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Tackling the industry’s reputation with the general public has been — and will continue to be — 
a top priority for pharmaceutical and biotechnology companies for many years.

here is no denying that the pharma-
ceutical industry has a problem. The 
industry continues to field questions 

about its pricing, off-label prescribing, and 
salesforce practices. These forces culminated 
this fall when Turing CEO Martin Shkreli 
— dubbed the most hated man in America at 
the time — raised the price of his company’s 
antiparasitic therapy by 5,000%. 

Up until this point, the industry had been 
making strides in repairing its reputation. In 
a survey released in February 2015 of 1,150 
patient groups in 58 countries polled by Pa-
tientView, 39% said the global pharmaceuti-
cal industry had an excellent/good reputation, 
a 10% increase from 2013. And in a 2015 
survey by public relations firm Edelman, 61% 
of respondents said they would be inclined to 
trust a pharmaceutical company, up from 53% 
in 2009.

In the United States, the industry con-
tinues to have some work to do. According a 
survey released in August 2015 of U.S. patient 
groups by PatientView, not one of the 76 
U.S.-based patient groups responding to the 
study considers the pharma industry to have 
an excellent reputation. The key reason is the 
high prices that companies are now seeking 

to charge for their innovative new products 
— particularly for cancer drugs and hepatitis 
treatments. The report finds very real fears 
among patient groups, noting that the people 
who need these life-saving new drugs will be 
denied access to them.

The survey also reveals that many more 
U.S. patient groups than their counterparts in 
Europe and globally believe that pharma com-
panies should be doing much more to ensure 
that their pricing policies are fair. When asked 
by PatientView what single action pharma 
companies should take to 
improve their corporate rep-
utation, as many as 30% of 
the U.S. groups cite this as 
the top priority, compared 
with 16% of patient groups 
globally and just 13.9% of 
those in Europe.

U.S. patient groups rate 
the multinational pharma-
ceutical industry’s corporate 
reputation as second-low-
est out of eight healthcare 
industries, higher only than for-profit 
health insurers, PatientView finds. Addi-
tionally, a majority — 55.4% — of U.S. 
patient groups believe that the pharma-
ceutical industry’s corporate reputation 
has gotten worse over the past five years. 

Karine Kleinhaus, M.D., divisional 
VP, North America, at Pluristem Ther-
apeutics, says with the recent challenges 
regarding pricing, companies need to 
refrain from being defensive. 

“It is important to understand the 
public’s concerns and to respect these, 
but it’s also important to explain that 
as a whole the pharmaceutical indus-
try is not represented by the negative 
cases that recently have been receiving 
media attention,” she says. “There are 
startling figures about how few of the 

                      Solving the 
Reputation Challenge

One way companies 
can improve their 
reputation is to stay 
out of the news by 
ensuring they comply 
with regulations.

MANISH SOOD

Reltio

   TREND REPUTATION2   TREND 8

FAST FACT

IN A 2015 SURVEY,  

61% OF RESPONDENTS  

SAID THEY WOULD BE INCLINED TO 

TRUST A PHARMACEUTICAL COMPANY, 

UP FROM 53% IN 2009.
Source: Edelman

therapies that enter Phase I trials actually 
make it to market. And despite the extremely 
low chances of success, the years dedicated, 
and financial risks taken by company founders 
and management, these individuals continue 
to reach for  successful therapies for patients.”

Mark Timney, CEO of Purdue Pharma, 
says the industry’s slow and risky product 
development cycles can make it hard for the 
casual observer to see the link between pricing 
and innovation. 

Denise Myshko
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anticipate and manage the likely reaction to 
high costs from multiple stakeholders — pa-
tients, payers, clinicians, and regulators.”

Mr. Butcher says companies have to initi-
ate and take control of the dialogue with all 
relevant stakeholders, communicate cost-ben-
efit arguments with reference to realistic pa-
tient numbers, and be creative with payment 
mechanisms to help alleviate the challenge for 
payers. 

“Above all, company officials need to focus 
their arguments around patients, clinical ben-
efits, and long-term value,” he says. “It is no 
longer good enough to set prices unilaterally 
and expect the system to understand the ratio-
nale and say yes.”

Improving the Industry’s  
Reputation

Experts say the pharmaceutical industry 
has to demonstrate that it truly cares about 
patients. The industry’s companies must cre-
ate true partnerships with patient advocacy 
groups and other third parties and demon-
strate that they are a willing partner rather 
than an isolated business that is only focused 
on profits. This, experts say, will be critical as 
price becomes an increasingly difficult issue to 
manage publicly.

Dr. Kleinhaus says companies need to 
communicate regularly and clearly about their 
progress, and be available for questions in a 
controlled and effective way. 

“It is important to give detailed and ac-
curate guidance about company progress and 
expectations, and not to get carried away,” 
she says. “If a company faces a challenge to its 
reputation then management must proactively 

craft an honest message that they consistently 
communicate to be sure that the public hears 
what they plan to do to address an issue and 
progress beyond it. Media outreach is critical 
so that the public can appreciate transparency 
and the validity of plans to overcome a chal-
lenge.”

Mr. Timney says the answer is to do the 
right thing for patients and society, and ac-
knowledge that a positive reputation builds 
slowly. 

“I ask my teams to keep their focus on the 
real value that we create for our patients and 
society, trusting that reputation will follow in 
due course,” Mr. Timney says. “As the leader 
in pain management, we have great experi-
ence with reputational considerations. But the 

“Continued education must remain an es-
sential part of our public discussion,” he says. 
“But even more important is our focus on the 
very real value that we create for our patients 
and society. For all the challenges that our 
industry faces, products that truly add value to 
the healthcare system — and companies that 
transparently communicate that value — are 
still amply rewarded by the marketplace.”

Andrew Butcher, a consultant in life sci-
ences practice at Charles River Associates, says 
securing stakeholder buy-in to high-cost new 
therapies is critical to managing the industry’s 
reputation.

“The growing numbers of new, effective, 
and high-priced therapies bring a new focus 
on the industry’s approach to pricing, with 
reputation consequences that spread beyond 
the companies directly involved,” he says. 
“There has been a tangible shift in control to-
ward payers, leaving clinicians less empowered 
to base prescribing decisions around medical 
benefit to patients. To preempt emotive and 
apparently contradictory restrictions on ther-
apies evaluated to be cost-effective by review 
bodies such as NICE in the United Kingdom, 
pharmaceutical and biotechnology companies 
must act early in the development process to 

Companies have to go beyond 
traditional PR approaches, with an 
emphasis on two-way dialogue. 
Doing this demonstrates a 
willingness to participate in the 
public debate more actively than 
they have in the past.

TINA FASCETTI

Guidemark

Companies have 
taken care of their 
product and company 
reputations, but left the 
integrity of our industry 
for others to manage. 
Everyone has suffered 
because of this.

NANCY FINIGAN

GA Communication

Most Reputable 
Companies in Healthcare

 1.  Shire

 2.  Sanofi

 3.  Bayer

 4.  Boehringer Ingelheim

 5.  Meditech

 6.  BD

 7.  Perrigo

 8.  AbbVie

 9.  Roche

 10.  Boston Scientific

Source: Reputation Institute 
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Disease-state education and 
advocacy support present 

opportunities to bring a positive 
corporate image forward.

ADAM GELLING

Giant Creative Strategy

Five Key Factors for Global 
Pricing Excellence

1. Create a global organizational strategy 

across regions, countries, and function. 

2. Adopt sophisticated tools that are 

adaptable to market for planning,  

reporting, and decision-making.

3. Have access to trusted and reliable  

information in a centralized location.

4. Understand competitors’ strengths and 

past behaviors in markets.

5. Define clear roles and responsibilities 

with processes and governance  

focusing on pricing policy and out of 

policy protocols.

Source: Model N and HighPoint Solutions
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why they are doing the things they’re doing, 
it could actually work in their favor,” she says. 
“If companies can’t be proactive, explaining 
the what and the why is still better than say-
ing nothing at all. To turn the conversation 
around, they need to communicate the details 
of innovation. For example, if there is a drug 
that is difficult for patients to take and remain 
complaint it’s important to communicate how 
the price increase is connected to a compliance 
program for patients or services for caregivers. 
Promoting these types of product enhance-
ments proactively could avoid questions to 
begin with. Or, if there is an innovative way 
for  sales reps to get healthcare professionals 
more actively involved in a detail or even make 
them part of creating the materials, companies 
need to share this information.”

Ms. Fascetti says action — not evasion — 
builds strong reputations. 

“Companies need to be brave enough to 
take action by engaging with audiences in a 
meaningful way where they live and breathe, 
and give them an outlet to have a voice, ask 
questions, and get answers,” she says. “Compa-
nies also need to enhance their listening skills 
so that they are not only aware of emerging 
issues but also make an effort to gain a deep 
understanding of the motivations of critical 
stakeholders. This will take additional time, 
cost, and effort, but the stakes demand it. Most 
importantly, there needs to be a commitment 
from senior leadership, including CEOs, who 
should view this as an opportunity in today’s 
charged environment to differentiate their 
companies by demonstrating true transparency 
and humility.”

It is important to understand the 
public’s concern regarding pricing 
and to respect it, but it is also 
important to explain that the industry 
as a whole is not represented by 
the negative cases that have been 
receiving media attention.

DR. KARINE KLEINHAUS 

Pluristem Therapeutics

Reputation

products in our category have the potential 
to do harm when used inappropriately or are 
in the wrong hands. This is a fundamental 
societal tension.”

Experts say companies can improve their 
reputation with the general public by solv-
ing for the absence of a consumer voice. The 
industry is great at talking R&D, M&A, and 
product launches, which is typically not rele-
vant to the general public. The absence of this 
consumer voice leaves it to the general public 
to fill in the blanks.

Industry experts advise that it is important 
to be transparent. Tina Fascetti, chief creative 
officer at Guidemark, says companies need to 
have a rich understanding of consumers and 
need to focus on the actions that matter most 
to them. 

“This may call for an exaggerated degree 
of transparency about corporate priorities or 
operations,” she says. “They must also try 
to influence stakeholders through techniques 
that go beyond traditional public relations 
approaches, with an emphasis on two-way 
dialogues. Doing this demonstrates a willing-
ness to participate in the public debate more 
actively than companies have in the past.”

Ms. Fascetti says companies have to get out 
in front regarding why any business decisions 
are being made. 

“It is easy to criticize what is being done, 
but if companies proactively communicate 
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Strengthening the Healthcare  
Industry’s Brand

In times of increasing scrutiny on the 
healthcare industry from the media and poli-
ticians, particularly in terms of spending and 
marketing practices, ensuring a positive brand 
identity is more important than ever, says 
Jennifer Gallo, VP of Tonic Life Communi-
cations.

“While traditional media remains a vital 
component of corporate visibility efforts, gone 
are the days when an advertisement or news ar-
ticle served as the sole purveyor of a company’s 
message,” she says. “Today, these messages 
are delivered with something as simple as a 
tweet. Social media allows large corporations 
to engage with individual patients, doctors, 
and industry partners quicker and easier than 
ever before. With this shift, however, it is 
important to change the way we think about 
communicating with these stakeholders, striv-
ing for authenticity and including the broader 
community in the conversation.” 

Ms. Gallo says rather than “speaking” only 
when it serves their specific needs, whether 
that may be a new product launch or in a 
crisis, companies can and should pursue a two-
way conversation with those they are trying 
to reach. 

Companies can and 
should pursue a two-way 
conversation with those 
they are trying to reach. 
Social media provides 
excellent opportunities to 
do just this.

JENNIFER GALLO

Tonic Life Communications

www.atlantishealthcare.com/us

Our solutions target the real reasons 
why patients don’t follow prescribed 
treatment. Ask us how health 
psychology is changing the face 
of nonadherence.

  “You have helped  
me  understand my  
             illness so much better.”

2016: YEAR IN PREVIEW
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“Most of us can credit a therapy or medi-
cation to improving, even saving, the lives of 
family, friends, loved ones and maybe our own 
lives,” Mr. Lindsay continues. “Typically, grat-
itude is directed toward doctors, nurses, and 
other healthcare staff. That’s important. But 
we need to put more of a face and a story to the 
people behind our industry who develop med-
ications and ensure they’re safe and effective.”

Manish Sood, CEO of Reltio, says one way 
companies can improve their reputation is to 
stay out of the news by ensuring they comply 
with regulations. 

“One way they can do this is to put in 
place security and audit capabilities to ensure 
that sensitive data are handled in a compliant 
manner,” he says. “A single platform that 
manages distribution of content and ensures 
that all corporate communications meet regu-
latory guidelines, while adhering to customer 
preferences must be in place. Having a strong 
foundation that can bring together all the 
data sources needed to meet governance and 
transparency imperatives, such as CMS open 
payments reporting, or corporate integrity 
agreement enforcement ultimately will reduce 
fines and keep companies out of the news.” 

“Social media provides excellent oppor-
tunities to do just this, offering a platform 
for the industry to dissect the latest research 
trends with those outside of their own labs, 
find out what patients truly think about their 
disease and treatments, and share not just the 
work that they are doing but the culture be-
hind it with the world,” Ms. Gallo says. “This 
allows the public to build a more three-di-
mensional understanding of what may have 
once seemed a faceless corporation, potentially 
correcting wrong impressions, and engender-
ing trust and excitement for pharmaceutical 
and biotech companies that take advantage of 
such strategies.”

Mr. Timney says authenticity is the key 
to an effective social media presence for a 
company.

“Transparent communication of well-sup-
ported information will always be evaluated 
on its own merits,” he says. “Our social media 
team focuses on identifying those discussions 
that can benefit from a timely, appropriate, 
and fully transparent pointer to the facts.”

Manufacturers could benefit from survey-
ing patients to better understand their com-
munication and health information prefer-
ences, thereby better directing the flow and 
exchange of knowledge, says Patrick Lindsay, 
president of United BioSource Corp.

“This effort can have a ripple effect not 
only enhancing the user experience, but also 
spurring brand loyalty because at the funda-
mental human level, everybody wants to know 
they are listened to and cared about, especially 
the most vulnerable people among us — pa-
tients and their caregivers,” he says.

Adam Gelling, principal and chief stra-
tegic officer at Giant Creative Strategy, says 
there is an emerging focus toward corporate 
self-promotion in the face of social media com-
mentary, and it starts with consistent align-
ment of Web properties and support services 
under a fixed construct across brands to build 
corporate equity. 

“Disease-state education and advocacy sup-
port also present opportunities to bring a posi-
tive corporate image forward, and these efforts 
are being increasingly leveraged as ingredient 
brands within corporate communications,” 
he says. “Actively engaging the social media 
space, especially with video assets that show-
case corporate goodwill and commitments, 
can now demonstrate significant ROI through 
innovative analytic models that extend beyond 
nebulous corporate image surveys.”

Nancy Finigan, president of GA Com-
munication Group, says at the core of what 
customers want from their brands is integrity. 

“Whatever you promise, do it,” she says. 
“Whoever you are, live it. Why you matter, 
show it. When you make a mistake, own it. 

This philosophy of brand integrity applies to 
products, services, companies, and the indus-
try at large.”

Ms. Finigan says as the industry professes 
to become more patient-focused, companies 
need to be mindful that the patient experience 
extends to organizations as well as brands and 
can elevate or tarnish the reputations of both. 

“Corporate brand teams and product brand 
teams must work closely together to ensure 
that there is a holistic approach to the pa-
tient experience,” she says. “Anything less 
leaves both brands vulnerable. There’s no 
better example of this than the reputation of 
the pharmaceutical industry itself. Companies 
have taken care of their product and company 
reputations, but left the integrity of our indus-
try for others to manage. Everyone has suffered 
because of this.”

Mr. Lindsay says the industry needs to 
do more to recognize unsung heroes who are 
working to improve and save lives.  

“It starts with us, coming together, begin-
ning to share that message,” he says. “Pharma 
and biotech companies are in the business 
to help patients, but at times, it appears the 
human connection is lost. Companies could 
do a better job of giving the public a deeper 
understanding of the development process and 
helping consumers get to know more about a 
company’s mission and culture.

FOR BONUS CONTENT 
USE YOUR QR CODE READER

OR GO TO
bit.ly/PV1115-Reputation

The industry’s slow and risky product 
development cycles can make it hard 
for the casual observer to see the link 
between pricing and innovation. 

MARK TIMNEY

Purdue Pharma

Companies have to initiate and 
take control of the dialogue 
with all relevant stakeholders, 
communicate cost-benefit 
arguments, and be creative with 
payment mechanisms to help 
alleviate the challenge for payers. 

ANDREW BUTCHER

Charles River Associates
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I

As patients and caregivers are confronted with a dramatically changing healthcare landscape, 
American patient advocacy organizations are evolving the work they do for these communities. 

n the face of growing patient-centricity, 
advocacy groups would like to see their 
relationships with pharmaceutical compa-

nies change to keep pace, according to a report 
released in June by inVentiv Health Public 
Relations Group.

Several patient groups interviewed ac-
knowledged the need for greater collaboration 
and coordination among competing advocacy 
organizations. They suggested that pharma 
companies could encourage this trend, for 
example, by giving preference on funding de-
cisions to organizations that collaborate.

Advocacy groups also noted that changes 
in insurance plan benefits, including narrower 
physician networks, have impeded patient 
access to specialists. Individuals struggling 
with cancer or other grave illnesses often don’t 
understand how these changes will affect their 
care. The narrowing of networks is of concern 
to patients and pharmaceutical companies and 
is an issue on which they could partner to find 
solutions.

The motivations of patient advocacy 

groups are altruistic by nature, says Tina Fas-
cetti, chief creative officer at Guidemark.

“Pharmaceutical and biotech companies 
can partner with them to offer services be-
yond the pill or device,” she says. “It really 
has become cost of entry today. The best way 
to execute flawlessly is by gaining a deeper 
understanding of the underlying motivations 
and behavior patterns of patients, sharing 
those insights with advocacy groups and col-
laborating with them to ideate about build-
ing programs, tools, learning programs, and 
concierge services that will engage patients in 
ways that demonstrate that you ‘get them’ and 
their world.”

Karine Kleinhaus, M.D., divisional VP, 
North America, at Pluristem Therapeutics, 
says it is important to reach out to relevant 
groups early on when beginning work on an 
indication. 

“Hearing advocate priorities and learning 
from their expertise from the general public’s 
perceptive can be helpful as one plans a clin-
ical development program,” she says. “Patient 

concerns and challenges can, in 
some cases, inform protocols and 
priorities. As important, if an ad-
vocacy group understands that the 
company is committed to their 
cause, and can potentially help pa-
tients, they can support your com-
pany in the space, and even help 
with identifying appropriate PIs 
and patient recruitment networks 
for upcoming trials. Investment of 
time and attention to an advocacy 
group is valuable.”

Mark Timney, CEO of Pur-
due Pharma, says in the public 
sphere, patient advocacy groups 
are the most important and credi-
ble reminder that our products are 
needed and valued. 

“We listen to the needs of our 

patients and respond with innovation to reach 
a common ground,” he says. “We know that 
our ability to find common cause with advo-
cacy groups is only as strong as our ability to 
actually meet the needs of the patients who 
they represent. So it all comes back to our 
focus on innovating to better meet the needs 
of patients and society.”

Patient advocacy groups are very influen-
tial in rare disease states, says Jennifer Fillman, 
VP and general manager at Cardinal Health 
Specialty Solutions.  

“Companies can work with them during 
the clinical trial process to bring focus to 
the disease area and the treatment options,” 
she says. “These groups can also help iden-
tify KOLs and become a powerful voice to 
the company. In addition, advocacy groups 
can work in conjunction with Hub services 
providers to administer co-pay assistance and 
other support services for the complex needs of 
rare disease patients and their caregivers.” 

WORKING WITH 
Patient Advocacy Groups

By Denise Myshko

How the Pharmaceutical 
Industry Can Better Serve 
Patient Groups

1. Improve transparency and authenticity

2. Seek input in the design and execution 

of clinical trials.

3. Involve patient groups in awareness and 

education campaigns

4. Provide follow up when meetings are 

convened to the group’s counsel

5. Use request for proposal/grant giving 

process to reward collaboration among 

patient groups, not competition.

Source: inVentiv Health Public Relations Group
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Areas model launched in 2007, but he is pre-

siding over other major changes, from the relo-

cation of two major research teams from Palo

Alto, Calif., to building a strengthened scientif-

ic partnership with research colleagues in

Genentech.An ardent advocate for personalized health-

care, a focus that began during his leadership of

biological sciences and genetics at Glaxo-

Wellcome, Dr. Babiss has put personalized

healthcare high on the Roche agenda, starting

with early target selection across the company’s

pharma and diagnostics divisions. At the same

time, getting organizational alignment around

personalized healthcare and investing in first-

class science have been among some of the

biggest challenges Dr. Babiss has faced today.

Dr. Babiss is also the key point person on

using the Roche R&D Center in China as an

innovation model to find new ways to conduct

drug discovery, including a complete virtual-

ization of preclinical programs.

Truly innovative science is what it’s about

for Dr. Babiss, and he eschews the tendency in

the industry to overreact to the many chal-

lenges faced internally and externally by

reducing or redirecting drug discovery efforts.

A
thoughtful leader, Dr. Babiss’ calm

demeanor empowers people and engenders

confidence. He inspires focus and dedication

across a global research organization —
from

his research leadership team to the bench sci-

entists spread around the world across eight

research sites.
He is deeply supportive of his scientists

and says one of the most difficult tasks he ever

faced was telling some superb scientists that

there would not be a position for them in the

new GlaxoWellcome.

Dr. Babiss is often asked to speak at global

industry events, where he questions and chal-

lenges audiences to consider and explore alter-

native, innovative approaches to developing

medicines. His messages resonate because of

his conviction and his ability to cut through

the fog.A believer in science and education, Dr.

Babiss and his wife contribute to the growth

and success of the many universities they have

attended. He is particularly supportive of the

department of microbiology at Columbia Uni-

versity, seeking to help younger scientists pur-

sue their interests without financial barriers. �

ma research at Roche, Dr. Babiss is a leading-

edge thinker encouraging risk among the

company’s 2,900 scientists. He is excited by

emerging technologies and future platforms as

possible solutions to attrition-based pipelines,

stagnant development of small molecules, and

the limitation of large molecules.

Indeed, Dr. Babiss has been a major and

articulate champion of Roche’s entry into

exploring new therapeutic modalities, espe-

cially RNA-based therapeutics, as part of an

evolving research portfolio.

He has been instrumental in leading

Roche’s effort to build an RNA franchise, from

forming a major alliance with Alnylam
—

which included Roche’s acquisition of a lead-

ing siRNA research site in Kulmbach, Ger-

many —
to the acquisition of Mirus with its

focus on innovative nucleic acid-based tech-

nologies and an innovative RNAi delivery

platform.Change is part of Dr. Babiss’ mantra; not

only was he the first pharmaceutical research

leader of the company’s 2015 Disease Biology
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From
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Smartphone Adoption to Top 2.56 Billion by 2018

Top 25 countries ranked by smartphone users 2014-2018 (numbers in millions)  

  

2014 

2015 

2016 

2017 

2018

China* 

519.7 

574.2 

624.7 

672.1 

704.1

US** 

165.3 

184.2 

198.5 

211.5 

220.0

India 

123.3 

167.9 

204.1 

243.8 

279.2

Japan 

50.8 

57.4 

61.2 

63.9 

65.5

Russia 

49.0 

58.2 

65.1 

71.9 

76.4

Brazil 

38.8 

48.6 

58.5 

66.6 

71.9

Indonesia 

38.3 

52.2 

69.4 

86.6 

103.0

Germany 

36.4 

44.5 

50.8 

56.1 

59.2

UK** 

36.4 

44.5 

50.8 

56.1 

59.2

South Korea 

32.8 

33.9 

34.5 

35.1 

35.6

Mexico 

28.7 

34.2 

39.4 

44.7 

49.9 

France 

26.7 

32.9 

37.8 

41.5 

43.7

Italy  

24.1 

28.6 

32.2 

33.7 

37.0

Turkey 

22.6 

27.8 

32.4 

37.2 

40.7

Spain 

22.0 

25.0 

26.9 

28.4 

29.5

Philippines 

20.0 

24.8 

29.7 

34.8 

39.4

Nigeria 

19.5  

23.1  

26.8 

30.5 

34.0

Canada 

17.8 

20.0 

21.7 

23.0 

23.9

Thailand 

17.5 

20.4 

22.8 

25.0 

26.8

Vietnam 

16.6 

20.7 

24.6 

28.6 

32.0

Egypt 

15.5 

18.2 

21.0 

23.6 

25.8

Colombia 

14.4 

16.3 

18.2 

19.7 

20.9

Australia 

13.2 

13.8 

14.3 

14.7 

15.1

Poland 

12.7 

15.4 

17.4 

19.4 

20.8

Argentina 

10.8 

12.6 

14.1 

15.6 

17.0

Worldwide*** 
1,639 

1,914.6 

2,155 

2,380.2 

2,561.8

Note: Individuals of any age who own at least one smartphone and use the smartphone(s) at least once per month;  

* excludes Hong Kong; **forecast from Aug 2014; ***includes countries not listed.

Source: eMarketer, Dec. 2014. For more information, visit emarketer.com.

most relevant information quickly to help 

them make decisions about their overall care, 

because the mobile channel is not meant for a 

traditional browsing experience.

Ms. Lipinski says she has observed many 

companies that have mobile sites that are not 

fully leveraging drivers to supplement the 

mobile sites, such as mobile paid search or 

mobile-optimized emails, to drive people to 

their websites and promote interaction. 

Another best practice for capitalizing on 

mobile is to make sure the content, the chan-

nel, and the customer are all aligned, Mr. 

Sirockman says. He recommends using mobile 

apps to push out fresh information and content 

regarding unbranded patient education.  

Best Practices for  

Overall Digital Strategies

Following just a few key steps will ensure 

that marketers can maximize a brand strat-

egy using the proper channels, says Jimmy 

Driscoll, VP, director of creative technology, 

at Concentric. 
“Creating an integrated campaign while 

maintaining a high level of engagement across 

all channels is critical to success,” he says.

He outlines four crucial steps for success: 

define the customer experience, designate mo-

bile touch points, optimize for mobile first, 

and measure results. 

“Too often marketers are using familiar 

platforms to execute their brand message with-

out defining their desired level of engagement 

throughout the journey,” Mr. Driscoll says. 

Understanding platform interaction helps 

inform and create a shareable, consistent user 

For marketers, that means any campaign they 

create should be at least mobile-responsive, if 

not mobile-optimized. 

“Leveraging responsive design has helped 

many companies get to this point, but some 

marketers can improve their mobile experience 

by customizing the content to the channel,” 

TGaS’ Ms. Lipinski says.

“The whole experience should be inte-

grated, feel seamless, and be relevant to the 

user in any context, whether at home or in the 

doctor’s office, in front of their laptop, or on a 

mobile device,” Mr. Bedford says. 

To build a solid foundation for a digital 

campaign that leads with mobile, marketers 

must have a full picture of customer channel 

preferences. “As a first step, there is great third-party 

research about customer demographics and 

their channel consumption,” Ms. Lipinski 

says. “Secondly, during message and concept 

market research, companies can probe their 

customers about their channel preferences.”

By overlaying these two pieces of research, 

a customer footprint should begin to develop 

to help align channels with core messages, 

she says. For example, marketers may find 

that some customers are heavy social-media 

users, but prefer not to discuss a private health 

condition on that channel. Or, conversely, the 

customer base uses a mobile device primarily 

to seek health information online, and that is 

obviously the channel to optimize first, Ms. 

Lipinski adds. 
Marketers should streamline the mobile 

experience so their customers can find the 
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RE-IMAGINING

THE FUTURE
OF THE 
LIFE-SCIENCES

INDUSTRY
Significant innovations, specifically personalized medicine, 

consumer empowerment, and real-world evidence,  

are creating an industry sea change.

clinical efficacy and value-based outcomes, 

understanding the customer becomes as im-

portant for pharma companies as it is
 for Pepsi.

“The opportunity for our industry to ad-

vance transformative change lies in our ability 

to quantify value for payers,” Ms. LaConte says. 

“Unless a company deeply understands its cus-

tomers and how its products are differentiated, 

it is going to miss the opportunities the next 

decade of transformative change offers.”   

As the industry prepares for the sea change, 

Ms. LaConte encourages leaders to be open-

minded and learn from other successful par-

adigm shifts in and outside of the industry. 

The transformational change will be ongoing 

as new innovations create better methods of 

doing business — from research and develop-

ment to commercializati
on. 

“The model that will be in place 10 years 

from now will not resemble the model of 

today,” Ms. LaConte says.

Driving Transformational Change

IBM has created solutions that address 

the trends that are shaping transformational 

thinking by using its cognitive computing 

system. 
“We fundamentally believe the new era of 

cognitive computing has begun,” Mr. Merkel 

he pharmaceutical industry — after 

facing dramatic changes over the past 

10 years or so — has more transfor-

mative changes ahead. With an increasingly 

restrictive physician landscape, an ever-chang-

ing payer market, and technological advances 

that are speeding processes and improving data 

collection that result in real-world data, the in-

dustry is set to reinvent itself into a real-world, 

value-based — as opposed to a volume-based 

— ecosystem. Innovative companies are bring-

ing that transformation to bear by developing 

solutions that help the industry create a 
new 

footing in the changing world of healthcare. 

The advance of molecular diagnostics, con-

sumer empowerment, and evolving payer and 

regulatory paradigms are propelling the indus-

try into a completely new approach to com-

mercializati
on and development. As exciting 

as the future is, there is stil
l a great deal that 

needs to change to achieve sustainable success. 

“Separating success from failure is an or-

ganization’s ability to create game-changing 

insights and then being flexible enough to 

adopt a new business model,” says Robert 

Merkel, healthcare and life sciences leader, 

IBM Watson Group.

According to Cynthia LaConte, CEO 

of Dohmen Life Science Services, consumer 

brands understand the virtuous cycle of cre-

ating and improving products that add value 

to their customers’ lives. Burdened by historic 

product development models, the life-scie
nces 

industry hasn’t had the same experience with 

developing consumer relationships. 

“The industry has traditionally focused 

on intermediaries as its customer, stopping 

short of engaging the patient in an ongoing 

dialogue,” she says. “Given the advances we’ve 

seen in molecular diagnostics, the potential 

of an increasingly bespoke healthcare model 

is startin
g to emerge. This shift from a one-

size-fits-all approach to one that’s rooted in 

establishing a more tailored care protocol 

demands a more direct rela
tionship with the 

patient. Using rare disease as a
 proxy for small, 

targeted disease stat
es, we can see a new, more 

collaborative relationship emerge between the 

life-sciences company and the patient. This re-

lationship begins with development and con-

tinues through diagnosis and day-to-day care.”

The life-sciences industry has not always 

been able to follow innovative paradigms of 

other industries due to its healthcare mission, 

but in a marketplace increasingly driven by 

T
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