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Summary:

This panel focused on how small pharma organization and biotech CEOs, who are building their 

organizations from ground up, can leverage their exhaustive industry knowledge to incorporate 

customer experience in every facet of their business. Delivering personalized customer 

experiences results in long-term impact on patients’ lives as well as the revenues of the company. 

The panel agreed that the current state of healthcare experience is unsatisfactory, not only for the 

patients but also for their families and caregivers due to complexities involved at multiple stages 

of the patient journey. At present, 

organizations are making an effort to provide 

great customer experiences only in specialty 

care and rare disease areas. However, the 

lack of incentives makes it difficult to execute 

this vision in primary care. Also, to meet the 

short-term revenue and shareholder 

expectations, these organizations face 

pressure to employ traditional tactics with 

little or no bearing toward customer 

experience.

Unlike 10 to 15 years ago, pharma companies 

today are no longer sole owners of 

drug-related data and information. In fact, 

they have little or no control over the vast 

amount of data and information being 

generated through various third-party 

sources and disseminated through a 

multitude of channels. Furthermore, the 

heavily regulated nature of the industry 

hinders pharma organizations from delivering 

exceptional customer experiences as they are 

restricted with regard to how and what they 

can communicate to customers. To overcome 

this challenge, the panel came to a 

consensus that a new paradigm needs to be 

established, where the industry and 

regulators come together and work towards 

providing information that is authentic, 

unambiguous, transparent, and credible. This 

is well aligned with one of pharma’s key 

responsibility, which is to make their 

drug-related information easily accessible to 

payers, patients, and physicians. 

The proliferation of digital technologies has 

created new ways of ensuring patient 

adherence and delivering remarkable 

customer experiences. While traditionally 

organizations employed push mechanisms to 

improve adherence, digital technologies allow 

pharma organizations to engage patients on a 

much larger level and partner with them to 

drive better patient outcomes. Although the 

panel discussed in length on the importance 

of digital technologies and radical changes on 

the digital front, they were of the opinion that 

reps still play a critical role in terms of 

delivering information, supporting patients, 

and ensuring access to the company’s 

products.

The panel also highlighted the fact that 

commoditization of support services like 

diagnosis, fulfilment, and payment has 
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enabled these organizations to focus more 

on innovation and deliver better patient 

outcomes and experiences. Furthermore, the 

panel stressed upon the importance of 

understanding and leveraging the rise of 

influencers and their impact on the patient 

advocacy ecosystem, especially in smaller 

space.

The panel also considered the utilization of 

digital technologies from investors’ point of 

view. While evaluating an organization, the 

investor community generally considers 

metrics like quarter-on-quarter growth in the 

number of prescriptions. They also take a 

look at the journey of a product candidate 

through the clinical trial stage and how the 

candidate is progressing toward its targeted 

milestones. Hence, the community has 

multiple data points at their disposal on 

which they base their decision. However, 

when it comes to evaluating the company’s 

digital initiatives, they currently lack the 

right metrics to quantify the efforts in terms 

of revenue outcomes. This inhibits investors 

from getting on board with the new models 

that utilize digital capabilities. 
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