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EXECUTIVE SUMMARY

Healthcare marketing in 2026
continues to evolve amid a
growing tension between content
innovation, regulatory changes
and compliance oversight.

Examples:

Government agencies, like the FDA, are using Al to monitor medical marketing content for compliance
violations, including ads and social media.

Marketers are using Al to generate content faster than ever before, often with no guardrails.
Compliance teams are using Al to keep up with compliance reviews on ever-skyrocketing content volumes.

Influencers and Customer Testimonials are coming under increased scrutiny worldwide.

Hospitals, pharmaceutical companies and pharmacy brands are communicating across more channels than
ever ranging from traditional media to influencer-led campaigns. Yet, as marketing content becomes more
prolific, more dynamic and data-informed, it’s also becoming more regulated. Every message, image and
claim is facing heightened scrutiny with the assistance of Al-powered regulatory monitoring tools.

As 2026 unfolds, healthcare organizations face the dual challenge of maintaining the agility required to
compete in a crowded digital landscape while ensuring every asset, partnership and communication remains
compliant.

This guide explores the forces that are reshaping healthcare marketing compliance, the operational barriers
that hold teams back and practical steps to build systems that support both speed and accountability.

Disclaimer: This document is not intended as a substitute for legal or regulatory advice. This report has been prepared using both public
and private data by IntelligenceBank, a provider of software that helps companies stay on brand and adhere to regulatory compliance.
Companies should seek professional legal and regulatory advice when establishing internal compliance protocols.
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WHY HEALTHCARE MARKETING COMPLIANCE IS
MORE COMPLEX IN 2026

Healthcare marketing compliance has never been straightforward but 2026 introduces an entirely new level
of sophistication and scrutiny.

The forces reshaping the sector are not just regulatory. They’re also technological, systematic and ethical.
Below are the key forces that are amplifying complexity and transforming how compliance teams must operate.

01 Content Production Speed is Outpacing Content Governance

Generative Al is enabling marketers to produce content at scale. But Al also creates new risks
such as going live with incorrect medical claims, unbalanced benefit statements or content that
inadvertently implies clinical endorsement.

Why it matters:

Traditional manual review processes weren’t built to cope with current levels of gen Al content output.
Without structured Al governance organizations risk disseminating inaccurate or noncompliant
medical information faster than ever.

02 Regulators are Using Al-Powered Tools to Monitor Compliance

In September 2025, the U.S. Food & Drug Administration (FDA)
in a crackdown on direct to customer advertising. The FDA is moving
to close a loophole that allowed safety information to be hidden in ads.

Why it matters:

The agency will use Al to monitor content and enforce strict standards for transparency. Similarly,
in the U.K., the Advertising Standards Authority (ASA) has begun using

, flagging potential breaches as a first line
of detection before formal review.
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03 Regulatory Changes in the Face of Al

While regulatory bodies are no stranger to shaking up the rules, the proliferation of Al has brought
new issues to the fore for healthcare marketers. In the U.S. the FDA is updating regulations to

marketers must make sure any claims around the
efficacy and safety of Al-powered health related products can be substantiated. Across the pond,
U.K. regulators require manufacturers of medical devices not overstate their approved use or
performance. While in Australia, a recent review of advertising guidelines around the advertising
of cosmetic procedures by the Australian Health Practitioner Regulation Agency (AHPRA) has
resulted in a slew of Updates. These include including the requirement for honest and realistic
depiction of results, a restriction of targeting under 18s, bans on testimonials and the protection of
patient dignity.

Why it matters:

As Al transforms both healthcare products and marketing practices, regulators are moving
quickly to close gaps in oversight. This means claims that reference Al - whether about diagnostic
accuracy, treatment outcomes or personalization - must now meet the same standards of verifiable
evidence and balanced representation as traditional medical claims. With frequent updates to
regional advertising codes, manual review processes can’t keep pace. Marketers need centralized,
auditable approval workflows to ensure every Al-related message is accurate, appropriately
targeted and compliant before it reaches the public.

04 Expanding Privacy and Consent Regulations

Patient data fuels personalized engagement but privacy laws are tightening globally.
in the U.S,, and the
are constantly redefining what constitutes lawful consent and data use in marketing.

Why it matters:

Healthcare advertisers must balance personalization with strict data minimization and explicit
patient consent. This ultimately affects how campaigns are planned, targeted and measured.
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https://www.ey.com/en_gr/technical/tax/tax-alerts/regulation-2025-327-establishing-ehds#:~:text=On%2026%20May%202025%2C%20Regulation,Space%20(%E2%80%9CEHDS%E2%80%9D).
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. Influencer, Endorsement and Testimonial Risks

User Generated Content (UGC), whether from patient ambassadors or healthcare professionals is
now a well established form of social proof. However, regulators are tightening expectations around

compensation, disclosure and medical claim substantiation. These rules also apply to sponsored

content. Australia’s Therapeutic Goods Administration (TGA) recently took action against both an
advertiser and several large publishers for engaging in unlawful advertising.

Why it matters:

Even well-intentioned content can blur the line between education and off brand or illegal promotion.
It is, however, ultimately brands that are responsible for ensuring all endorsements comply with
accuracy and ethical standards as well as cross jurisdiction disclosure requirements.

‘ Environmental and ‘Wellness’ Positioning Scrutiny

As sustainability becomes a marketing differentiator, healthcare brands are making more claims
about environmentally friendly operations, ethical sourcing and holistic well-being. For example in
Australia claims such as “natural” need to be substantiated in many markets.

Why it matters:

Green and wellness claims are now under the same microscope as clinical ones. Regulators expect

quantifiable proof rather than aspirational messaging.
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07 Real-Time Personalization and Dynamic Content

Healthcare marketers are increasingly relying on dynamic and data-driven content (messages that
adapt instantly to a viewer’s demographics, behavior or location). From personalized treatment
reminders to dynamically priced offers, these campaigns can shift on the fly, often without human
oversight.

While this agility delivers greater relevance and engagement, it also introduces major compliance
blind spots. When creative versions are auto-generated or modified in real time, there’s no
guarantee that every variant has passed through legal, medical or regulatory review. What begins
as approved messaging can evolve into unapproved claims once algorithms start adapting content
across platforms.

Why it matters:

Regulators expect healthcare organizations to maintain a clear record of what was published,
when and under what approval. Without structured workflows, pre-approval checkpoints and
automated audit trails, it becomes nearly impossible to prove that all dynamic content met
compliance standards. In a sector where accuracy and disclosure are non-negotiable, speed
without governance is no longer sustainable.

08 Price Transparency

While there is a continual move toward greater transparency and accuracy in healthcare
communication, the U.S. Centers for Medicare & Medicaid Services (CMS) are taking the lead in
tightening price disclosure requirements. Hospitals and insurers are

Across global markets, similar initiatives are emerging, with regulators demanding that promotional
content reflect real, verifiable costs rather than vague estimates or selective examples. For
healthcare marketers, this shift requires closer coordination between marketing, finance and
compliance teams to ensure that advertised prices, discounts and reimbursement claims align
with published data and regulatory expectations.

Why it matters:

Transparency is now a compliance mandate, not a marketing choice. Any discrepancy between
promotional claims and published pricing data can trigger enforcement action or public backlash.
Embedding real-time approval and verification steps within marketing workflows helps organizations
ensure that cost-related content remains accurate, current and compliant across every channel.
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PROBLEMS AFFECTING HEALTHCARE
COMPLIANCE TEAMS

As marketing regulations tighten and content production accelerates, many healthcare organizations are
discovering that their internal systems aren’t designed for the pace or precision modern compliance demands.
The result is a growing divide between how fast marketing teams can create and how thoroughly compliance
teams can review, approve and document for audit purposes.

Below are the most common challenges limiting healthcare compliance teams in 2026.

01 Fragmented and Manual Review Processes

Many healthcare organizations still rely on email threads, spreadsheets or legacy approval systems
to manage content sign-offs. These manual methods create bottlenecks, increase the risk of version
errors and make it difficult to confirm whether the latest materials have received final medical and

legal approval.

Impact:

In fast-moving digital campaigns, especially those with localized or personalized variants,
manual reviews simply can’t keep up. The lack of centralized visibility increases the likelihood of
non-compliant material going live.

02 Lack of Real-Time Oversight for Live Content

Once content is published, few organizations actively track how it evolves across channels or
through third-party partners. Outdated claims, expired disclaimers or modified creative can remain

live long after approval.

Impact:

Without automated monitoring or audit logs, teams have no clear evidence of what was published
or when. This is a major weakness during investigations or audits.

IntelligenceBank.com


http://intelligencebank.com

O3 Insufficient Integration Between Marketing and
Compliance Tools
Marketing and compliance teams often operate in siloed systems. Creative assets live in design

platforms, approvals are in emails and risk documentation is stored elsewhere. This fragmentation
limits transparency and slows response times when campaigns or regulators require rapid updates.

Impact:

Without connected systems, audit trails are incomplete and collaboration between teams becomes
reactive rather than preventative.

04"  Inconsistent Application of Rules

With complex, fast-changing regulations across multiple jurisdictions, interpretations can vary
from reviewer to reviewer. Some teams apply stricter standards than others, resulting in confusion,
rework and uneven risk exposure across campaigns.

Impact:

Inconsistency undermines confidence in the compliance process and erodes the trust marketing
teams have in the review system.

05’ Dpelays in Legal and Medical Review

High review volumes, (particularly for pharmaceutical and device advertising), can create major
backlogs. When every small update requires full re-approval, launch timelines stretch and marketing
agility suffers.

Impact:

Compliance becomes seen as an obstacle rather than a safeguard, driving teams to bypass
established processes just to meet campaign deadlines.

IntelligenceBank.com
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Repetitive Review of Low-Risk Materials

Many compliance teams spend significant time reviewing similar or low-risk materials such as
recurring social posts or template updates. This drains resources that could be directed toward
genuinely high-risk campaigns or strategic governance improvements.

Impact:

Review fatigue leads to slower turnaround times and increases the risk of oversight on more
complex, high-stakes content.

Limited Audit Trails and Reporting

When approvals and comments are scattered across platforms, reconstructing the history of an
asset - who approved it, what changed and when - becomes a time-consuming, manual process.

Impact:

In an environment where regulators expect transparency and accountability, the inability to
demonstrate a documented approval chain poses a major compliance risk.

Compliance Fatigue and Resource Constraints

As regulatory oversight grows and content volumes expand, compliance teams face increasing
pressure with limited headcount. Constant updates to global codes, privacy laws and promotional
standards make it difficult to maintain consistency and focus.

Impact:

Fatigue leads to burnout, slower reviews and missed risks - exactly when precision matters most.

IntelligenceBank.com
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. Weak Governance for Al-Generated Content

While marketing teams rapidly adopt generative Al tools, few organizations have formal governance
frameworks outlining how Al-created content should be reviewed, approved. stored and monitored.

Impact:

Without clear accountability and approval protocols, Al-generated claims or images could be
published without adequate substantiation or oversight.

‘ Lack of Scalable Workflow Infrastructure

Ultimately, the greatest barrier is structural. Legacy processes were built for static campaigns and
limited channels, not the dynamic, real-time healthcare marketing environment of 2026.

Impact:

Without a scalable workflow platform that connects marketing, compliance and legal stakeholders

in one governed environment, teams can’t maintain both speed and control.

IntelligenceBank.com 11
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HOW THE HEALTHCARE SECTOR IS MODERNIZING
MARKETING COMPLIANCE

In response to the rise in content volume, diversification of media channels and the emergence of

, teams are now automating compliance reviews to both speed up reviews and reduce risk.

Here’s how Marketing and Compliance teams have successfully integrated Al-driven compliance solutions

across workflows and mediums:

Al-POWERED RISK DETECTION PROCESS

Identify

Create custom risk rules based
on your specific business and
healthcare industry rules

Approve

Final Legal approval, with most
of the heavy review work
already complete

IntelligenceBank.com

Review

Automatically find risks and
provide actionable feedback before
submitting for final approval

Monitor

Ensure live content stays
approved, with regular,
automated reviews
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TYPES OF RISK DETECTED

Using a combination of deterministic Al (for consistent, rules-based checks) and agentic Al (for more contextual,
human-like understanding), the platform delivers reliable compliance insights whether from straightforward

detections to more nuanced recommendations on tone and clarity.

Here are just some of the risks our system can identify automatically:

High Risk Words

Phrases containing “lowest”,
“best” or “free”

Prominence of Information

Ensure disclosure text is
legible and prominent

Proximity of Elements

Ensure a price is always in the
same sentence as a product

Images

Identify images that are
non-compliant or off-brand

IntelligenceBank.com

Missing Text

Identify missing mandatory information

when offers are mentioned

Numbers & Currencies

Check all numbers have the
correct symbol (%, $, £)

Spelling

Check for spelling mistakes or
regional-specific language

Tone of Voice

Check readability, avoid jargon,
limit sentence length

Disclosures & Disclaimers

Highlight incorrect or missing
disclosures and disclaimers

Dates

Check all promotional end
dates are accurate

Logos

Confirm a logo is present
and correct

Readability

Check readability by
determining reading age
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LEGAL AND BRAND RISK CAN BE DETECTED
ACROSS THESE CHANNELS

— @

Images & Documents Web Pages
Teams use real time Al compliance reviews Reports check thousands of live web pages
to check loan documents, rate sheets and to flag outdated rates, missing disclaimers or
marketing materials to identify compliance misleading terms.
risks as they work.

Live Ads Social Media

Check hundreds of live Google ads offering Social content is often published faster than
various rate and promotional offers faster and you can review it. Al social reviews catch risky
with more accuracy than humanly possible. or non-compliant content.

/7 <o, L e
‘Guaranteed @ @
Laaltle M od s Misleading High
Health OUtcomes Efficacy Claim Risk Word
for Everyone
Missing Unapproved
Disclaimer Clinical Language

16518
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What sets IntelligenceBank’s marketing compliance reviews apart is the ability to work seamlessly within

an end-to-end content delivery system. Reviews integrate directly with IntelligenceBank’s Digital Asset

Management (DAM) and workflow tools as well connecting with popular platforms like Microsoft, Google and

Figma to enable real-time risk detection as you create content.

The platform delivers a complete marketing compliance ecosystem designed to break down silos between

departments and make every stage of approval faster, smarter and more transparent.

Audit Trail
Management

Every action is tracked, creating
a clear audit trail that enhances
transparency and accountability
across compliance approvals. No
more third-party record keeping or
scattered spreadsheets and emails.

Streamlined
Approval Processes

Integration with creative approval
systems accelerates the sign-off
process, reducing bottlenecks and
ensuring campaigns move forward
without unnecessary delays.

High Engagement
Across Departments

By centralizing Marketing, Legal and
Compliace within one shared platform,
teams across marketing, legal, and
compliance can collaborate effortlessly.
Many users report daily engagement
and describe IntelligenceBank as
indispensable - not just for managing
compliance efficiently, but for improving

relationships between departments.

IntelligenceBank.com
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EXPECTED RESULTS FROM AI-ASSISTED
CONTENT REVIEWS

While Return on Investment (ROI) will differ greatly
according to the volume of activity and complexity
of an organization’s content production, there are
some benchmarks that can help you determine
potential ROI.

IntelligenceBank used anonymous amalgamated
data from its client pool to measure the potential
FTE savings. The findings showed the average

L

15

number of comments on a marketing asset, such
as a promotional email, downloadable guide or
display ads ran at 10 per asset. The average time
saved resolving each comment via Al reviews ran
at 15 minutes per comment. Therefore, if your
organization produces even as little as 5 assets per
week, your organization can save ~2,600 or ~1.3
FTE in review time.

43

comments per
asset

IntelligenceBank.com

minutes saved
per comment

hours saved per
week

16


http://intelligencebank.com

Ready to Simplifty
Your Compliance
Process”

Upholding marketing compliance doesn’t have to
be a headache. With the right software and
processes in place, you can ensure your marketing
materials are compliant, accurate and effective.

IntelligenceBank’s Al content compliance solutions
are designed to help banks like yours take a
proactive approach to regulatory requirements
while saving time and reducing risk. It’s a great way
to get up and running faster than building a solution
from scratch, knowing that what the regulators are
looking for is the same thing the software is
pre-programmed to catch.

Contact us today to learn more or book a demo.

Learn more at IntelliogenceBank.com

IntelligenceBank
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