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Digital-Enabled
Business Models
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eral reports state that by 2020, digital will
be embedded in most business organizations
in the life sciences. According to a global
survey conducted by Arthur D. Little and the
Karlsruher Institute of Technology, 13% of
study participants believe a digital business
model is crucial today, and 84% consider
it crucial to have a digital strategy in
place by 2020. This shift has started in

a piecemeal fashion, with companies @9
creating digital solutions — mostly
driven by the commercial teams
— to solve one problem at a time.
However, the day is coming when
companies will need to step back
and take a broader view of digitiz-
ing their business functions in order
to survive and design entirely new
models.

According to an Accenture report,
the industry must embrace digital
holistically to improve patients’ quality
of life and capture the more than $100
billion of commercial value in the United
States in the next five years. Digital exper-
tise is becoming a potent differentiator in the
industry, the report says, enabling companies
to deliver innovative treatments and services
that provide benefits for all the players in the
healthcare ecosystem: themselves, payers, pro-
viders, and healthcare professionals.

Currently, most companies are taking a
characteristic wait-and-see approach to creat-
ing wider reaching digital capabilities within
their business operations, but the technology
is ready, and waiting to implement long-term
solutions due to a low tolerance for risk may
not be the way to go on this one.

“Many companies at the strategic board
level are trying to determine when will be
the best time to act,” says Drew Schiller, chief
technology officer and co-founder of Validic, a
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an industry. We’re not waiting on the technol-
ogy. We're waiting for the business decision to
move forward and put digital technology into
use on a regular basis.”

Despite the industry’s hesitation, adoption

of technology platforms is slowly increas-
ing. This year will see a revolution in
what it really means to be data-driven,
and organizations that will thrive will
be those that have the platform and
technologies to deliver and share
information on-demand, anytime,
anywhere across the enterprise, says
Ramon Chen, chief marketing offi-
cer, Reltio, an enterprise data-driven
applications and data management
company.

“There is good traction because
people are realizing that there are
three factors that have to be in one
system: reliable data, relevant insights,

and recommended actions delivered

straight to business users,” he says.

With the increasing popularity of the
cloud, smaller companies, many pre-com-
mercial, can now benefit from continuously
clean data that not only contains accurate
profile information, but deep affiliation, hier-
archy, and relationship details.

Gaining this level of insight used to be
purely an IT discipline costing millions in
hardware, on premise software, and consulting
services.

“Today’s modern data management in the
cloud can easily combine and clean master data
across internal and external sources, correlate
those profiles with transactions, big data or
small, and maintain those relationships to pro-
vide a core repository from which predictive
analytics can be obtained,” Mr. Chen says.

At Novartis, the company predicts digi-
tal technology will continue to shape a new
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Being digital is not about having one
element or a token digital presence,
but about thinking digital from end
to end.

SHANKAR NARAYANAN
Cognizant

dynamic in the industry and it is focusing on
implementing solutions within the company.

“We believe that technology will funda-
mentally transform healthcare, from how pa-
tients are diagnosed to where they are treated
and, ultimately, the treatments they receive,”
says Amy Landucci, global head, digital med-
icines, Novartis.

“Increasingly doctors and patients will
leverage technology to monitor disease pro-
gression at home with a focus on helping pa-
tients change their behaviors to live a healthier
life. We will also see a significant increase in
the use of data and algorithms to identify and
diagnose illnesses earlier, while also using data
to identify the right medication for an indi-
vidual’s unique pathology. These advances will
make it possible to match the right drug to the
right patient at the right time to drive the best
possible outcomes.”

Taking Action: From Doing Digital
to Being Digital

Before industry leaders can fully imple-
ment the possibilities of an integrated digital
model, they will have to realize that using
digital components is not the same as having a
digital enterprise.

“The biggest change the industry needs to

Technology will fundamentally
transform healthcare, from how
patients are diagnosed to where
they are treated and, ultimately,
the treatments they receive.

AMY LANDUCCI
Novartis

make is to first shift its mindset from doing
digital to being digital,” says Shankar
Narayanan, global head of life sciences, Cog-
nizant. “Only then can it move toward actions
and behavior changes.”

For example, many companies have been
using multi-channel marketing, or using mo-
bile apps to recruit patients to a clinical trial,
he says. But these are point solutions that are
symptomatic of an industry when it’s in the
“doing” digital phase.

“Being digital allows a company to say to
a patient, you're now in complete control of
your experience and support is all being pro-
vided digitally,” Mr. Narayanan says.

This will happen when a company broad-
ens its focus beyond one-off solutions, and
instead begins to think about how to apply
digital thinking over the entire patient jour-
ney or product lifecycle.

“This is not just about one element or
just having a token digital presence; it’s re-
ally about thinking digital end to end,” Mr.
Narayanan says.

Mr. Schiller agrees that there needs to be a
paradigm shift within pharmaceutical compa-
nies to embrace available technologies.

“The big challenge for pharma companies
and CROs is they need to think like tech-
nology companies,” Mr. Schiller says. “They
need to be willing to be undeterred by failure,
which is not something that is traditional in
the clinical trials or research space.”

Four Crucial Areas for
Digital Advancement

Digital technology is about to disrupt
the life sciences as it has in industries such

as retail, financial services, media, and
entertainment. The potential to use digital
technology to enhance and prolong lives

is just beginning to be tapped. To harness
these opportunities, digital needs to be
embedded into the DNA of life-sciences
companies’ business models, with a focus on
four areas:

» Collaboration

» Real-world patient data

> Value analytics

> Patient and healthcare professional services

Source: Accenture

For example, technology can aid in recruit-
ment, the collection of data, and the retention
of trial participants, however, the first time a
company conducts an AB test on a new way of
collecting data versus the old way, the results
may not be indicative of the potential within
the technology-driven model.

“Chances are that the first digital ap-
proaches that companies can try in clinical
trials might not be perfect or effective,” Mr.
Schiller says. “Technology giants such as Goo-
gle and Apple fail at new products all the time.

“If one thinks about the promise of tech-
nology in general, it’'s always going to make
things more efficient and reduce the cost,” he
continues. “And if pharma companies are will-
ing to tolerate some risk, digital strategies will
pay dividends for the entire industry.”

Additionally, the industry needs to invest
in this transformation seriously from both
a time and budget perspective, says Forrest
King, chief innovation officer, Juice Pharma
Worldwide.

“The industry must first understand that
this shift means doing digital in a new, mod-
ern way, and legacy systems and processes,
especially IT, legal, and regulatory, don’t
work at the pace of business today,” he says.
“IT, legal, and regulatory teams need to be
at the planning table from the beginning and
throughout the course of building new ways
to work and creating solutions that serve the
customer and patient with modern experiences
that they have come to expect in our digi-
tal-saturated culture.”

The pharma industry’s goal should be to
speed processes by using technologies to pro-

PharmaVOICE © March 2016 H

Digital Business



Digital Business

vide data and interaction much like LinkedIn,
Facebook, and other social media applications
do, Mr. Chen says.

“LinkedIn is a consumer example
of where the pharma industry needs to
be, especially since today’s social media

technologies have changed how people interact
with data, and they have grown to expect that
data are always available to them,” he says.
This means abandoning old legacy systems
that take years to build, what McKinsey calls
“disrupting beliefs.” In this disruptive age,
all established business models are under at-

A Communications Model for an
Evolving Digital Landscape

As digital capabilities
become necessary for
addressing patient needs,
pharmaceutical
companies must be

prepared for major

changes to their
organizations. As an example, Mary Halliwell,
head of content and channel management,
North America communications at Sanofi,
explains the company’s expanded
communications model and how it supports
brands’ needs. For industries that
orchestrate a vast communication network
among a diverse range of internal and
external stakeholders, identifying ways to
work more efficiently, productively, and
creatively has become an imperative. Sanofi
has built a new communications model that
best serves the organization’s business needs.

“We created Communications Resource
Centers (CRCs), skill-based teams of
specialists who assemble around projects,
execute tactics, then disband once projects
are complete,” Ms. Halliwell explains.“CRCs
are fluid and follow each team member’s
unique strengths. Communications specialists
collaborate across business units instead of
brands.”

She notes that the unique
communications model is charting a new
course for the company, helping it navigate
a complex communications landscape, align
business interests, and improve on best
practices, resulting in higher quality, more
effective, and efficient communications.
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tack, not just the pharma industry. Business
models are subject to rapid displacement,
disruption, and, in extreme cases, outright
destruction, McKinsey reports. Old governing
beliefs reflect once widely shared notions about
customer preferences, the role of technology,
regulation, cost drivers, and the basis of com-
petition and differentiation, but this is all on
the verge of a big change.

Core businesses are being built on digital
today, Mr. King says. Businesses that languish
in legacy operations and outlooks will no lon-
ger be viable competitors in the marketplace.

“There are big pharma companies using
digital technologies and processes that are
antiquated, many more than 10 years old,” he
says. “They are working in a static digital en-
vironment instead of taking the leap and cre-
ating a living digital environment. Using data
to find and serve customers isn’t the cherry on
top; it’s the ice cream itself.”

On the commercial side, as data intel-
ligence continues to grow, it will need to
be applied to digital marketing strategies.
Pharma companies can work with partners to
gain real-time key insights on their targets’
behaviors and leverage years worth
of behavioral data across millions
of digital touchpoints, including
mobile networks, to inform en-
gagement strategies and deliver
demonstrable ‘improved results,
says Brian Robinson, chief mar-
keting and strategy officer, Aptus
Health.

On top of that, the world con-
tinues to shrink; pharma market-
ers will need cost-effective,
quick-to-market, and &3
above all, integrated,
digital engagement
strategies aimed at
a global audience.
They’ll also need to
change the way they
define and measure
engagement, shifting
focus from the number
of eyeballs on their cam- g
paigns to the impact ;
their integrated digi- ,)
tal campaigns have on  \(§
their targets’ attitudes
and behaviors. "\\

And finally, Mr.
Robinson says, things
need to happen quickly;
the blistering pace of
the digital world means
that people expect the
info they need to be at
their fingertips.

“The good news is that pharma companies
can start preparing for the future now, with
proven engagement strategies that position
themselves as a value-added partner today, five
years from now, and even 10 years from now,”
he says.

Transformation Drivers

Patients, caregivers, and HCPs alike are
all immersed in a culture of digital user ex-
periences: user experiences are getting more
sophisticated, smarter, and friendlier all the
time. Healthcare experiences are being judged
based on digital experiences at home, on mo-
bile, at the point-of-sale, and everywhere else a
screen pops up in our lives.

“The missteps of the early days of health-
care reform, the launch of healthcare.gov in
particular, had President Obama making the
point on national television that user experi-
ence matters and creating a positive experience
would be tied to the success of the program,”
Mr. King says. “Retail medicine is at the fore-
front of reimagining the healthcare consumer’s
experience. Retail medicine is getting rave re-
views from healthcare customers looking
for a better healthcare experience.”

Another driver is today’s patients

and their behavior; industry must keep
pace with the new type of patient who
knows more and has more choice in his
or her healthcare decisions.

“Patients are now healthcare con-
sumers, not patients,” Mr. King says.
“They are consumers of healthcare, more
responsible for their own health than
ever before in the modern
world.”

Healthcare consum-

ers demand more from

\ healthcare services
\\h today than in his-
, tory. And because
‘“ﬁg of the wealth
of choices that

modern health-

care offers and

LN This year will see a
revolution in what

2 it means to be data-

e driven,and companies
that use technologies
to deliver and share
information on-demand
will outperform the rest.

RAMON CHEN
Reltio



Survey Ildentifies Areas
of Business Model
Transformation

Successful implementation of digital

health strategies will result in transformation

across four areas:

1. Organizational prioritization: Digital health
will need to transform into a leadership
topic.

2. Shift in customer base: The role of
patients, consumers, and payers are about
to change.

3. New competencies and partnerships:
There will be a need to master a changed
set of competencies and engage with
different partners.

4. Uncertain revenue streams: When digital
health elements become an integrated
part of product offerings, new financial
models will be needed.

Source: Arthur D. Little

how much every choice costs, healthcare con-
sumers are making decisions with more scru-
tiny than ever.

“Outcomes matter more than ever, they
represent the quality of the investment; they
are the soundness of the healthcare financial
choices we make every day,” he says.

Outcomes based medicine is also another
prominent reason for the industry to embrace
digital-enabled business models. Although
the industry is dipping its toes in by piloting
digital in clinical trials, Mr. Schiller says the
industry needs to take more action.

“There’s a lot of work being done especially
in the clinical trial stage with wearable devices
and other digital health strategies in the pre-
trial research around patient communities, be-
cause it’s very low risk,” Mr. Schiller says. “Ev-
eryone knows that outcomes-based medicine
is the future, and there are really interesting
advances that we can leverage in digital health,
but for progress to occur the actual work needs
to begin now.”

Healthcare value is really beginning to
play a big role in the outcomes-based world
and pharma companies need to prove that
therapies actually deliver what they promise.

“Gathering such proof requires the ability
to completely close the loop with the patient
and be able to track that he or she received
the treatment as they’re supposed to,” Mr.

Narayanan says. “The ability to close the loop
is fundamental now, and digital in its various
forms is definitely enabling this, and in turn
is being accelerated by the push toward out-
comes-based and value-based care.”

This means pharmaceutical companies
need the ability to secure data from real-world
evidence and use data to understand the bene-
fits as well as the adverse events and side effects
that a treatment causes.

The next step is to implement analytical
capabilities that can close the loop with the
payers and the PBMs around demonstrating
the value of care.

Another factor driving adoption of digital
technologies and business models is that to-
day’s newer therapies require more interaction
between patients and physicians, and more re-
al-time monitoring. Gone are the days of large
primary care therapies that started with simple
oral treatment. Today’s increasing numbers of
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There’s a huge opportunity to use
digital to advance healthcare,and
until we all collectively start taking a
step, we're failing as an industry.

DREW SCHILLER
Validic

The industry must
understand that this shift
means doing digital in a new,
modern way, and legacy
systems don't work at the
pace of business today.

FORREST KING
Juice Pharma

injectable treatments demand much more en-
gaged participation of the patient in the over-
all healthcare delivery itself, Mr. Narayanan
says.

“If we look at all of the newer age thera-
pies, getting the treatment administered itself
is a major process, and I think this alone ne-
cessitates certain improvements and enhance-
ments to the journey that are very conducive
to being digital,” he says.

The industry can glean great opportunities
from a digitally enabled business model, espe-
cially if it embraces the ability of the cloud, as
long as the data that are being collected are
reliable and accurate. Mr. Chen notes that
this has to be the No. 1 priority of a
digital system.

“Reliable data have to be the
foundation and more often than not
people tend to make that an afterthought be-
cause it’s not really sexy,” he says.

In past years, it was very expensive to get
reliable information together and only the very
largest pharma companies could afford it.

“Today with the cloud and with the new
technologies that are available, even the small-
est companies without an IT department can
get reliable data through platforms in the
cloud,” Mr. Chen says.

Second in importance when building a
system, he says, is making sure that relevant
insights can be distilled down to the indi-
vidual or there is no ground gained by going
with digital.

“It doesn’t matter how much companies
spend on business intelligence tools and ana-
lytics, if the data have no value to the sales-
person or the marketing person,” Mr. Chen
explains.

A third step that will emerge in the future
is the ability to provide decision-making tools,
much like Amazon does when a consumer
makes a purchase and recommendations are
provided for other items that might be of
interest.

“This capability is not available in pharma
systems yet, but it should be,” Mr. Chen says. @
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