
Unlocking Programmatic Advertising
WHAT HEALTHCARE MARKETERS NEED TO KNOW

CONTACT

800.941.8409
sayhello@adfirehealth.com



TA B L E  O F  C O N T E N T S

Utilizing Programmatic for Healthcare Marketing

Programmatic Advertising 101

The Evolution of Programmatic Advertising

Programmatic Advertising Tactics & Strategies for Healthcare Marketers

Programmatic Advertising: Why Healthcare Marketers Need It

The Ins & Outs of Brand Safety

Programmatic Best Practices Checklist

02

03 

06

11 

17

18 

20



1

In this whitepaper, 
you’ll learn: 
• The 411 on programmatic advertising

• How programmatic has evolved & where it’s heading

• Programmatic strategies & tactics to reach HCPs 

• Why healthcare marketers need programmatic advertising

• How to protect your brand when running digital ads 

• Programmatic tips, tricks & best practices
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Lilia Tse 
Managing Partner & SVP
Adfire Health

"In healthcare, marketers are facing a new wave of digital advertising 
and it’s very exciting. When programmatic merges with data, 
creativity, and experience, organizations increase their ability 
to impact the people who need their products or services, and 
everyone wins!"

Since entering the scene in 2013, programmatic advertising has 
dramatically shifted the way healthcare marketers serve ads. By using 
real-time bidding (RTB) and artificial intelligence (AI) to automate the 
buying, selling, and placement of media, programmatic takes the strain 
of crunching numbers and adjusting campaign bids off the shoulders of 
marketers, leaving humans to focus on the more creative side 
of marketing. 

Because of its convenience and efficiency, marketers continue to invest 
most of their ad spend in programmatic advertising rather than in 
traditional digital ad buying. According to eMarketer, programmatic 
ad spending accounted for more than 89% of all digital display ad 
spending, reaching over $96 billion in 2021. That number is expected to 
exceed $133 billion by 2023.

The benefits of using programmatic are obvious. Backed by first-party 
and third-party data, programmatic is more efficient, increases 
engagement rates, and maximizes ROI.  

Programmatic enables marketers to hyper-segment audiences 
and target HCPs on a 1:1 basis, resulting in a more personalized ad 
experience. Marketers can buy thousands of impressions on top sites  
for mere dollars and then adjust that spend throughout the course of  
a campaign.  

At odds with the quick adoption of programmatic by the marketing 
industry at large, healthcare marketers have been slower to utilize 
automated ad buying and placement. This trend relates to the fear  
of violating privacy and HIPAA regulations. However, ethical and 
compliant programmatic advertising is possible and easier than many 
marketers think.

Programmatic is the single biggest opportunity for healthcare 
marketers to expand their reach and take their dollar further. 
Healthcare marketers can look toward a brighter future as they learn to 
grow with programmatic.

Utilizing Programmatic for Healthcare Marketing
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Ad

Demand-Side Platforms 
(DSPs) platforms let marketers 
buy ad space via ad exchanges 
which feature ad inventory that 

publishers are offering. 

AI and machine learning 
is used by programmatic 

advertising to automate the ad 
buying and bidding processes.

Supply-Side Platforms (SSPs) 
enable publishers (WSJ.com, 

CNN.com, etc.) to sell ad space 
to marketers.  

Data Management Platforms 
(DMPs) enable businesses to 
collect and manage user data 

for digital advertising.

Programmatic 
Advertising 101
WHAT PROGRAMMATIC ADVERTISING IS 
& WHAT TECHNOLOGIES ARE INVOLVED
While traditional online advertising required the use of RFPs, quotes, 
and negotiation, programmatic advertising uses various technologies to 
automate the process of buying and selling ad space. Here's the 411 on 
the technologies involved:
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Get Started With 
Cardiology Advertising

Mastering programmatic advertising relies on your ability to 
build an audience of high-value HCPs. Unfortunately, you can’t 
just throw together a few data points into an audience bucket 
and hope for success. Instead, you need to craft an audience with 
reliable HCP data. This will improve performance and reduce costs 
because you won’t be wasting impressions on HCPs who aren’t 
ready to convert.

Adfire Health helps you do exactly that. In addition to benefiting 
from our programmatic expertise, working with us gives you 
access to our proprietary database of 8M+ HCPs.

Say, for example, you want to increase sales for a new heart 
medication, we can help you target and engage 34K+ 
cardiologists, 32K+ cardiology-associated NPPAs, 6K+ cardiology-
associated RNs, 5K+ cardiothoracic surgeons, 6K+ cardiology-
affiliated pharmacies, and 93K+ cardiology-affiliated PCPs.

Where Adfire Health Fits In

https://adfirehealth.com/audiencecount/cardiology-advertising/
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The website 
sells that 
impression 
at auction

The impression 
is valued and 
we submit 
a bid

A healthcare 
professional 
visits a website

An identity graph 
enables to pinpoint 
that healthcare 
professional

The highest bid 
wins, and the ad 
is placed

The healthcare 
professional 
sees the ad and
explores new 
possibilities

Display Ads in 
100 Unnoticeable Milliseconds
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The Beginnings 
of Programmatic
In the internet’s early stages, 
buying ads online started 
with a relationship between 
sellers (publishers) and buyers 
(advertisers). In other words, 
advertisers would place pop-
ups and banner ads on specific 
websites, negotiating prices 
manually with site owners. 
However, the buying and selling 
of ad space was a tedious process 
that required back-and-forth 
communication, insertion orders 
(IOs), and extensive manual tracking.

At this point, ads were purchased 
in bulk (as they are now) at a cost-
per-thousand-impressions (CPM), 
and the same ads were delivered 
to everyone visiting the website, 
regardless of demographics, search 
history, and buying behaviors.  

As the industry grew, buying and 
selling media became a time-
consuming task. Publishers 
needed to reach out to advertisers 
individually to sell their space, 
and advertisers had to contact 
hundreds — if not thousands — 
of publishers to grow their reach.

In response, ad networks and 
ad exchanges began to appear, 
serving as marketplaces to buy 
and sell ads. Eventually, the buying 
and selling process became more 
sophisticated and advertisers 
could bid for space in real-
time, target specific audiences, 
and track the success of their 
campaigns — what’s known today 
as programmatic advertising.

The Evolution of Programmatic Advertising
To fully understand programmatic advertising, what it means for modern healthcare marketers, and where it’s  
heading, you need some backstory. You need a basic overview of how programmatic came to be and how it’s evolved. 
The deeper your understanding, the better you can utilize this technology and stay ahead of your competitors.

Learn More About the Benefits of 
Programmatic Healthcare Advertising

https://adfirehealth.com/2021/08/30/programmatic-healthcare-advertising/
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A Timeline of Programmatic Advertising 

1991
The World Wide 
Web is launched 
to the public 

2004
Facebook 
launches

2021
Programmatic 
ad spend 
exceeds $133B

2009
Real-time 
bidding is born

2016
Header bidding 
becomes mainstream

2000
Google AdWords 
is introduced

1990 1995 2000 2005 2010 2015 2020

1996
DoubleClick 
creates first ad 
placement servers
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Real-Time Bidding (RTB) Changes the Game
NO MORE WASTING CAMPAIGN SPEND 
ON UNINTERESTED AUDIENCES.
Here's an example: Imagine you’re a healthcare 
marketer looking to advertise a heart medication 
to women in their 50s and 60s. In the old days, you 
might buy impressions on a major website and 
hope that the right demographic sees your ads. RTB 
created a whole new environment. Now you have the 
ability to only buy impressions that reach your exact 
audience: women in their 50s and 60s.

One of the biggest shifts in 
programmatic history came in the late 
2000s when RTB came onto the scene. 
This refers to the buying and selling of 
ads in real-time on a per-impression 
basis via an instant auction. We know; 
that’s a mouthful. 

RTB essentially allows advertisers to bid 
on a single impression of a publisher’s 
inventory, with only one winner, i.e., the 
highest bidder. 

The coolest part? This all happens 
instantly — in less than a second. 

So why does this matter? Using RTB, 
healthcare marketers can fine-tune 
their targeting, focusing their spend on 
inventory that interests them. 
The result: better ROI. 
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Stats You Need to Know About Programmatic Advertising

How much marketers are 
expected to spend on 

programmatic in 20222

Percentage of digital 
display marketing done via 
programmatic advertising3

How much advertisers 
in the U.S. will spend on 

programmatic video in 20224
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Looking back, programmatic: 

• Simplified the relationship between marketers and publishers 

• Allowed for audience segmentation 

• Automated the tedious aspects of 
online advertising

The future of programmatic advertising will be about 
automation, expansion, and personalization. More tasks will 
be handled by AI, machine learning, and other technologies, 
allowing humans to focus on other important aspects of 
marketing: strategy and creativity.

The Future of Programmatic

Don’t be surprised when programmatic marketers seek out new 
environments, including IoT devices, VR, and heads-up displays 
(HUDs). Also, big data, behavioral targeting, and more accurate 
audience segmentation will make programmatic advertising 
more personalized, offering HCPs a better advertising experience.
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Programmatic Advertising Tactics 
& Strategies for Healthcare Marketers

Mobile & In-App Advertising 
Programmatic advertisers spent more than $240 billion on in-app mobile advertising 
in 2020, a 26% increase from the year prior.5 This is an important trend for healthcare 
marketers, especially since 4 in 5 HCPs use a smartphone on a daily basis.6 Here’s why 
mobile and in-app advertising is more important than ever for programmatic marketers 
looking to reach HCPs: 

Increased Use Among HCPs: A common misconception among healthcare marketers is 
that HCPs are too busy to use smartphones during the workday. In fact, HCPs not only use 
their mobile devices during downtime, but they’ve also incorporated it into their practice, 
utilizing it to communicate with colleagues and access test results and patient data. 

Higher CTRs: Studies have shown that mobile app ads generate a 100% increase in CTRs 
over desktop.7 In other words, targeting HCPs with relevant mobile content will help 
increase HCP digital engagement.  

Lifespan: Cookies on desktop generally only have a lifespan of around 14-21 days, while 
device IDs on mobile remain consistent indefinitely unless a user does a device ID reset 
(which rarely happens). This makes it easier to target HCPs and track your advertising over time.

With healthcare companies spending more than ever on digital ads — programmatic spending is expected to exceed $133 billion by 2023 — it’s 
never been more challenging to get HCPs to engage with ads. That said, the right ad strategies can increase the likelihood that they do. Here are 
some digital ad strategies that’ll increase HCP engagement.

Learn More About Mobile & In-App Advertising

PRO TIP
Figure out the key topics HCPs value most, including medical news, educational 
opportunities, and patient education info. You can use these to identify where 
HCP audiences are spending time on apps and mobile, find the device IDs, and 
then deliver your ads.

https://adfirehealth.com/mobile-in-app-advertising/
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Contextual Advertising 
Contextual advertising, the practice of serving 
ads on webpages based on those pages’ content, 
is becoming increasingly popular among 
programmatic healthcare advertisers. In fact, the 
contextual advertising market worldwide is expected 
to grow by $279.2 billion over the next few years.8 
Here’s why you should incorporate this advertising 
technique into your programmatic ad strategy:

It Just Works: One study found that contextually relevant 
ads generated 2.2 times better ad recall and 43% more 
neural engagement.9 When paired with a very specific 
keyword strategy, it can also boost brand awareness by up to 
93%.10 This checks out given that these ads revolve around data 
tied directly to the page’s content. For example, a medical device 
brand looking to promote an implantable cardiac loop recorder 
can target keywords cardiologists search for, like “cardiac device” 
or “cardiovascular system disorder.” 

Lower Costs: Traditionally, HCP marketers have looked to endemic 
sites, like popular medical journals, because it was the only way 
to reach their goals. The problem? The price. Their popularity 
makes advertising on them more expensive. 
Contextual advertising lets you advertise on  
non-endemic sites, which have less competition.  
The result? More cost-efficient campaigns.  

Improved Brand Safety: Every HCP marketer wants 
their ads associated with sites that align with their 
values and brand. After all, who would want to find 
their inventory next to hate speech or conspiracy 
theories? With contextual advertising, you can tell 
the media platform what types of keywords and 
content you want your ads associated with and not 
associated with.

Learn More About Contextual Advertising

 

https://adfirehealth.com/contextual-healthcare-advertising/
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Native Advertising
Native advertising is an innovative way for healthcare marketers to 
promote their products and services to HCPS — without being intrusive. 
These ads utilize relevant content and a subtle branded element that 
matches the function and feel of the content alongside them. Their 
effectiveness is tried-and-true; consumers look at native ads 53% more 
than display ads.11 Here’s why they’re so powerful: 

Natural: Native advertising naturally entices healthcare providers to 
engage with an ad, because they won’t immediately see it as one. 
Rather, they’ll view it as a progression in learning about your healthcare 
product or service.   

Privacy: With GDPR and other similar regulations, it’s clear that online 
users are serious about privacy and how they’re engaged with digital 
advertising in healthcare. It’s on HCP marketers to provide more 
thoughtful, less intrusive ad experiences that meet users’ expectations. 
Native healthcare advertising does just that. 

The Future: Native advertising will be able to easily evolve with the 
changing programmatic ecosystem — namely, broadening its  
capabilities to work in immersive digital environments, such as 
augmented reality, and newer channels, like voice and audio advertising.

PRO TIP
Make sure your native ads deliver real value to HCPs; take a 
topic you know your target audience is interested in and utilize 
it to show how your product or service can benefit them.

MAINTAIN 
A HEALTHY 
IMMUNE 
SYSTEM 
WHILE YOU 
SLEEP*

BUY NOW

*THIS STATEMENT HAS NOT BEEN EVALUATED BY THE FOOD AND DRUG ADMINISTRATION 
THIS PRODUCT IS NOT INTENTED TO DIAGNOSE, TREAT, CURE, OR PREVENT ANY DISEASE.

Learn More About Healthcare Native Advertising

https://adfirehealth.com/native-advertising/
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PRO TIP
Follow a step-by-step process to implement point-of-care 
advertising. 1) Create a target list. 2) Decide on a targeting 
radius. 3) Use NPI-level targeting and reporting.

Point-of-Care Advertising
Traditionally, point-of-care advertising has been associated with those 
pamphlets in waiting rooms at physicians’ offices. Its purpose has been 
to get patients to consider a healthcare product or service before seeing 
their doctor. However, point-of-care is no longer confined to patient 
advertising. It’s now one of the hottest ways for healthcare marketers 
to engage HCPs at work across EHRs, apps, telehealth platforms, and 
social media. Not convinced? Here’s why point-of-care advertising is on 
the rise: 

Apps & Electronic Health Records (EHRs) Are the New Normal:  
EHRs are now the main way HCPs view patient data. Doctors spend 
over 16 minutes on average per patient utilizing electronic health 
records.12 HCPs are also using non-health-related mobile apps during 
their free time at work, like The Weather App and Sudoku.     

Telehealth Is Gaining Momentum: According to a study from late 2020, 
telehealth visits increased by 50% during the COVID-19 pandemic.13 
On top of that, 76% of U.S. hospitals are using video to connect with 
patients and practitioners at a distance.14 Point-of-care advertising lets 
you take advantage of this emerging trend.      

Social Media Is Becoming More Widespread Among HCPs: Social 
media isn’t something HCPs only use during their free time. In fact, 65% 
of doctors use it for professional purposes, like communicating with 
colleagues and crowdsourcing ideas from the medical community.15  
The message is clear: HCPs utilize this technology at work, giving you 
the chance to reach them while they’re in “work mode” and more likely 
to respond well to medical-related content.channels, like voice and  
audio advertising.

Learn More About Point-of-Care Advertising

https://adfirehealth.com/point-of-care-advertising/
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Video Advertising
Digital video advertising, which reaches over 80% of the U.S. 
population, lets you promote your brand messaging before, during, 
and after video content on websites.16 By 2025, mobile video advertising 
spend is projected to reach $53.9 billion, a 135% increase from 2020.17 
Here’s why this tactic is taking off:

Increased Engagement: Video ads to HCPs naturally lead to 
engagement. In fact, consumers are 27x more likely to click on video 
ads than other formats.18 Why? Video ads appeal to multiple senses, are 
more shareable, and let you deliver your narrative in a way that’s easy  
to consume.  

Higher CTRs: Video ads don’t just attract more attention; they garner 
more clicks from HCPs. According to Smaato, the CTRs for video ads on 
mobile are 7.5 times higher than those for display ads.19 Why? Because 
video ads let you tell a better story than display ads. 

Diverse Inventory: There are many types of video inventory, allowing 
you to pick ones that match your campaign goals. For example, vertical 
video gives mobile users an ideal ad experience, especially since 94% 
of screen time is spent in the vertical position.20 Outstream video ads, 
which are served to users as they scroll on a page, allow your brand to 
be associated with the content HCPs are viewing.

PRO TIP
Keep your video healthcare ads short and sweet — anything 
more than 15 seconds is too long. That said, use those 15 
seconds to capture attention quickly. What do you want the 
takeaway to be for HCPs? Put it up front. Assume they’ll only 
see the first few seconds of the ad.

Learn More About Video Advertising

https://adfirehealth.com/hcp-digital-video-advertising/
https://adfirehealth.com/hcp-digital-video-advertising/
https://adfirehealth.com/hcp-digital-video-advertising/
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Geofencing
Healthcare geofencing lets you serve location-based ads to HCPs. These 
types of campaigns run off of programmatic technology that leverages 
GPS signals from providers’ devices, delivering ads based on that data. 
Here’s why geofencing is worth investing in:

Engage HCPs at High-Intent Moments: Unless your primary goal is 
brand awareness, you likely have lower-funnel goals you want to meet, 
such as script lift. To make this happen, you need to serve ads to HCPs 
when they’re in a medical mindset. Geofencing campaigns enable you 
to reach healthcare professionals in the workplace, whether they’re at 
medical offices, hospitals, or conferences.  

Save Money: Healthcare ad spending is reaching an all-time high. In 
fact, ad spending between 2011 and 2021 increased by over 1000%.21 
Still, there’s plenty of pressure on HCP marketers to use their budget 
carefully. Healthcare geofencing lets you do exactly that; you’ll focus 
your spend on a hyper-targeted audience during high-intent moments.   

Improve Personalization & Relevancy: Healthcare ads can become 
overwhelming for HCPs, so personalization is more important than 
ever. Geofencing lets you get in front of your target audience when 
they’re working and looking for solutions. With that in mind, you can 
personalize your ads in more pointed ways.

Learn More About Geofencing

https://adfirehealth.com/2021/12/27/healthcare-geofencing/
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Programmatic Advertising: 
Why Healthcare Marketers Need It
Efficiency
Say you’re a healthcare marketer looking to 
advertise a medical device; in the old days, if 
you wanted to advertise on Medcape, you’d 
have to go directly to the Medcape team. If you 
wanted to incorporate telehealth advertising, 
you’d have to reach out to various telehealth 
providers. Once you’ve accomplished all of that, 
you’d have to launch the ads on each channel, 
optimize on the fly, and then create individual 
reports. It’s a time-consuming, incredibly 
inefficient process. 

Programmatic lets you flip the script. By using 
automation, programmatic does the heavy-
lifting, leading to a far more efficient and 
effective process.

Transparency
With traditional advertising, healthcare 
marketers had little insight into cost, 
performance, and placement. In the pre-
programmatic world, advertisers had to rely on 
each publisher’s word. 

Programmatic pulls back the curtain, allowing 
healthcare marketers to see who’s engaging, 
where their ads are appearing, and how much 
they’re spending. 

Audience Targeting
Online healthcare advertising would be nearly 
impossible without the ability to target HCPs. 
You’d essentially be serving ads to the masses, 
hoping that the right people see them. 

Programmatic lets you hyper-target HCPs 
using location-based ads and contextual 
advertising. There’s also 1:1 targeting, which 
enables you to reach high-intent HCPs who are 
ready to convert. 

Measurement
In the old days, generating reports and finding 
insights involved a time-consuming, slow, and 
tedious process. There was also a scary level  
of guesswork.

Programmatic technology, on the other hand, 
enables healthcare marketers to see real-
time performance metrics and quickly make 
adjustments. This capability is essential for 
staying ahead of competitors. 
 
 
 
 
 

Optimization
Which ad creative has the best conversion 
rate? Which types of HCPs are engaging the 
most? What time of day is most profitable? 
These types of insights are imperative 
for optimizing campaigns. The problem? 
Healthcare campaigns often have hundreds of 
moving pieces, making it difficult to optimize 
in real-time.

Programmatic advertising navigates this 
challenge by giving marketers intuitive tools 
for making campaign adjustments. You’ll get 
real-time reports and insights, enabling you to 
make the most of your ad spend. 
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Percentage of 
brands who say 
brand safety is a 
priority22

Percentage of 
marketers who 
say they’ve been 
exposed to brand 
safety issues23

Percentage of 
marketer who say 
their brand has 
been exposed to 
divisive politics24

What to Know 
About Brand Safety

The Ins & Outs of  
Brand Safety
Programmatic advertising is very powerful but you still need to take steps to 
ensure brand safety. After all, you don’t want your ads showing up next to fake 
news, extremist views, or adult content. This will only damage your brand, 
lower consumer trust, and waste your advertising budget. Here’s how to 
combat ad fraud and other brand safety issues.

1:1 Targeting Using First-Party Data
1:1 targeting is one of the best strategies to prevent ad fraud, which is when 
an advertiser is tricked into paying for ads that actual users never actually see. 
When you use 1:1 targeting, programmatic technology only shows ads to real 
people in your selected segment. In other words, your ads won’t be served 
to individuals without a cookie in your segmented database. This strategy 
reduces the risk of losing spend on fabricated impressions or clicks.

Brand Safety Platforms
Brand safety platforms provide ad fraud prevention technology to further 
thwart wasted spend. Third-party vendors help programmatic marketers to:

Ensure that Ads Are Seen By Real People: By monitoring and analyzing 
behavioral and network activity, browsers and devices, and malware, third-
party security vendors detect ad fraud and put a stop to it. 

Prevent Risky Ad Placements: Brand safety platforms provide brand integrity 
protection by digging deep into content to identify possible risks. This enables 
advertisers to reach niche markets without worrying that their brand will be 
associated with hate speech, extreme violence, adult sites, or other negative 
content. 

Provide Damage Control: If an issue arises suddenly that puts brand integrity 
at risk, brands like DoubleVerify quickly remove ads from risky sites.

Adfire Health utilizes a number of third-party vendors to combat ad fraud 
and protect the brands we work with.



19

Start Small: Programmatic allows you to test concepts before 
launching a campaign. Early performance data can give you 
invaluable insights and tell you which direction to take. Don’t 
cut out a test just because your campaign isn’t coming together 
quickly enough.  
 
Tailor Your Messaging to Each Audience: Too many healthcare 
marketers serve the same creatives to a broad audience. 
Targeting urologists and pharmacists? Each group needs 
different creatives.  
 
Keep Your Creatives Fresh: Repetition helps you lock in your 
messaging to HCPs. But eventually, your audience will have 
seen enough. If you see a performance dip after 30 days, it may 
be time to refresh your creatives. 
 
Embrace Mistakes: Mistakes happen. See them as 
opportunities to build your expertise and learn from what isn’t 
going well. 
 
Keep Your Messaging Consistent: Showing one message on 
display and another in your Facebook marketing isn’t going to 
work. Unite your storytelling across all of the platforms you’re 
advertising on, giving your audience a consistent digital journey.

Tips & Tricks for Healthcare Marketers

Programmatic 
Best Practices 
Checklist 

Get an Expert to Run Your DSP: The person or team 
running your campaigns through a DSP should be 
intimately familiar with your company and campaign 
goals, as well as how to read and leverage datasets. 

Use Reliable Data: First-party and third-party  
data will help you target and track your campaign 
to perfection.

Hyper-Target: Don’t waste time by serving your ads to 
a general audience. 

Use 1:1 Targeting: Make sure that your ad spend is not 
being wasted on bots and fraudulent traffic.  

Geofence: Consider where your ad is best served. 
Location-based ads are more powerful than ever. 

Utilize Smart Strategies: Using contextual, mobile, 
native, point-of-care, and video advertising will 
increase HCP engagement.  

Retarget: Hit interested viewers again, tailoring your 
messaging to where they are in the sales funnel. 

Partner With Third-Party Brand Safety Vendors: 
Protect your brand and advertising spend.

Balance Efficient Advertising With Effective 
Advertising: Leverage programmatic advertising by 
serving smart creatives to the right people, at the 
right time. 

Set Frequency Caps: Showing the same ads over and 
over can waste ad budget and prevent conversions.
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About Adfire Health
Adfire Health is a healthcare advertising agency that offers 
programmatic, media, and creative services. We want the potential 
of our clients’ products and services to be realized. We know that the 
United States is arguably the most complex healthcare system in the 
world. We also know that there are so many good people who work 
tirelessly to improve healthcare by preventing illnesses, repairing 
injuries, and curing diseases.

We want to help. Here’s how we do it. Using our proprietary database 
and 1:1 NPI-validated targeting, we deliver powerful messaging to the 
right people, at the right time. Rather than casting a wide net, we help 
you hyper-target specific audiences — the exact decision makers you 
want to reach. 

What does this mean for you? Lower advertising costs with better 
results, more budget for R&D, and improved patient outcomes. 
That’s how we help our clients empower possibility.   

LEARN MORE

https://adfirehealth.com/
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