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Summary:

We currently live in one of the most remarkable times of 

the human era – witnessing and living through physical 

and digital fusion of our lives. There has been an explosion 

of data and information on various disease states, 

symptoms, drugs, and interventions; however, with the 

latest advances in technology and smartphone 

proliferation, human attention span has reduced to about 

half of that of a goldfish.

Hence, it is of utmost importance to understand your 

customer and customer journey through data. This is the 

starting point for designing great customer experiences 

according to Google’s Head of Industry, Healthcare, David 

Blair. In his keynote on ‘Connected Health at the Speed of 

Life’, David recommended a new way of reaching and 

engaging healthcare professionals (HCPs) as well as 

patients.
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Head of Industry,
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Being discoverable across 

screens and at the right moment 

Providing a remarkable, 

best-in-class experience

According to David, “Organizations are expected to provide customers with information when they 

want it, where they want it, and on device of their choice. It is no longer sufficient for companies to 

utilize demographics as a tool for channel planning and marketing. They will have to transition into 

organizations that utilize data to be faster and more relevant to all of their constituents. By doing 

so, organizations have an opportunity to create remarkable experiences.”

The way that you can do this is by using AI and ML to drive all facets of planning, targeting, 

execution, creative testing, ad serving, commerce, and reporting.

David also mentioned that for 

people with diabetes, those who 

use digital capabilities are twice 

as fast to get on therapy, 

compared with those who don’t 

use digital capabilities. The 

former is also more compliant 

and stay longer on the drugs. In 

short, with technological and 

digital upgradation, life sciences 

organizations have an excellent 

opportunity to create 

remarkable experiences that 

truly matter.

Delivering the right solution for 

every context and every device

Building an assistive strategy for 

creative, social, and paid distribution

Using data and machine 

learning (ML) in real time

5 KEY TAKEAWAYS for 
pharma marketers and planners.


