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Summary:

There is a strong impetus for the life sciences industry to change and drive digital experimentation 

across the organization. Fundamentally, when we look at the pharma industry, we have been 

successful in doing what we have been doing for many years. However, in the current landscape, 

the key question is how do we accelerate the pace of change? 

According to the panel, we need to look at capability reorganization through three different lenses. 

The mindset lens – we are beginning to recognize the unprecedented power of data and digital 
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and are starting to experiment more. The 

cultural lens – we still operate in a siloed 

environment, but moving forward, 

collaboration will be critical for better 

outcomes. Connecting the dots through R&D, 

medical, and marketing, particularly on the 

data side, is very essential to address the 

end-to-end patient journey. The capability lens 

– our ability to act on real-time insights is far 

behind, as compared to other industries that 

are organizationally set up with digital and 

technology at the core of what they are doing. 

To build capabilities for a transformational 

journey, we need to free up marketers to do 

new things. Once we free up their time to think 

differently, the next critical challenge is to 

accelerate the delivery of digital experience in 

an impactful manner. Hence, learning new 

skills around being agile and omnichannel 

becomes a basic and critical lever for 

marketers to impact the transformation 

journey. 

Over time, the fundamentals of what a 

marketer should do hasn’t changed. However, 

it has become a lot more complex due to 

availability of data and tools that expand our 

ability to reach our customers and deliver a 

customized experience, requiring 

specialized subject matter expertise. It’s 

unreasonable to expect that we would find 

all of these capabilities in one person. Hence, 

we require different people, with varying 

levels or different types of subject matter 

expertise, to work together on execution.

We are operating in a very regulated 

environment and need subject matter 

experts. Having said that, we do need to 

upskill our current marketing population and 

demonstrate what good looks like. Hence, 

parachuting in pockets of excellence from 

outside, in terms of talent, can help 

accelerate the pace of change. The other 

perspective is that partnerships could play a 

key role at the ground level in operating 

markets. Partners can come in and perform 

things that we don’t have capability to do on 

the ground. In this way, we’re trying to look at 

things that we can do pragmatically today 

and sharpen the skills that we have in our 

marketing population. 

The panel also discussed the possibility of 

performance metrics for pharma marketers  



FROM BLOCKBUSTER DRUGS TO 
BLOCKBUSTER CUSTOMER EXPERIENCE

SUMMIT

https://digitalsummit.indegene.com  |  First-of-its-kind, Industry-only Summit for Global Pharma and Biotech  |  © 2019 by Indegene

revolving around the objective of customer 

experience. We often don’t align our objectives 

and goals to what we are trying to accomplish 

for the product. If you need to move someone 

from awareness to interest to consideration, 

then certainly the customer experience KPIs are 

very important, but at the heart of it, it really 

goes back to setting very clear and specific 

objectives and goals. The role of our local 

marketer is transforming as well. The role of any 

customer-facing organization today is the one of 

orchestration, because you are orchestrating a 

customer’s journey.

If you think from a customer’s point of view, it’s 

more of the softer elements that matter to them.

We are in the most emotive industry, yet, when 

we look at our communication overall, it tends 

to be very scientific and rational. Thus, digital 

gives us a greater insight about our customers 

and our ability to connect with them. 

In conclusion, the core competencies for a 

marketer remain the same. What has changed 

is the volume of data or the number of sources. 

We now have the ability to create more 

actionable insights, which hopefully will lead to 

better segmentation, better customer 

journeys, better KPIs, and better content. 

However, every organization needs to figure 

out the right way of orchestrating these 

particular activities.

WE ARE IN THE MOST EMOTIVE INDUSTRY, YET, 
when we look at our communication overall, it 
tends to be very scientific and rational. 


