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Summary:

In this age of connected customers, content is central to the customer journeys that life sciences 

organizations want to drive for their customers. While digital capabilities and tools allow for 

personalization at speed and scale, an organization’s content strategies need to evolve to keep 

pace with the digital savvy customer. Our panel experts focused the discussion on evolving 

customer needs, content strategy, MLR reviews, content reuse, next-gen modular content, and 

ROI on digital and traditional assets.
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The content needs of the customers have 

changed as they are increasingly  

consuming content in micro formats or 

smaller chunks in their everyday lives. 

However, pharma has not caught up to this 

trend and still delivers content in mostly 

larger formats. Meanwhile, there are a 

multiple sources of information for digital 

savvy customers, and pharma has to cut 

through that information noise to make their 

content more interesting and relevant for 

their customers.

The root cause for the current state of affairs 

is pharma’s mindset, as they have not 

separated content supply chain from the 

tactics and channels of distribution. A shift 

has to occur from a “channels and tactics” 

approach to a “content marketing and 

distribution” approach. For example, 

although search engine optimization is 

driven by content, we are not thinking about 

it at the origin of content creation. 

The industry has been more focused on 

efficiency of content generation rather than 

effectiveness of the content. There is an 

opportunity to improve effectiveness and 

output of content generation if supply chain 

thinking is applied to the process. This would 

allow continuous improvement and 

innovation at every step of the process.

On the topic of outcomes from content and 

their measurement, pharma is more focused 

on advertising-based outcomes rather than 

customer engagement and customer 

experience-based outcomes. This is due to 

the fact that pharma organizations are driven 

to measure returns on investment (ROI) on 

digital investments and assets, and returns 

are translated to “how is the ad working” as 

opposed to “how are we engaging the 

customers.” In fact, everyone is asking for ROI 

on digital assets as it is easily measurable 

compared to non-digital assets, and hence, a 

higher level of scrutiny is applied to digital 

investments. Despite the fact that ROI cannot 

be measured directly on non-digital assets, 

pharma still bases bulk of its marketing 

activity on non-digital assets. 

The speed to market of content is an 

important aspect of content supply chain. For 

organizations, it is crucial to get the 

operational fundamentals right to accelerate 
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content’s speed to market. The unification of 

the right technology and channel, along with 

the copy approval process, serves as a 

building block to achieve faster speed to 

market. Once the building blocks are in place, 

the next step is to think about customer 

journeys, build content around those 

customer journeys, and activate it to drive the 

desired experience.

The panel also discussed the issue of global 

to local content utilization. The utilization rate 

of global content in local markets is an 

indicator of quality of content since quality 

content ought to be reusable. In order to 

increase the reuse of content, data-driven 

conversations with agency partners and 

global brand leaders can help organizations 

identify challenges and make the right 

decisions. Although not all the pieces of 

global content in a given campaign can be 

reused in local markets, approximately 60% of 

the content tends to be transcultural and can 

be reused. 

At the cutting-edge of content supply chain 

trends is intelligent, modular content. One of 

the biggest barriers to modularization of 

content is getting the middle management 

on board with the concept of modular 

content, even when C-suite executives have 

bought into it. The current notion in pharma 

is that we cannot create free text content 

and rely on machines to assemble it into a 

finished promotional asset. The first step 

toward overcoming this barrier is to get all 

the stakeholders to understand what 

format-free content is. To achieve 

modularization of content, a few companies 

are adopting a different operational model 

for content creation, where core content 

creation is decoupled from derivative asset 

creation. Although the ultimate goal is a truly 

modular content that can be personalized 

based on data, a quick win could be to 

logically break down larger pieces of 

content like webinar and congress materials 

into smaller chunks. 

Accelerating volume and velocity of content 

are overloading the medical, legal, and 

regulatory (MLR) review functions, requiring 

some level of transformation to accelerate 

the speed to market of assets. In one of the 

cases, a global organization has combined 

its digital asset management with copy 

approval and is piloting the centralization of 
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its MLR functions and activation of content 

at the hub level to accelerate speed to 

market. Another organization has adopted 

a completely different operating model in 

terms of copy approval, where the MLR 

function is not responsible for approval of 

assets but provides guidance only and the 

marketing function is accountable for the 

final approval decision. Here, standalone 

modules with the business rules are taken 

through MLR reviews and not the asset in 

its final state. The assembly of modules is 

automated to form the final asset, and the 

final asset is reviewed by MLR to test the 

machine. Ultimately, the review of low-risk 

pieces in the content would be phased out.

On the topic of global versus local customer 

journey approach, the panel agreed that 

there are certain commonalities and 

triggers that echo with brands on a global 

level, and there would be a few variations at 

the local market level in terms of channels, 

budget, and market access. While customer 

journeys and core insights about the key 

customers remain the same globally, the 

activation of customer journeys is truly a 

local activity.

A shift has to occur from a “CHANNELS AND 
TACTICS” approach to a “CONTENT MARKETING
AND DISTRIBUTION” approach. 


