
Digital Adaptability 
in a Pandemic 
Success Mantras for Pharma in 
Customer Engagement 

COVID-19 has catalyzed a paradigm shift in the way 
healthcare providers (HCPs) interact with both patients 
and pharma companies – and with lasting impact. 
Healthcare providers opine that there is great value in 
increased virtual interactions. 



88% of HCPs
want companies to continue to launch new products for conditions
they treat despite the on-going prevalence of COVID-19.

82% of HCPs
are seeing pharma companies diversify their communication beyond
product information and are �nding more value in additional
support services from pharma companies, such as education on
remote support and digitized patient information.

58% of HCPs
agreed that at least one pharmaceutical company has “spammed”
them with digital content during COVID-19.

70% canceled appointments 
A majority of patients deferred or cancelled their 
appointments with HCPs

36% remote consultation 
Many patients opted for remote treatment

The vast majority of HCPs have seen pharma companies change what they communicate 
about, delivering not just product information but support that meets their most pressing 
needs. Healthcare providers opine that the services pharma companies are o�ering now 
are of higher value than before COVID-19. Now is the time for pharma companies to 
rede�ne their relevance.

COVID-19 has altered the daily operations 
of healthcare providers

50% GPs had fewer patients 
One in 2 general practitioners saw fewer patients daily

HCPs want a continuous, diverse and measured
engagement with Pharma.



While the virtualization of healthcare was long expected, the 
COVID-19 pandemic has �nally proven to be the tipping point. The 
recent HCP-Patient survey1 conducted by Accenture con�rms the 
imminent transition in the HCP-patient dynamic. Here are some 
notable �ndings of the survey.

Patients embrace digital

Lockdown restrictions and the fear of getting infected 
have prompted patients to learn the usage of new 
technologies to address their healthcare issues. Even 
doctors are now encouraging patients to use various 
apps to manage their health conditions. 

Persisting challenges in digital 
healthcare

The Physician community has embraced virtual tools 
to manage health outcomes for their patients. Online 
chatting, telephony, and video conferencing are the 
most popular options. At the same time, concerns 
such as lack of empathy in virtual discussions, delayed 
diagnosis and patient privacy issues persist.

Some key trends are:
The shift toward virtual healthcare



Doctors need "right," not more, 
information

Since the start of the COVID-19 pandemic, there has 
been a 54% increase in the volume of information 
sent by pharma companies through digital channels. 
However, despite the digital engagement, doctors 
feel that pharma companies have not fully under-
stood their changing needs and expectations for 
patient treatment.

Being a "�t-for-purpose" 
commercial organization

Overall, the growth expectation for Pharma, as with 
other industries, remains muted due to fewer visits, 
delays in elective surgeries, and supply-side 
constraints.

In this protracted period of muted growth, pharma 
companies need to take a closer look at boosting 
e�ciencies across the business. Hence, initiatives such 
as e�ective spend management, optimization of 
geographic coverage, and focus on high productivity 
HCP conversions with emphasis on the physical and 
digital model are some imperatives to protect margins 
eventually.

The new normal: Strategic shift 
in the commercial agenda

Owing to the shift to 'digital', pharma's' future 
commercial agenda will have a signi�cant digital 
in�uence. However, the outreach must be more than 
just communicating product details. 
The objective is to deliver a hyper-personalized 
customer experience, as demonstrated consistently by 
disruptors such as Google, Amazon, and Net�ix. 
In other words, pharma must adopt digital platforms 
across multiple channels to deliver a seamless, 
consistent, intuitive, and simpli�ed experience to their 
customers.



Several pharma giants like Novartis, GSK, Merck, P�zer, Eli Lilly, Novo Nordisk, 
Leo Pharmaceuticals, Boehringer Ingelheim, and Nestle Health Science etc. 
have built consolidated digital centers of excellence across the world. These 
centers range from data management, creation of digital assets and 
applications to innovation labs for  new solutions 
e.g., Leo Innovation lab for skin conditions.

The key to success in this would be the ability to consolidate, innovate, and 
create a framework of digital development and deployment.  

Some ideas that have been successfully 
implemented provide answers.

Do we have hands-on learning tools recommended by experts on certain complex or rare 
diseases, e.g., patient case-based learning?

Can we create forums for physicians to exchange ideas or learn from Q&A  opinion leaders?

How do we democratize the use of chatbots for patient and HCP education and engagement?

How do we create templates for AR solutions, which can be created globally and 
deployed locally?

Can path-breaking learning tools like HoloLens 2 be adopted to provide hands-on learning 
experience for HCPs in areas like medical aesthetics or surgery?

How do we overcome device dependency while implementing immersive tools like VR in 
surgical training?

How can production of digital assets like training material, detail aids, websites, and videos 
used in HCP and patient engagement be optimized while maintaining quality?

How do we enrich and potentially institutionalize the virtual congress and symposium 
experience for customers while minimizing digital fatigue?
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What are the remedies for pharma?



There is a lot out there; but the trick is to choose the best for our 
customers.
We believe a winning agenda to deliver success for pharma 
companies will hinge on the several aspects. We have worked with 
all of our long-standing clients to implement innovative digital 
strategies as they rapidly respond to the shifting trends during the 
COVID-19 pandemic. 

to decisively adapt and pave the way for
permanent changes that bene�t patients and
HCPs.

Innovative, and intelligent solutions that provide
disease-speci�c practice enhancement are the
need of the hour.

Now it is the pharma
industry's turn


