
The article consists of the following parts 
•	 Title of interest to doctors (concise, informative and compel-

ling to read), title length approx. 60–70 characters.

•	 Ingress (approx. 230–250 characters of text that serves as a 
compelling introduction to the article).

•	 The article with text and subheadings. The recommended 
number of characters for the article is 2,500–3,000 characters 
without spaces. The article may contain text, images, videos, 
infographics and links.

•	 Image related to the topic (horizontal image, no product  
advertisement, no text, size: 690 x 360 px, jpg format).

•	 If necessary, a listing of additional information links, for 
example SPC (summary of product characteristics).  

The one-month-long content marketing co-operation includes article 
visibility in Lääkäriportaali and kicker visibility in Lääkäriportaali’s 
newsletters for one week. 

The kicker consists of the following parts 
The article kicker, used in Lääkäriportaali’s newsletters, consist of 
the article’s title, ingress and image (size 300 x 250 px, jpg format). 
The image must not be a product advertisement or contain text.

Note! Most readers end up reading the article via kicker in the news-
letter. We advise to highlight the news aspect that is of interest in 
the kicker and title.

The kicker’s attention value directly affects the number of times the 
article will be read.

Terve Media adds the following text in the beginning of the article: 
COMMERCIAL COOPERATION and the following text in the end of 
the article: ”Commercial partner: Company. This content is produ-
ced by a commercial partner and the partner is responsible for the 
editorial content.”

Kind regards, 
Laura Koskela  
Production Manager, Content Marketing  
Terve Media Oy  
laura.koskela@tervemedia.fi  
puh. 040 717 6439

Guidelines for content marketing in Lääkäriportaali
The customer produces 1) an article and 2) a kicker to the article (a short highlight/introduction text which 
raises interest to read the article).
The article can cover any topic the client wants to inform the medical target group. The content can be a mat-
ter of general interest, or a current high-interest topic, or a specific newsflash. When planning the content, it is 
important to consider which points in the article are new and of particular interest to doctors - in compliance 
with the Ethical Guidelines of the Pharmaceutical Industry.
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Example of an article   
•	 Text: COMMERCIAL COOPERATION
•	 A compelling title that addresses the target group 
•	 An ingress, which leads to the topic and raises interest to read the 

article. 
•	 Image provided by the customer (not an advertisement),  

size 390 x 360 px, jpg format
•	 Article text (recommended number of characters 2,500–3,000 without 

spaces) 
•	 Tables, graphics and embedded videos can be attached to the article 

(e.g. YouTube, Vimeo) 

Example of a kicker 

How to write a good article? 
A good article clearly produces value or benefit to the medical target group.
The article should not focus on the product, but provides a clear value for 
the time spent, for example by new information or perspectives that affect 
the work of doctors and patient care. As the recipient of the message, it’s 
best if the clinicians feel they receive valuable information or experiences 
from their colleagues - a purely commercial message will not be as well 
received. 

Consider the perspective of the target group 
Your article is competing for the time of busy professionals, so most effec-
tive is to build the message from the doctor’s point of view and how to solve 
their problems. Effective conveying of information always requires choices 
from the sender: choose a clear main message and goal for what you want 
to say. If there are several good perspectives on the topic, you may consider 
using several articles. Remember to describe the benefits of your solution 
for the doctor and patient instead of just listing the product arguments. Re-
member sources. With image choices, you support the effectiveness of your 
message: a timely image relevant to the topic increases interest. Interest is 
usually increased by an image of a person – for example, the expert or the 
doctor who’s been interviewed for the article. Be honest, and also respect 
your competitors’ solutions as a professional in pharmaceutical marketing. 

A clear structure guarantees readability 
Structure your message into a logical and easy-to-understand entity. Re-
member good grammar and spelling. Headings should be interesting and 
clear. Remember subheadings to rhythm the text to make it easier to read. 
Too long paragraphs make reading difficult. A suitable amount of sentences 
for one paragraph is 3–5. Stylistically, the text should be easily understan-
dable, professional language.  

Remember the Ethical guidelines of the Pharmaceutical  
Industry 
Pay attention to the Summary of Product Characteristics of your product 
and its permitted uses. Your content is likely to be studied by professionals 
from your own company and competitors, as well as the authorities that su-
pervise the industry. Base your argument on facts that you can support with 
references in the article. Try to justify your message on clinical grounds. 
Within these limits, you can be creative in communicating the benefits or 
news about your product 


