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The Year Ahead

A series of major forces are creatingthe climate for dramatic and drastic
change in the life-sciences industry.
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along with therapy development, or could
benefit from a personalized medicine strategy.
With a $215 million investment in President
Obama’s 2016 budget, the Precision Medi-
cine Initiative aims to develop a new model
of patient-powered research that promises to
accelerate biomedical discoveries and provide
clinicians with new tools, knowledge, and
therapies to select which treatments will work
best for which patients.

4. Patient/Caregiver Empowerment

According to the World Health
Organization, the United States
spent more on healthcare per
capita ($8,608), and more on

healthcare as a percentage of GDP

(17.9%) than any other nation in 2011. In
spite of all this investment, the Common-
wealth Fund ranked the United States last
in the quality of healthcare among similar
countries. Patient empowerment is creating a
shift in not only marketing but also clinical
strategies for the industry.

As patients take more control of their
healthcare decisions and needs, they are inad-
vertently forcing the healthcare environment
around them to change. As physicians evolve
their approach to focus more on meeting the
demands of information from digital savvy
patients, and the demand for quality patient
outcomes from payers, the life-sciences indus-
try has started to follow suit. In the years to
come, a focus on customer experience and en-
gagement will become an increasingly larger
portion of the value proposition for products
and brands. To provide this value, the in-
dustry will need to up its game in terms of
relationships, communication, and developing
strategies that address the needs and expecta-
tions of today’s patients, as well as caregivers,
providers, and payers.

5. Analytics-Driven
Approaches to Marketing

Nearly one in four direct salesforce
interactions have been replaced
with digital interactions for tar-
geting doctors, providers, payers,

and patients over the last two years. In 2016
and beyond, analytics-driven strategies will
shape the industry’s marketing and sales in
a more efficient and cost-effective way. The
accessibility of consumer data, combined with
tools that can quickly mine that data, will pave
the way for more targeted and effective tactics.
From physician profiling to programmatic
buying, big data is the future of pharmaceuti-
cal marketing.

6. Mobile Optimization

The number of global smartphone
users will surpass 2 billion in the
year 2016, and that number is
projected to grow to 2.56 billion
by 2018. Many of those users are
millennials, a population that is absolutely
never ever without its phone. These more than
2 billion always-on users are potential health-
care information seekers and patients, and to
reach them the industry must be prepared for
a future that keeps mobile front and center of
its marketing and sales plans. And whether
the end user is a patient or a physician, the
information must be available in every screen
format, be user-friendly, and fit easily into the
flow of the user’s decision-making process.

7. Smart Medical Technologies

A recent survey found that 22% of
respondents used technology to
access, store, and transmit health
records in the last year, up from

13% in 2013. Use was higher for

those with major chronic conditions: 32%
compared with 19% in 2013. Progress in
technology, coupled with medical and sci-
entific advances, is expected to significantly
change the healthcare environment. Technol-
ogy companies, healthcare companies, medical
device companies, and others are capitalizing
on emerging technologies to provide novel
healthcare solutions using mHealth, sensors,
data analytics, bioinformatics, and advanced
software.

The result will be a medical environment
that takes advantage of “smart” technologies
for improved healthcare decision-making and
better patient outcomes.

2016: YEAR IN PREVIEW

8. Reputation Management

There is no denying that the phar-
maceutical industry has a rep-
utation problem. The industry
continues to field questions about

its pricing, off-label prescribing,

and salesforce practices. Despite results from
a 2015 survey in which 61% of respondents
said they would be inclined to trust a pharma-
ceutical company, up from 53% in 2009, U.S.
patient groups rate the multinational pharma-
ceutical industry’s corporate reputation as sec-
ond-lowest out of eight healthcare industries,
higher only than for-profit health insurers.

9. Healthcare Disrupters

According to EY’s Progressions

3.0 report, 92% of respondents

believe new entrants will enter

the Pharma 3.0 ecosystem, with

e-health, mobile-health, and new

medical technology firms being the most
likely new entrants.

The traditional boundaries between in-
dustries and companies’ areas of specialization
continue to blur. Some of this is being driven
by the rise of the Internet of Things and the
Internet of Medical Things, as dozens of com-
panies such as Apple, DuPont, General Elec-
tric, Google, IBM, and Samsung are shaking
up the life-sciences industry.

10. New Health Economy

The revenue opportunity in the
& New Health Economy is greater

than $2.8 trillion. In one survey
w by PwC’s Health Research Insti-
o tute (HRI), consumers indicated
they are willing to spend collectively up to
$13.6 billion a year of their own money on
medical products such as health-related video
games and ratings services. A couple of years
ago, analysts at PwC noted that the healthcare
industry has been slow to deliver custom-
er-centered value. But the ground is shifting
rapidly. The New Health Economy represents
the most significant re-engineering of the U.S.
health system since employers began covering
workers in the 1930s. ‘5
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