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How should pharma engage with its 
customers?
In recent years, patient centricity has become the buzzword-most-likely for the pharma 
industry – and it’s true that pharma is right to realize the immense power that the patient 
wields in the new digitally-charged, interactive playing field. There are still those marketers, 
however, who look to HCPs and payers as their primary audience – and they’re no less right 
for it. 

In truth, payers, patients and providers are all the same. They’re customers, and pharma is 
nothing if it doesn’t engage with them. 

Before patient centricity, there was another buzzword – multichannel. Moving on from years 
of reliance on sales reps, pharma realized it could engage with customers in a dozen different 
ways, at a dozen different times and using a dozen different messages. Multichannel became 
the only way forward for pharma marketing execs eager to take advantage of the myriad new 
digital channels out there. 

What the industry now needs to decide is – where to start, and where to end? Channels are 
important. But as we’ve established, the customer is even more so – particularly after the 
Affordable Care Act turned the tables. It’s time to put old models of multichannel marketing 
to bed – nobody can afford to start with the channel and the brand when thinking about 
their customers. Here at eyeforpharma, we believe the industry needs to think about our 
customers before we even conceive of an engagement strategy. 

But – we wanted to make sure. So, ahead of our first ever Customer Engagement USA 
Summit this fall in Philadelphia (itself a rebranding of the Multichannel Engagement Summit, 
which has always focused on the channel as king) – we decided to ask the industry. 

Are channels, products and brands still relevant – or is the industry moving towards a 
different method of engagement? Read on for the results.

Aidan Brain
VP Customer Engagement, eyeforpharma
abrain@eyeforpharma.com
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67 %  Marketing / 
Multichannel/Digital   

18% Product/Brand IT/Data/Analytics 5% 

Sales/Field Force 5% 

Other 5% 

Who took part 
            in the survey?

This survey was produced in conjunction with:

Customer Engagement USA 2015

Beyond multichannel – marketing strategies that start and end with your 
customer

November 19-20, 2015, Philadelphia
www.eyeforpharma.com/customer-engagement

In 
July 2015 

eyeforpharma 
conducted a US-wide survey 
of marketing, brand, & sales 

professionals.

There were 316 respondents 
in total, mainly from pharma 

and biotech. 
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50 %  The future of the 
industry 

Important - but no longer 
new 45% 

Unimportant 3% 

A thing of the past 2% 

We asked respondents to finish the statement, 
“Multichannel marketing in pharma is…”

38%
31%

27%

4%

Then we asked how multichannel marketing fit into the 
current and future strategy of their organization

We’re working on implementing 
multichannel but we’re not quite there yet

Multichannel is my organization’s primary 
approach to marketing

We are using multichannel marketing as a 
strategy - and we are looking for the next big thing

We are not currently using multichannel
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Then we asked respondents to look into the future and 
predict…who will pharma’s most important customer 
be in 5 years?

Just 
4% said 

PROVIDERS

And 
only 6% 

referred to 
PAYERS

26% 
still consider 

PHYSICIANS 
to be key

But 
64% 

agreed - the 
PATIENT is 
pharma’s most 

important 
customer

Then we asked respondents to identify the job functions 
within their organization that had the most influence over 
customer engagement

MARKETING

SALES
REP

IT & 
ANALYTICS

BRAND & 
PRODUCT

36 %

11 %

17%

36 %
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Given that the once-mighty sales rep finished last, we 
then asked respondents to agree or disagree with the 
following statement – “The role of the sales rep is no 
longer to actually sell to the customer”

84%
agreed

16%
disagreed

28%
20%

33%

19%

There was less unanimity when respondents were 
asked to pinpoint the biggest benefit of big data to 
pharma.

“Using sales data to meassure the efficacy 
of customer interaction”

“Access to prescribing data & other 
indicators of physician behaviour”

“The ability to understand patient journeys 
& outcomes”

“Determining traditional and digital 
conversion rates and metrics”



| eyeforpharma The Future of Customer Engagement in Pharma www.eyeforpharma.com7

“The biggest effects of the ACA on the way pharma 
engages with its customers have been…” 

27% 24%

49%

Increased focus on 
cost effectiveness & 

‘value’ 

Emergence of new 
customer segments 

(e.g. increased cultural 
segmentation)

Emergence of 
new stakeholders 

(e.g. ACOs)

We then asked whether respondents felt their 
organization would be a winner or loser in the wake of 
these reforms…

93% 
said their 

organization 
would be a 
WINNER

Nobody 
said their 

organization 
would be a 

LOSER

7%
wereń t 
sure
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Lastly, we asked respondents to look into the future once more and com-
plete the following statement – “In 2020, successful pharma organizations 
will …” 

Time to get personal - we asked respondents to choose which of the fo-
llowing mattered most to them as a measure of marketing success:

21% 

6% 

27% 

46% 

Entirely patient-
centric - and 
recognized as such

Engage with their 
customers on all 
channels all times

Have perfected art of customer 
segmentation, using only the 

right channel at the right time

Be seen as true healthcare 
providers through diversification 

into mHealth, wearables etc

Just 7% said 
revenue 
growth

And another 
7% said 
brand 
awareness/
loyalty

25% chose 
customer 
engagement 
& interaction 
metrics

...and 3% 
weren’t sure. 

58% cared 
most about 

overall 
customer 

experience
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This survey was produced in conjunction with:  

Customer Engagement 
USA 2015

Beyond multichannel – marketing 
strategies that start and end with 
your customer

November 19-20, 2015, Philadelphia

www.eyeforpharma.com/customer-engagement

CRM


