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MEDICAL INFORMATION:
THE MARKETER’S READING LIST

Source Focus/Therapy Area Useful for... 

General Sources

Dorland’s Illustrated Medical Dictionary Medical Dictionary Terms, abbreviations 

Martindale UK Pharmacopoeia General drug information 

AHFS US Pharmacopoeia General drug information 

Gray’s Anatomy for Students Human Anatomy
Macroscopic anatomy of human 
organs, structures and body systems  

EU-specific Sources

European Public Assessment Report 
(EPAR)

Product licensing information

General background on EU
licensed products.
Detailed information on key/
registrational clinical trials  

UK- and Ireland-specific Sources   

British National Formulary (BNF)

Overview of drug management of 
common conditions together with 
details (contraindications, side-
effects…) of the medicines used

British prescribing guidelines for
UK drugs
General monographs
Drug pricing
NHS blacklist  

BNF for children (cBNF) As above
British prescribing guidelines for 
children for all UK drugs 

Monthly Index of Medical Specialities 
(MIMS)

Community prescribing
Community prescribing, drug 
information including pricing and 
licensed use 

Interactive Drug Analysis Profiles (iDAPs) UK adverse events
Tally of adverse events reported to 
MHRA for drugs by generic name 

The Green Book Vaccine recommendations
Department of Health 
recommendations for vaccines, both 
general and vaccine-specific 

The Irish Immunisation Guidelines 
(previously The Blue Book)

Vaccine recommendations
The Health Service Executive (HSE) 
Ireland recommendations for vaccines, 
both general and vaccine-specific

Dictionary of Medicines and Devices 
(DM+D)

NHS prices NHS drug prices

Specialist Texts  

Stockley’s Drug Interactions Drug interactions Drug-drug and drug-food interactions   

Briggs’ Drugs in Pregnancy and Lactation Pregnancy and lactation
Use of drugs in pregnancy and 
breastfeeding 

Contraception: Your Questions Answered Contraception
Practical contraceptive guidance and 
commonly asked questions   

The Maudsley Prescribing Guidelines
in Psychiatry

Psychiatry
Prescribing guidelines on drugs used in 
psychiatry; mainly antidepressants
and antipsychotics 

Robbins and Cotran: Pathologic Basis
of Disease

Pathology
Essential knowledge covering the 
disease mechanisms across body 
systems  

The challenges on marketers working in healthcare and pharma have never been greater, including 
pressure on budgets and increasingly nuanced value propositions. Continuously improving how you 
work with your agency is one way to make sure you deliver, in spite of the tough climate.  
Here are our top pointers on how to reinvigorate the relationship with your agency team, so they’re not 
just existing, they’re excelling.

Ask yourself... Points to consider

Did you brief your  
agency thoroughly?

Try to reframe how you think about time spent on the brief. The more care 
you take up front, the more likely the output will meet your expectations. 

Could you brief face-to-face or over Skype? And could your agency input 
into the brief? Even if it’s just for bigger campaigns, collaborating with your 
agency to write the brief could deliver some great results. Worth a try?

Do you invite them to your brand 
planning meetings? 
You can only expect them to understand  
your brand if they’re involved.

When you put meetings and events in your diary, get into the habit of 
thinking about whether it would be useful for your agency to attend, just as 
you would other members of your (internal) team.

If you’re concerned there’s no room in your budget for their time, be 
honest, invite them as a learning experience and if they’re invested in the 
relationship, they’ll come anyway or reach a compromise.

Are your timelines reasonable?  
And did you deliver on  
your deadlines?

If key milestones have moved, the staff they had on standby for your project 
may not be available to jump back onto it immediately. When you suspect 
you won’t meet a project milestone, warn your agency ahead of time. If 
they know the phase of a project is ‘at risk’ they may be able to build in a 
safety net or extra resource so it doesn’t jeopardise the final deadline.
If you’re recruiting for a new agency, ask about this at the pitch stage – find 
out what processes they have in place to deal with the unexpected.

With creative work, do you review  
it thoroughly at the first round  
(copy stage) or glance over it 
quickly then wait until you have the 
artwork before reviewing it in-depth 
and making changes/involving 
other reviewers?

The more detailed feedback you give earlier on, the more straightforward 
(and quicker) the process. Plus, more time on the first proof is budget friendly 
too – making changes to a Word document is so much quicker than getting 
a designer to make changes to artwork. 

When you’re busy, it’s easy to put off doing a ‘proper check’, but too 
much feedback received too late in the game might mean the agency can’t 
deliver on time or budget.

OPTIMISING THE  
AGENCY RELATIONSHIP:  
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Ask yourself... Points to consider

When things change and you 
receive new ‘intel’, do you let the 
agency know promptly?

Forwarding on information takes no time at all and may avoid the  
agency wasting hours and becoming disheartened if you have to  
change direction.

Do you let your agency feed back 
honestly, or are you defensive when 
they point out mistakes at your end? 
(‘Who’s paying who?’ approach.)

Appreciate how difficult it is for agencies to highlight issues caused by 
you or your team and hear them out. After all their motive is to work better 
together. Be honest – could they have a point?

If you can’t/won’t change what you do (next time), could you change 
how they feel about it to keep them engaged? Even just listening to their 
concerns may alter the relationship for the better.

Do you share statistics/intelligence 
about your brand/market?

Whether it’s inviting them to a meeting or forwarding on a presentation 
they might find useful, being generous with information may pay 
dividends. The feeling of being part of your team will generate bags of 
goodwill that you’ll be thankful for when you’re next up against it.

Does the agency have your congress 
plan/key dates? 

Knowing your movements is a huge help to your agency because they: 
- know when you’re going to be busy
- can build in longer lead times
-  understand why certain deadlines are in place and  
re-prioritise accordingly

- can keep non-urgent matters off your desk
-  can reserve extra resource to help deliver time-bound work in time  
for events.

Did you give them a brand 
induction and explain the ways you 
work/processes at your company?
They should also do this in return.

Establishing the rules of engagement early on will keep friction to a 
minimum as you both know where you stand and the agency can mirror 
your company processes and culture to embed themselves within your 
team and oil the wheels of agency–client collaboration.

Were you clear on the agency’s 
service parameters before they 
started the project?
e.g. how many sets of revisions quotes 
include, what happens if hours exceed  
the budget, is travel included in their costs  
or yours?

If this was covered in their proposal (verbal or written) or the T&Cs you 
agreed to, reacquaint yourself with this. If you still agree, you can avoid 
any nasty surprises on your next project.

If you disagree (teams can’t always reach a concensus on creative work 
with only two sets of revisions), be honest and negotiate a bespoke 
service level agreement so you don’t feel short changed in future.

OPTIMISING THE AGENCY RELATIONSHIP

For more insights from the worlds we know best – health, wellness and marketing  
... follow us on LinkedIn or visit our blog at ignifi.co.uk
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