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BY  T I F FA N Y  M A R G  |  SVP, Client Development & Marketing at Underscore Marketing 

What The Shifts in The U.S. 
Political Spectrum Could 
Mean for Pharma Marketers

                  The pharmaceutical industry is navigating a shifting U.S. political landscape that somehow 
                  feels both familiar and uncharted. With the new administration signaling sweeping changes, 
                  pharma marketers are facing times of uncertainty. There’s a lot of anticipation about how the 
administration’s policies will shape the pharma industry landscape now and in the coming years. As we’re 
learning, changes are happening quickly, and what appears to be a normal transition event can have 
larger consequences. 

This was evident when the U.S. Department of Health and Human Services (HHS) was ordered to freeze 
communications for 60 days while the new administration settled.  

Popular physicians on social media took to the air to comment on the potential implications of the freeze. 

While a temporary freeze among government organizations on activities and communications isn’t 
uncommon when a new administration comes in, the initial freeze had broader implications than 
evidenced by prior administrative moratoriums. 

For the first time since inception in 1960, the CDC Morbidity and Mortality weekly report (MMWR) – the 
primary vehicle for widespread alerts from the CDC to the healthcare community – was paused. Many 
took this as an indicator that the administration is not focused on the science, leaving healthcare
professionals without critical information. 

While the pause only lasted for two weeks in January and has since resumed, many noted that it limited 
critical communications during peak time for Covid/flu surges. 

This illustrates the ripple e�ect a seemingly small decision like this can make. As the industry braces for 
disruption, we’re very much in a wait-and-see phase, examining how to adapt, but also how to lead. One 
thing’s clear, the stakes have never been higher for those shaping the future of healthcare marketing.

https://apnews.com/article/trump-health-communications-cdc-hhs-fda-1eeca64c1ccc324b31b779a86d3999a4
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Understanding 
the Political Shifts 
Reshaping Pharma

The new Trump administration has been marked by 
bold promises and sweeping changes right out of 
the gate. With Robert F. Kennedy Jr.’s confirmation 
as the head of the Department of Health and 
Human Services (HHS), the administration has 
signaled a deregulatory agenda aimed at 
fostering competition and innovation. 

Key appointments like Dr. Marty Makary at the FDA and Dr. Mehmet Oz at CMS reflect a focus on reducing 
federal oversight and reshaping public health priorities. Makary, known for his work on healthcare 
transparency and cost reduction, has argued that the FDA is too bureaucratic, causing medical advances 
to move at "turtle speed." Both appointees are focused on shifting priorities towards addressing chronic 
diseases and promoting health priorities like obesity prevention and wellness through diet versus 
overmedicating certain diseases.

Notably, while there are signals that the overall administration could be 
pharma industry friendly, select policies including tari�s on imports, are 
concerning. They may cause supply chain disruptions that lead to drug 
shortages and increased prescription drug prices.

Generic and biosimilar drug makers, in particular, face significant 
challenges as they rely heavily on active pharmaceutical ingredients 
(APIs). The proposed Biosecure Act could further complicate global 
collaborations and innovation pipelines. It seeks to limit U.S. companies 
from doing business with five named Chinese biotech firms. To avoid 
disruptions, pharma will have to focus on supply chain diversification 
while maintaining a strategic U.S. presence and rebuilding trust with 
consumers. For now, we remain in a state of uncertainty, waiting to 
see how the policies will shift operations in the supply chain. 
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https://fortune.com/well/article/trump-import-tariffs-china-canada-mexico-pharma-prescription-drug-costs-shortages/
https://www.pharmavoice.com/news/tariffs-china-trump-generic-drugs-pharma/739474/


What We know Now
While nothing has been written into law yet, the Trump Administration has already 
begun making regulatory changes (or signaling what’s coming) with a series of 
executive orders and other actions. Things are changing daily, but here’s a summary 
of the key health policy administrative actions to date:
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Rollback of Biden-Era Policies
In his first week in o�ce, Trump rolled back the Biden-era policies aimed at reducing 
Medicare and Medicaid spending which were part of the Inflation Reduction Act. These 
included initiatives like a $2 monthly copayment for certain generic drugs and improved 
access to cell and gene therapies for Medicaid recipients. The rollback signals a potential 
shift away from prioritizing access to medications for certain Americans. Impact on price 
reductions for the initial products negotiated as part of the Inflation Reduction Act 
(scheduled to begin in 2026) and future negotiations remain unclear.

Tari�s on Chinese Imports
President Trump signed an executive order imposing tari�s on Canada, Mexico, and China 
earlier this month. Though some of these were rolled back, there remains a border tax of 
10% on goods from China. These tari�s are expected to impact both drug prices and drug 
access, so patients are likely to experience drug shortages. 

Tari�s are expected to have a big impact specifically on the biosimilar and generic 
products that are heavily relied on within the US supply chain. The US has experienced 
ADHD medication shortages since late 2022, which have yet to be resolved. The tari�s are 
anticipated to impact both raw material sourcing and manufactured medication imports, 
which will further impact drug access.

Health Agency Appointments
While all eyes are on the appointment of Robert F. Kennedy, Jr. for HHS secretary, the 
industry is also keeping watch of the appointment of Michael Makary to head the FDA. 
Most notably, Makary has criticized the implementation and use of the Orphan Drug Act,

https://www.bbc.com/news/articles/c5y7edy35pvo
https://www.bhfs.com/insights/alerts-articles/2024/fda-nominee-makary-on-the-orphan-drug-act


Medicare & Medicaid Uncertainties 
This week Elon Musk’s Department of Government E�ciency (DOGE) team was granted 
access to the Centers for Medicare & Medicaid Services (CMS) computer systems. Musk 
took to X retweeting a headline regarding DOGE’s infiltration of the Medicare systems, 
saying “Yeah, this is where the big money fraud is happening.” 

CMS is the world’s largest purchaser of healthcare, with $1.5 trillion in spending in 2024. In 
his first week in o�ce, Trump rolled back the Biden-era policies aimed at reducing 
Medicare and Medicaid spending through pricing controls and negotiations as part of the 
Inflation Reduction Act. 

While these rollbacks didn’t remove Medicare’s authority to negotiate prices, the initial 
rollback was considered a signal that reducing healthcare pricing for Americans may not 
be a priority for the administration. Medicare and Medicaid provide health services to over 
130 million Americans.

including the increase of products being approved for orphan drug status but then used 
o� label to treat more mainstream conditions.

The pharma industry has undergone a remarkable transformation over the past decade, 
with a significant increase in breakthroughs for first-in-category product launches. This 
stands in stark contrast to previous decades when the industry faced criticism for focusing 
primarily on incremental improvements to existing medications rather than true innovation. 
Today, we can take pride in developing therapies that are genuinely transforming patients' 
lives. While healthcare innovation comes with significant costs, the Orphan Drug Act has 
been instrumental in providing a crucial pathway for this research and development, 
particularly for rare diseases.

"The first thing that will impact the industry is RFK Jr.'s desire to eliminate pharma patient 
advertising,” said Stephanie Carman, SVP Client Services at Underscore Marketing. 
“I would assume that, like most lay people who aren't truly industry experts, he means 
television ads. The marketing we do through banner ads, websites, and platforms like 
Medscape will likely still be accessible. But he's also said he wanted to put an eight-year 
moratorium on new drug approvals, focusing only on drugs he deems most important. 
I could see this having a huge impact on rare diseases."
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Sta�ng Considerations
An executive order is expected as early as next week, demanding the firing of thousands of 
employees under the DHHS umbrella. This impacts the FDA, CDC, and other health agencies. 

https://www.statnews.com/2019/12/31/stat-guide-most-important-drugs-approved-past-decade/
https://www.reuters.com/world/us/doge-aides-search-medicare-agency-payment-systems-fraud-wsj-reports-2025-02-05/
https://www.usatoday.com/story/news/politics/2025/02/05/elon-musk-doge-medicare-medicaid/78255578007/
https://www.reuters.com/world/us/white-house-preparing-order-cut-thousands-federal-health-workers-wsj-reports-2025-02-06/


Global Health Considerations
One of the administration’s first acts after the inauguration was to sign an executive order 
withdrawing the US from the World Health Organization (WHO). This withdrawal is 
expected to limit the CDC and NIH’s ability to monitor and assess potential health 
pandemics as it reduces access to critical surveillance data sourced through the WHO. 
While a potential “WHO reform plan” is reportedly in the works from the US, the fate of its 
involvement in the organization is uncertain. This also has a potential impact on the supply 
chain considerations - predictive modeling requires data to ensure the global community 
is prepared for potential outbreaks/pandemics to ensure they can be covered by existing 
pharmaceutical manufacturing outputs. 
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When Covid hit, manufacturers felt the pressure of reduced sta�ng/restrictions that 
caused delays in drug approvals. For example, delays occurred due to travel and sta�ng 
restrictions limiting the availability of inspectors for manufacturing plants, a mandated 
component of product approval processes. A broad reduction in sta� across federal 
health agencies could impact the administrative functions required for drug approval. 

Strategic 
Considerations for 
Pharma Marketers 
in Uncertain Times

As the political landscape evolves, pharma 
marketers must stay agile while navigating this 
new regulatory era. The industry needs to develop 
contingency plans for potential shifts in advertising 
regulations, especially around changing privacy 
laws and broadscale advertising campaigns, while 
exploring alternative channels for reaching 
healthcare providers and patients.

“This is a time to pause and carefully evaluate 
how to repurpose and refocus media investments,” noted Carman. “It's important for pharma 
companies to maintain a consistent voice with their customers, even if we don't have all the 
information. Being transparent about what we know now and how we can help will be valuable 
during this period of uncertainty.”

Right now, pharma companies need to closely monitor the situation while developing comprehensive 
contingency plans. Strategic agency partners can provide guidance on budget reallocation and 
alternative approaches. Companies need to think proactively about various scenarios and prepare 
response strategies for each potential outcome.

As pharma marketers and agency partners, meeting the needs of our HCPs, patients and caregivers is our 
ultimate goal. In the end, we can’t forget our purpose - to help connect patients, caregivers and HCPs to 
therapeutic options that help cure and manage conditions that impact their lives. 

https://publichealth.berkeley.edu/news-media/opinion/withdrawal-from-who-could-bring-tragedy


Underscore Marketing provides strategic omnichannel media & analytics solutions 
for highly targeted HCP & Patient audiences. It serves US and Global emerging and newly 
launched brands in pharma, biopharma, medical devices, and life sciences, with 
specialty in rare diseases and oncology therapies. Since our founding in 2002, we have 
focused on reducing the complexity of media planning and execution for DSE and 
branded communications to patients, HCPs and payers with our consultative and “team 
extension” approach. We pride ourselves on maximizing media impact by synergizing 
human-led insight and data-driven media solutions with actionable business analytics. 

If you’re looking for a strategic partner to help you craft, execute and optimize media 
campaigns that drive your brand and return value to the business, reach out to us today 
to request an expert consultation

A B O U T  U N D E R S C O R E

www.underscoremarketing.com

                    Ti�any Marg is SVP, Client Development & Marketing, with over 

                    20 years pharmaceutical marketing experience. Her experience 

                    includes HCP, patient and caregiver campaigns across all channels, 

and many disease states – including HIV, oncology, neurology, and autoimmune 

disorders. She has deep expertise in pharmaceutical marketing including brand 

strategy, media, product launches and brand lifecycle management.

You can reach out to Ti�any at ti�any.marg@underscoremarketing.com 
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https://underscoremarketing.com/
https://underscoremarketing.com/assessment/



