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My Personal Career Journey
Employment Timeline Including Job Milestones

2015                           2016                           2017                         2018                        2019  2020                      2021                      2023                       2025

1
Neurology Key Account Manager

Merck, Eastern zone, KSA

2

Cardio-metabolic & 
Endocrinology Product 
Manager

Merck, Jeddah, KSA
01/18 – 12/20

• Doubled average Concor
portfolio retail market 
growth rate over 3 years 
from 4% to 8%

• Led thyroid market 
expansion campaign that 
resulted in Euthyrox 14% 
growth in 2020

3

Marketing Manager 
Rare Diseases

Merck, Riyadh, KSA
01/21 – 03/22

• Launched Mavenclad for 
Multiple Sclerosis 
patients, reaching target 
launch market share of 
5% and 150 patients and 
securing access in public 
sector accounts (KFSH, 
NG hospitals)

4

Group Brand Manager 
Neurology

Eli Lilly, Riyadh, KSA
03/22 – 12/22

• Launched Emgality for 
migraine patients and 
achieved leadership 
within the highly 
competitive anti-CGRP 
migraine market, 
reaching 60% market 
share in the first year of 
launch

5

Senior Neurology Sales 
& Marketing Manager

Eli Lilly, Riyadh, KSA
01/23 – 06/23

Leading the neuroscience 
franchise, consisting of 7 
sales force employees and 
1 brand manager to reach 
103% consumption plan 
achievement in S1 2023 & 
securing access in KFSH, 
KKUH, KFMC and MODA 
hospitals

6

Cell & Gene Therapy 
Senior Marketing 
Manager

Biopharma-mea/ Vertex 
Pharmaceuticals
12/23 - Current

Launch lead for the first 
approved CRISPR–Cas9 
gene therapy for treatment 
of sickle cell disease (SCD) 
and transfusion-dependent 
βthalassemia (TDT) in Saudi 
Arabia.
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Why Awareness Campaigns Matter in Pharma

01 Educate Patients

Provide resources and 
information to help patients 
understand their health 
conditions and available 
treatment options.

02
Tackle Patient Journey 
Gaps

Either improving diagnosis or 
treatment rate or any other 
obstacles delaying effective 
treatment across the patient 
journey.

03
Establish Legacy as a 
Therapy Area Leader

Help build the sponsoring 
company’s image as a leader 
within the therapy area of the 
awareness campaign.

04
Building Community 
Engagement

Foster community 
involvement in health 
programs and initiatives and 
challenge misconceptions or 
stigma around certain health 
conditions (e.g., mental 
health, HIV/AIDS).



Disease Awareness Campaigns Framework

o Campaign focuses on 
motivating individuals to seek 
assistance if they are 
experiencing certain 
health issues

o Driving early diagnosis and to 
seek treatment 

04.Message 
development

o Healthcare providers
o Healthcare societies 
o Patient organizations
o Ministry of health
o Social media influencers
o HCPs influencers

05.Key partners

o Depends on the therapy area

06.Topics to
educate general public

o Reach
o Engagement
o Traffic
o Media coverage
o Diagnosis rate
o Treatment rate

07.Monitor

Increasee awareness 
about certain disease to 
improve early diagnosis

01.Campaign 
objective

Target Persona/s

02. Target 
audience

Minimum 6 months

03. Duration



SMART publicity campaign 
goals and objectives

7

A c h i e v a b l e
o Launch targeted advertising campaigns on social 

media platforms with 40K USD budget
o Secure media coverage in at least 3 major publications

R e l e v a n t

o Align campaign messaging with interests of 
target audience

o Focus on highlighting problems you can solve 
within the target audience

T i m e - b o u n d o Reach 60% of the target audience 
within 3 months

o Increase website traffic from referral sources
o Increase diagnosis rate among young females aged 18-34S p e c i f i c

M e a s u r a b l e o Achieve 15% increase in diagnosis through symptoms checker 
within 6 months



Online shopping habits
Regular online purchases for:
• Clothing
• Accessories

Social media engagement Actively follow fashion influencers and brands

Age 18-35
Gender Female
Income $30,000 - $80,000 annually

Occupation
o Students
o Entry-level professionals
o Newly married wives

Education High school diploma and above

Cities Jizan and Eastern zone

Proximity to Healthcare facilities Centers within remote cities with easy access to healthcare 
facilities 

Target audience segmentation to generate targeted Persona

Lifestyle
o Health conscious 
o Digitally savvy
o Socially conscious

Values o Individuality
o Concerned with their image

Demographic

Geographic

Psychographic

Behavioral

C
a

t
e

g
o

r
y

Parameters Segmentation



Multichannel Strategies for 
Pharma Campaigns

Social Media Campaigns

Websites

Newspapers, Radio and TV Ads.

Street Banners and Printed Ads.

Social Gathering Events

SMS & Phone Call Detailing

Apps

Patient Counseling at POC

Collaboration with HCOs and Societies



Key Channels for Awareness

Description Advantages Examples

Digital Media Social media, websites, apps Wide reach, targeted messaging Facebook, Twitter, Instagram, GDN, 
Snapchat

Traditional Media Patient Counseling, print ads, 
personal communication Credibility, personal interaction Pharmacy counseling, patients' 

materials, SMS and phone calls

Hybrid Approaches Combination of digital and 
traditional Maximizes audience engagement  Mall booth with QR codes for 

checker website

Healthcare Community 
Partnership Support groups, local organizations

Builds trust and company image 
within the therapy area and 

healthcare community

Patient advocacy groups events 
and workshops



Developing a Compelling 
Message

01 Simplicity

Use straightforward language and avoid jargon to 
enhance understanding among diverse audiences.

02 Storytelling

Incorporate real patient stories to create emotional 
connections and drive engagement with your campaign.

03 Visuals

Utilize infographics and imagery to complement 
messages, making information more digestible and 
impactful.



Metrics to Evaluate Channels Performance

Metrics

Video views Engagement Average 
viewing time Website TrafficVideos & Influencer 

Marketing

Booth Traffic Materials 
Distributed Number of Consultations Website TrafficSocial Gathering Events

Impressions Time spent 
on page Bounce rate Website TrafficSearch engines

(Websites and blogs)

Impressions Engagement Questions 
Asked Website TrafficSocial media

Marketing channels



Pharma-Specific Challenges

01 Regulatory

Adhering to strict promotion 
regulations and limited 
communications with patients or 
general public.

02 Messaging

Translating complex scientific 
information into understandable 
language.

03 Trust

Building and maintaining trust within 
healthcare communities and 
patients.

04 Monitoring

Continuously monitoring campaign 
effectiveness and compliance with 
laws.

05 Collaboration

Fostering partnerships with advocacy 
groups for broader reach.

06 Budget

Allocating resources wisely to 
maximize campaign impact and 
reach.

07 Cultural

Understanding cultural differences 
that affect audience perceptions and 
attitudes.

08 Digital

Keeping up with rapid digital 
transformation and audience 
engagement metrics.



Case Study of Public Awareness Campaigns

Problem Faced

Low diagnosis and 
treatment rate for 

hypothyroid patients in 
comparison to the high 

prevalence percentage in 
KSA

Solution Offered

A blend of online and 
offline awareness 

activities to augment the 
HCP marketing campaign 

for early identification and 
diagnosis

Benefits

14% growth in market size 
(treated patients) in one 

year

Approach 01

Research

Conducted a thorough 
analysis of patient 

demographics.

02

Strategy

Developed a tailored 
messaging strategy for 

outreach.

03

Execution

Launched a multichannel 
digital and physical marketing 

campaign.

04

Evaluation

Measured engagement 
metrics and referral 

increases.



Hypothyroid Patient Journey
Emotional Journey: To drive disease awareness & to seek early medical consultation on hypothyroidism

1st symptoms

1
Visible symptoms

3
Pain symptoms

8
Alarming symptoms

12

GP / Alternative health

7
GP / Family Medicine/

Hospital

13
Specialist

14
Endocrinologist

15

Mental symptoms

10
Symptoms

HCP

2
Behavioural changes

5
Self-treatment

9
OTCAction

Family

4Information
Internet : symptomatic relief

6
Internet: cause relief

11
Internet: post-diagnosis

16

• Fatigue
• Mood swings
• Sensitive to cold

• Weight gain
• Constipation
• Dry skin / hair loss

Hard to pinpoint the first symptoms Bigger reaction: Let me look for information! Pain is never normal!
• Headache
• Muscle ache

Mental symptoms popping up
• Depression
• Lack of concentration
• Memory problems

Symptoms getting worse. Blood involved!
• Continued pain
• Worsened constipation
• Blood in stool
• Abnormally heavy and/or prolonged bleedings

Adjust their lifestyle to get rid of symptoms

• Go to bed earlier
• Work less

Self-treatment based on advice of family and close friends

• Beauty care products
• Supplements
• Weight loss pills

Stepping it up with over-the-counter medicine or advanced alternative treatment

• Pain killers
• Massage therapist

Talk about their issues and family members or
close friends offer advice

Focus how to cope with certain symptoms instead of
looking for a cause

Looking for a cause but almost nobody
ends up with the correct diagnosis

Finding the right information to better
understand what they are dealing with

1

2 3

Ref: market research ( *)

‚ Awareness on symptoms and disease risks and complications
‚ Educate GPs and bring hypothyroidism top of mind
‚ Accelerate and improve diagnosis: Ensure certain patient subgroups have a TSH test early



Total Diagnosed patients

Prevalence of Hypothyroidism (Saudis)

13.1 m

3.8 m
(29%)*

1.4 m
(37%)^

KSA population
(Age group 20 – 60) **

Patients with elevated TSH 
(TSH>4.2mIU/L)

(Male to female ratio is 1:6) *

Patients with elevated TSH 
(TSH>4.2mIU/L) & not taken 

medication

956 K
(68%)^

444 K
(32%)^Patients with abnormal TSH 

(TSH>4.2mIU/L) & and taking 
medication

At TSH level above 7 (mU/L) physician consider putting the Hypothyroidism 
patients on Thyroid treatment ^ 

* The frequency of hypothyroidism in Saudi community-based hospital: A retrospective single center study
** www.stats.gov.sa
^ IMS Thyroid Disease Market Assessment in KSA November 2017

Projected hypothyroid 
patients on treatment in 
Saudi are 620 K



Online Expansion Impact

6 M

300 K
(50% X 29%)*

43.5 K**
Diagnosed

Reached Females
(Age group 20 – 55)

Screened through 
ThyroidAware

(CTR 0.05%) *

Patients with elevated TSH 
(TSH>4.2mIU/L) & not taken 

medication

37 K
(85%)^

6.5 K
(15%)^Patients with abnormal TSH 

(TSH>4.2mIU/L) & and taking 
medication

At TSH level above 7 (mU/L) physician consider putting the Hypothyroidism 
patients on Thyroid treatment

* 2019 market research Saudi Arabia
^ IMS Thyroid Disease Market Assessment in KSA November 2017

Projected hypothyroid patients on treatment in Saudi are 620 K
Cost per screen xx €
Cost per diagnosed xx €



Offline Expansion Impact

100 K

100 K
(50% X 29%)*

14.5 K
Diagnosed

Reached Females
(Age group 20 – 55)

Screened through 
Thyroidaware

Patients with elevated TSH 
(TSH>4.2mIU/L) & not taken 

medication

12.3 K
(85%)^

2.2 K
(15%)^Patients with abnormal TSH 

(TSH>4.2mIU/L) & and taking 
medication

At TSH level above 7 (mU/L) physician consider putting the Hypothyroidism 
patients on Thyroid treatment

* 2019 market research Saudi Arabia
^ IMS Thyroid Disease Market Assessment in KSA November 2017

Projected hypothyroid patients in Saudi are 620 K
Cost per screen xx €
Cost per diagnosed xx €



• Increase Euthyrox brand equity with Gynecologists

Public Awareness
Offline Awareness 

Campaign
Online PR 
Campaigns

Social Media 
Platforms



• Increase Euthyrox brand equity with Gynecologists

Public Awareness*
Offline Awareness 

Campaign
Online PR 
Campaigns

Social Media 
Platforms

• Thyroid Checklist screening 
campaign

• Nahdi Partnership
• Hospitals LED Screens 
• Thyroid Education rollups

• TV & Radio interviews
• YouTube thyroid 

educational videos
• Influencers indirect 

promotion
• Online newspapers & 

forums publications
• Trending hashtags 

• Instagram, Facebook, 
Twitter and YouTube

• Utilizing HCPs KOLs 
influencers

• Cross promotion across 
different partners in Saudi 
ex: (Nahdi, Dawa, Saudi 
Heart….)



Thyroid Market Expansion

Public Awareness*

Online Activities PPP

• “Thyroid Talks” social media 
campaign (FB & IG)

• Online PR campaign via 
digital newspapers

• GDN campaign for 
thyroidaware symptom 
checker

• 360 virtual exhibition hub

• 100k Face to face and call 
center patient screening 

• 600K SMS waves with 
thyroid symptom tips

• 4 Radio & TV interviews 
with KOLs for thyroid 
education 

3 step user journey

Online& PPP 
Expansion 
Camping:

Thyroidaware.com
Reliable and unbiased 
information               
on thyroid              
diseases

1

2

3

Symptom-checker
Thyroid disease checklist, 
in English & Arabic

Thyroid online Expansion Journey



Thyroid online Expansion Journey

3 steps user journey

Online 
Expansion 
Camping:

Thyroidaware.com
Reliable and unbiased 
information               
on thyroid              
diseases

1

2

3

Symptom-checker
Thyroid disease checklist, 
in English & Arabic



• Increase Euthyrox brand equity with Gynecologists

Online Awareness Campaign

• share 3 Social media platforms to increase awareness on 
hypothyroidism symptoms and management for 1 year

• Heavily promoting the platforms to reach the target interactions 
and engagements on the 3 platforms

• Utilize HCPs to educate the public through these platforms 

Description:

• 6M impressions
• 300K expected CTR for 

ThyroidAware website

KPIs:

Key Assumptions:
‚ Crossover reach and impressions are not assed in the above 

calculations, However it can be easily identified post campaign 
‚ CTR is calculated based on the global lowest conversion rate for 

each platform respectively

Social Media Platforms



Thyroid Online Market Expansion
Thyroid Talks Instagram Page



• Increase Euthyrox brand equity with Gynecologists

Offline Awareness Campaign

• Thyroid patient awareness 
campaign in Malls, Universities, 
Hospitals (MOH & Private), 
Female gathering areas (Salons, 
Beauty clinics, etc…) 

• 10 educators over a period of 
150 days in 2020

Description:

• 100K screened via symptom 
checker link

• Percentage of potential 
patients screened

• 40% Riyadh, 30% Western 
and 20% Eastern

KPIs:

Key Assumptions:
‚ Each nurse can cover 67 symptoms checklist per day
‚ Only females within target age group (20 – 55 years)

Thyroid Checklist 
Screening Campaign



• Increase Euthyrox brand equity with Gynecologists

Offline Awareness Campaign

• Engaging thyroid awareness movie 
(60 seconds) showing a total of 
750K spot per month 

• QR code for ThyroidAware website 
is shown within the video’s full 
length

Description:

• Number of hits generated 
on ThyroidAware website 
from the video using the 
QR code

KPIs:

MOH/private Hospitals 
LED Screens Campaign



• Increase Euthyrox brand equity with Gynecologists

Offline Awareness Campaign

• Educational materials on 
hypothyroidism symptoms and 
general tips on how to live with it 
in order for the patient to early 
seek medical assistance and 
consultation

• QR code for ThyroidAware website 
is shown on all offline materials

Description:

• Number of hits generated 
on ThyroidAware website

• Number of offline
checklists done through 
HCPs 

KPIs:

Thyroid Educational 
Materials



• Increase Euthyrox brand equity with Gynecologists

Offline Awareness Campaign

• Educational rollups on 
hypothyroidism symptoms and call 
for action seek medical assistance 
and consultation

• QR code for ThyroidAware website 
is shown on all offline materials

Description:

• Number of hits generated 
on ThyroidAware website 

KPIs:

Thyroid symptoms Rollups 
& Educational Materials



Google Display Network Campaign on webpages

From July, 29th to September, 2nd 2020

Impressions  22.7M
Clicks

30K



22k 4k

Thyroid Talks Social Media Campaigns



Thyroid Online Market Expansion
Thyroid PR Campaign within thyroid awareness week had more than 100k views

# News Outlet Link Article Views Total Number of Subscribers

1 SABQ https://sabq.org/Q4XBxp 51K 15M

2 SABQ Twitter https://twitter.com/sabqorg/status/1265357357422383105?s=20 0.1K 13.1M Followers

3 NABD App http://nabdapp.com/t/73076660 35K 10M

4 Al Riyadh Newspaper http://alriyadh.com/1823141 20K 1.5M

5 Najd News https://soo.gd/NWCA 19K
6 Al Shamal News https://soo.gd/1PQm 2.9K
7 Arab News https://garbnews.net/news/s/161384 1.8K
8 Al Watan News https://soo.gd/oJRl 1.3K
9 Mubashir News https://soo.gd/FRjQ 0.7K

10 Assir News https://soo.gd/NQgP 0.5K
11 AZD News https://soo.gd/qZpF 0.4K
12 Sot Al Mowaten https://soo.gd/N76e 0.2K
13 Al Kssr https://soo.gd/0QRP 0.1K
14 new hour https://soo.gd/j0uuq 0.1K
15 Tahlia News https://soo.gd/4Jsf 0.1K
16 Ain Al watan https://soo.gd/VJuV N/A
17 Mini News https://soo.gd/Vcri 0.1K
18 Sama World https://soo.gd/Nnlf 0.05K
19 Al Fajr News https://soo.gd/VUX4 0.05K
20 Moon News https://soo.gd/nFuE 0.1K
21 Makkah Now https://soo.gd/evLH 0.5K
22 Thrban News https://soo.gd/Hmxf 0.1K
23 MZ News https://soo.gd/E0o1 N/A
24 Kol Al Monsabat https://soo.gd/dYkd 0.4K
25 Reporters Distinct http://www.m-e3lamion.com/n/s/25381#.Xs2zuRmdzOQ.whatsapp 0.05K
26 Al Manatiq News https://almnatiq.net/867956/ 0.1K
27 Shula News https://www.shula.news/?p=375827 N/A
28 Al Raidah http://www.alraidiah.com/archives/614770/ 0.1K
29 Ham News https://ham-24.com/263237/ 0.05K
30 Saudi 24 News http://saudi-news24.net/?p=82941#.Xs5pIDjZuIg.whatsapp 0.1K
31 Al Taif Online http://altaifonline.com/?p=291822 0.05K
32 Al Samim News https://alsamim.com.sa/30842/ 0.1K
33 Al KhalieJ https://www.al-khaleeg.com/304666.html 0.1K



Thyroid Online Market Expansion
Saudi is the 1st Country within EMEA & no. 10 Globally for thyroidaware website hits 



ThyroidAware Page preview per Traffic Source



Thyroidaware Page preview per Name/Domain



360 Online Campaign
Virtual exhibition

• 360 website patients offering a gamified 

experience to view thyroid educational 

videos, KOL tips on thyroid disease 

management, live KOL sessions answering 

patient questions, educational written 

blogs and a link to thyroid aware symptom 

checker website.

• Targeting Saudi & gulf female population 

aged 18-55 to raise awareness on thyroid 

disorders and encourage regularly 

checking their TSH levels with HCPs.





Case Study of Public Awareness Campaigns

Problem Faced

Low usage of Beta-
blockers class due to not 
seeing HR as relevant risk 
factor to consider while 
treating hypertensive 

pateints

Solution Offered

Online awareness activities 
to augment the HCP 

marketing campaign for 
measuring heart rate and 
taking treatment decision 

based on its measure

Benefits

???

Approach 01

Research

Conducted a thorough 
analysis of patient 

demographics.

02

Strategy

Developed a tailored 
messaging strategy for 

outreach.

03

Execution

Launched a multichannel 
digital and physical marketing 

campaign.

04

Evaluation

Measured engagement 
metrics and referral 

increases.



38

SOCIAL MEDIA 
IMPRESSION

Patients get exposed to 
awareness message on 

social media

AWARENESS WEBSITE
Patient visits the

awareness website

RISK  CALCULATOR
The patients perfom a 

symptons check
Risky patients advised to

visit physicians

HCP VISIT
The Patient visits the HCP for 

consultation

Click

Phase 1 Phase 2 Phase 3

Hypertension and Heart Rate Campaign



Hypertension and Heart Rate Campaign



Hypertension and Heart Rate Campaign



Hypertension and Heart Rate Campaign

Title of Presentation | DD.MM.YYYY41



Migraine Awareness Campaign



Migraine Awareness Campaign



Migraine Awareness Campaign

Title of Presentation | DD.MM.YYYY44



Migraine Awareness Campaign

Title of Presentation | DD.MM.YYYY45



Key Learnings

Make sure you convinced HCPs first of your message01

Extra vigilance while building your forecast and 
impact models

02

Allocate enough budget, time and efforts only to 
channels with proven efficacy

03



Regulatory, 
Compliance and 
Ethics

01 Transparent Messaging
Ensure all communications are clear and 
truthful without misleading claims.

02 Adhere to Guidelines

Follow local regulations regarding 
pharmaceutical advertising and promotions.

03 Unbranded Campaigns

Avoid promotional language in campaigns 
focused solely on disease awareness.

04 Regular Training

Provide ongoing compliance training for all 
team members involved.

05 Clear Sponsorships

Disclose funding sources and sponsorships for 
transparency in campaigns.

06 Ethical Data Use
Use patient data responsibly while ensuring 
privacy and consent.

07 Review Processes

Implement thorough review systems to vet all 
campaign materials.



Challenge 1 Challenge 2

Navigating Pharma Regulations in KSA

Challenge 3 Challenge 4

Complexity of Regulatory 
Frameworks

KSA policies Varies significantly  from 
rest of GCC countries and the world

Requires in-depth knowledge of local 
regulations

Restrictions on direct 
communication with patients

Materials review process and 
guidance on what is permitted and 

what’s not is a case-by-case approach

Review cycle takes a lot of time, 
efforts and cost making regular 
updates to content challenging

High risk social media and digital 
tools

Mandatory reporting of AEs requires 
vigilant monitoring and restrict 

available digital channels

Global reach of digital channels 
magnifies the risks of direct patiens

communication

Adapting to Changing Regulations

Frequent updates and changes to 
existing laws

Companies must stay informed and 
compliant



SFDA Patient 
Awareness 
Campaigns 
Regulations



SFDA Public Awareness Campaigns Regulations



SFDA Public Awareness Campaigns Regulations



SFDA Public Awareness Campaigns Regulations



SFDA Public Awareness Campaigns Regulations



Future of Awareness 
Campaigns

01 Personalized Content

Develop tailored educational materials 
that address individual patient needs, 
preferences, and concerns to enhance 
engagement and satisfaction.

02 Accessible Information

Ensure all campaign resources are 
easily accessible, utilizing mobile-
friendly formats and personalized to 
reach diverse patient populations and 
improve understanding.

03 AI Utilization

Implement AI to personalize patient 
experiences and optimize targeted 
communication for better 
engagement.

03 Wearable Tech

Leverage wearable devices to 
collect real-time health data, 
enhancing patient management and 
intervention strategies.



Key Takeaways

01 Examine Patient Journey Gaps
Thoroughly evaluate the current patient journey
gaps and expected impact of the campaign to 
guide the business decision and necessary 
funding for the awareness campaign.

02 Targeted Segmentation

Utilize data to create precise audience 
segments for effective outreach.

03 Clear Messaging

Simplify complex medical jargon into relatable 
and actionable insights.

04 Integrated Channels

Combine traditional and digital platforms for 
expanded audience reach.

05 Measure Success

Consistently evaluate impact through metrics 
to refine future campaigns.

06 Collaborate
Engage patients' societies and HCP societies to 
amplify campaign effectiveness, credibility and 
reach.

07 Stay Compliant

Ensure all content aligns with regulatory 
standards for credibility.



https://www.linkedin.com/in/mostafa-
abdelrahman-36874755

LinkedIn
Mostafa Abdelrahman

https://www.linkedin.com/in/mostafa-
abdelrahman-36874755/

Contact Number
+966 5 4000 5233

Email Address
mostafa.Abdelrahman
@biopharma-mea.com

Thank You

SCAN the QR code 
for my LinkedIn 

profile



Q&A Session

What challenges do you face in awareness 
campaigns?

01

How do you measure the success of your 
campaigns?

02

What channels do you find most effective for 
outreach?

03
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