutic authority. We wanted to provide a safe place for 
women with GERD to laugh, cry, vent and share in a way that was unique to 
their patient experience. 

Ultimately this engagement and the deepening of the patient relationship with 
the brand would reinforce patient choice in prescription brand NEXIUM. 

At the onset of our strategic planning process, we scanned online conversations 
to get a sense of what GERD sufferers and NEXIUM loyalists had to say. This 
online conversation analysis revealed an underserved patient community and 
a statistically significant gender gap between patients who were on NEXIUM 
versus patients who were talking about the drug and the disease. More women 
than men were having these conversations discussing the management of their 
health, their spouse’s or their parents’. The therapeutic landscape for GERD 
online was not hopeful or empowering. It also did not provide any resources or 
communities to support and highlight the importance of women’s unique patient 
or caregiver experiences. This insight provided NEXIUM with a white space 
to begin engaging this community of NEXIUM loyalists who want to convene 
over their shared experiences encountered through tackling this painful condition 
every day.

TARGET AUDIENCE

Our NEXIUM patient is fiercely loyal. Having made significant lifestyle, diet or medication adjustments in the past, NEXIUM is the only 
solution that works for her. She is less likely to respond to traditional therapeutic wellness messages, rather she sees NEXIUM as the only 
thing that will support her lifestyle.

Many pharma companies avoid creating branded social communities because of the regulatory requirements for brand promotion. Astra-
Zeneca embraced the challenge – to engage patients responsibly and authentically, where they were spending a significant amount  of 
time - on Facebook. The execution of our strategy was different because it was:

• Interactive: Still a novelty in pharma, we built systems to monitor and moderate conversations for patient safety, answer questions 
and share positive reinforcement.

• Engaging: Our copywriting and creative assets are a true reflection of the community of women who make up our fan base. Our 
content is playful, comical, empowering and judgment-free.

• Precisely Targeted: To foster the most positive, shared experience for fans, it was important that we only acquired fans who were 
NEXIUM loyalists. Our content was amplified by a paid Facebook ad campaign targeted at those patients who had opted-in to NEXIUM 
communications in the past.

SOLUTION & RESULTS



 

OUR RESULTS

Our Facebook community has touched millions of women who suffer from GERD, and thousands of women who are NEXIUM loyalists 
that follow our page and engage daily. We are using Facebook Analytics to measure and track our success against goals. Consumption 
of content, engagement and click-throughs to download loyalty offerings has been staggering compared to pharmaceutical and health-
care brand benchmarking. In the first seven months of the campaign, there were 200,000 fans and 5.1 million people reached.
 
Perhaps, most significantly, more than 85 percent of all comments have been about the brand and more than 3,000 patient comments 
and questions have been responded to in real-time, building and reinforcing a patient community. Constructing capabilities for one of the 
world’s biggest pharmaceutical brands to engage directly with patients about a drug on Facebook was a transformative result that will set 
new industry expectations for direct to consumer marketing in the future.


