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Everyone in the lif e sciences indust ry talks about  how vital it  is to integrate
digital into commercial st rategies in order to more ef f icient ly target
audiences, engage in relevant  conversat ions, and improve conversion. The
quest ion is: How?

Without  a proven “how to do digital” manual, indust ry marketers have largely
relied on t rial and error—the result s of  which serve as a rough guide for
subsequent  approaches. However, with the advent  of  powerful data capture
and storage technologies, along with the availably of  cloud-based sof tware
solut ions, the indust ry can f inally gain rich customer insights faster, which can
help drive audience behaviors.

The Digital Disconnect
Today, most  physicians—upwards of  98%, according to Manhat tan
Research’s Taking the Pulse U.S. 2015 study—use digital resources monthly or
more of ten to f ind medical informat ion. Yet  in spite of  such an overwhelming
majorit y of  healthcare professionals (HCPs) connect ing digitally, lif e sciences
companies st ill invest  93% of  their market ing budgets in analog channels,
including stat ic assets to support  their face-to-face engagement . The lif e
sciences indust ry lags behind nearly all other indust ries implement ing digital
st rategies, despite digital’s inherent  channel ef f iciencies.

“Physicians are drowning in informat ion and layers of  clinical standards, qualit y
measures and guidelines they need to follow,” says Monique Levy, Vice
President  of  Research, Manhat tan Research. “In the new clinical workf low,
physicians need lif e sciences companies to provide more relevant ,
discoverable, personalized, cross-channel content  and support , and this can
only happen if  pharma digital maturit y leaps forward. Physicians believe
pharma can add value but  they won’t  work too hard to f ind what  they need.”

Brian McHale, Enterprise Mult ichannel Market ing, Global Commercial
Operat ions at  Pf izer, of fers one example of  how pharma can ef fect ively use
digital in the mult ichannel promot ional mix. At  ePharma in New York Cit y,
McHale spoke about  how Pf izer successfully integrated digital market ing with
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sales force engagements by leveraging cloud sof tware, compliant  content
and customer interact ion data. McHale explained how Pf izer launched a rep-
t riggered email program to enhance relat ionships with physicians by providing
t imely and relevant  informat ion via physicians’ preferred channel. More than
two-thirds of  HCPs prefer to receive indust ry news, product  announcements,
research and educat ional opportunit y informat ion through email, according to
a 2014 HubSpot  survey.

Of  course, many other approaches are available, and each company’s
commercial st rategy will be dif ferent—uniquely designed based on the region,
therapeut ic area, product , budget  and audience. But  they all should have a
compounding ef fect  on commercial success. With each interact ion, the HCP
informs the company about  where they are on the product  journey—what
informat ion they want , how they want  to receive it , and when. Life sciences
companies that  capture and analyze this data can use each touch point  to
build on the last  to drive increasingly more personalized communicat ions
across all channels.

Developing a Digital Disruption Plan
Follow these f ive key steps to establish your own ef fect ive mult ichannel
digital st rategy:

1. Measure a broad view of  customer interactions across channels and
customer-facing teams. Determining which channels to employ and the right
mix of  channels must  begin by understanding the ecosystem around the
target  audience. Pull together data f rom all channels where possible, including
t radit ional, analog channels to create a holist ic but  singular customer view.
Link all of  the data sources together to provide sales, market ing and medical
teams with easy and appropriate access, plus the abilit y to analyze and
update the customer prof ile in real t ime.

2. Extract customer insights based upon actual channel use and
message response.

A cross-channel view of  customers, in conjunct ion with their responses to the
content  delivered in each channel, permits lif e sciences companies to unearth
accurate insights about  customer preferences. But  this must  be based on real
data, not  derived inferences f rom, say, a blind survey.

One approach is to segment  the ent ire customer journey into several phases,
with each phase corresponding to a measured level of  engagement . If  an HCP
is ent irely new to the condit ion, the t reatment  opt ions or drug brand, this may
be ref lected with a score of  zero on a scale of  0 to 5. On the other hand, a key
opinion leader in the disease state and an evangelist  of  the product  may
score a f ive. In this way, the commercial team has a clear sense of  where the
customer is on the journey and can tailor content  and successive interact ions
appropriately.



3. Tailor content across all channels according to these new insights.
Tradit ionally, lif e sciences customer-facing teams across sales, market ing
and medical had lit t le or no visibilit y to customer interact ions outside of  their
discipline. As a result , HCPs had a disjointed experience across touch points.
With new cloud technology, it  is now possible to coordinate and tailor each
engagement  based on a complete understanding of  customer needs.

Whether the customer chooses to interact  with the company via personal,
digital or even medical communicat ions, he can f inally maintain a cont inuous
conversat ion that  picks up wherever and with whomever it  was of f . Ongoing
personalizat ion increases content  relevance to the customer over t ime, as
more brand contact  leads to greater data f idelit y. Adapt ive content  can then
be served up according to customer preferences.

4. Implement processes and capabilities to ensure timely, updated
content across all channels. Processes built  to support  t radit ional, lengthy
content  ref resh cycles no longer meet  the needs of  fast -paced digital
engagement . The problem is compounded in a digital mult ichannel
environment  with the added challenge of  accommodat ing regulatory reviews.
So, enabling more channels without  addressing the content  development
process and t imelines can actually do more harm than good by exposing the
audience to stale materials more f requent ly.

A comprehensive, easy-to-use content  management  system (CMS) can not
only solve this problem, but  also make content -heavy mult ichannel programs
more cost  ef fect ive. St reamlining the end-to-end process f rom content
creat ion to dist ribut ion across all channels with a modern CMS improves
creat ivit y, speed to market , message consistency and overall compliance—
especially when it  comes to updat ing market ing materials.

5. Learn fast, and evolve faster to avoid hitting “replay” on a single
course of  action. Compet it ive advantage will go to companies that  leverage
customer data—along with the best  content  creat ion and dist ribut ion
capabilit ies—to deliver the most  relevant  informat ion to their customers at
the moment  they want  it . Cloud solut ions today make this economical and
scalable because they allow commercial teams to learn on the f ly.

Marketers are no longer bound to a “one size f it s all” content  approach for
each large customer segment . Instead, commercial teams can engage with
customers individually and at  a much faster pace. It  f rees teams to reach out
in various ways, more of ten, and then learn f rom those interact ions. Data f rom
these engagements informs subsequent  interact ions for a dynamic, ever
evolving personal approach.

If  you’re one of  the many lif e sciences companies f inally making a full
commitment  to digital, remember not  to over-engineer the process. Begin
with a hypothesis about  the mult ichannel approach and test  it  in a small,
cont rolled way so no team bites of f  more than they can manage. Start  with a
single brand. Learn by doing, and then deploy more widely as your approach



evolves.
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