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Source: Omnichannel marketing automation statistics for 2019 (clickz.com)

Multi Channel Marketing is necessary for a simple reason: 
Customers are everywhere ! And there we should also be…

https://www.clickz.com/onmichannel-marketing-automation-statistics-for-2019/231381-2/231381/


Multichannel 
Vs 
Omnichannel 
Marketing

Two notions frequently used Interchangeably….

Multi-channel marketing: engaging through  

various channels

Vs

Omni-channel marketing : integrating all various 

channels together for a seamless, connected Customer 

Journey …!

Source: Omnichannel marketing automation statistics for 2019 (clickz.com)

https://www.clickz.com/onmichannel-marketing-automation-statistics-for-2019/231381-2/231381/


What do we mean by Seamless 
Customer Journey

Whether offline or online the Customer Journey 

should be grounded on 3 Key Principles …. 

Meaningful Effortless Consistent



How to build a Best-in-Class Seamless Customer Journey…?

Identify Opportunity AreasBuild PersonasMap Existing Journeys

Co Create Solutions along 

with customers
Test Solutions Design different Journey per persona

Prototype the journeys with customers Launch and Monitor
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Conduct in depth 

interviews among 

hospital and private 

practice physicians

Deep Dive in 

physicians' 

habits/needs/beliefs

Create Segments

Analyze and Challenge 

existing journeys per 

persona 

Conduct workshops 

with physicians/ 

Advisory Boards

Work with real 

customers/ test and 

adapt

Work with real 

customers to 

identify pain points 

and find 

opportunities

Test prototypes with customers 

through different rounds/ Take 

feedback and adapt

Launch in the field in 1-2 territories/ 

Monitor / Gather feedback/ Measure 

Source: The importance of customer experience in developing pharma products | McKinsey

https://www.mckinsey.com/industries/pharmaceuticals-and-medical-products/our-insights/from-product-to-customer-experience-the-new-way-to-launch-in-pharma


How to 
Optimize the 

Customer 
Journey

Map it 

End-to-End

Understand 

Pain Points

Uncover 
Opportunities 

for improvement



Mapping   



First step of 
customer journey 

mapping:

Give up on the 
idea that you can 

fully "control" it…!

6 +1  Steps of Customer Journey Mapping…..

Prescription 

Order 
Sales Force 

detailing 

Patient Support 

Program 



How to Improve the Customer Journey?

Identify Pain Points and  Turn them into Opportunities for Improvement

1.Have a clear customer 

experience vision defined.

2.Evaluate the needs of your 

customer

3.Create an emotional connection

4.Test different approaches and 

make your interactions 

meaningful.

5.Capture customer feedback in 

real time

6.Evaluate Customer Feedback

7.Be agile!

Spend a lot of time talking to customers 
face to face.



…define a 
clear 

Customer 
Experience 

Vision

The Customer Experience is grounded on 

FOUR primary axes

1. Interaction experience: The ease of access to scientific data,
personalization, uniqueness, and in-experience learning when the
customer interacts with the company (Company events/SF/Medical
Advisors/ Supporting functions etc) .

2. Product experience: The product’s effectiveness and safety, how it
meets the needs of the customer when treating a patient, and how a
patient’s life is enriched by using the product.

3. Brand perception: The customers’ beliefs about the company, its
presence in the industry and their alignment with the values and
mission of the company.

4. Price : More and more International Scientific Guidelines are placing
the cost of a treatment as one of the key prescription parameters (eg/
ADA/EASD Guidelines for the Treatment of Diabetes).

Source: Gartner CX Report, creating-a-high-impact-customer-experience-strategy-gartner-for-marketers-11-22-2019.pdf (gcom.cloud)

https://emtemp.gcom.cloud/ngw/globalassets/en/marketing/documents/creating-a-high-impact-customer-experience-strategy-gartner-for-marketers-11-22-2019.pdf


…Deep Dive 
into Our 

Customer 
Personas!

Who they are…
Age, Gender, Educational status, Interests, Marital status

Where do they work…
Are they hospital or private physicians?

How they prefer to be informed…
Face-to-face meeting or a web call / phone call

What kind of information they like to get…
Purely scientific, product oriented, innovative.

Which is their main priority when prescribing
Efficiency, safety, innovation….

What do they expect from our company…
Reliability, Innovative products, Scientific Information accessibility, CME 
support

What do they think about our company…
If our customers enjoy dealing with us, they're likely to prescribe more. 

What do they think about our competitors…
If we know how our customers view our competition, we stand a much better 
chance of staying ahead of our rivals



Create an emotional connection with 
your customer...

An emotional connection can make all the difference when a customer 
is deciding to prescribe!

❑ Show respect and concern for your customer 

needs! Empathize!

❑ Engage Sales Force Team to embrace the 

brand’s goals and believe in those goals enough 

to carry the right messaging sincerely when 

interacting with your customers.

❑ Tell stories and listen to them as well

❑ Sponsor events that resonate with your HCPs  

and represent your company’s values. 



…Make your 
interactions 
meaningfulDON’T SELL 

PRODUCTS: 
LISTEN AND 
SOLVE 
PROBLEMS

1

PAY ATTENTION 
TO THE GAP 
BETWEEN 
REALITY AND 
PERCEPTION

2

SIMPLIFY 
THINGS FOR THE 
CUSTOMER 

3



Customer Loyalty 



Importance of Gaining 
customer Loyalty

6 reasons to build customer loyalty

1- Retaining Customers is less costly than acquiring 

new ones. ...

2- A loyal customer prescribes more than others. ...

3- A loyal customer is less volatile. ...

4- A loyal customer becomes an ambassador for 

your company. ...

5- A loyal customer helps improve a brand…

6- A loyal customer has a positive impact for the 

company in general!



How to build customer 

loyalty:

✓Communicate your company’s 

values.

✓Provide exceptional customer 

experience for your HCPs across your 

activated channels.

✓Engage Brand Ambassadors to help 

spread the word.

✓Show your support to customer daily 

needs (optimal patient treatment).

✓Connect deeper: investigate personal 

needs/beliefs/ barriers and drivers.

✓Ask for feedback.

✓Be agile: continually adapt and 

improve.



How do we 
measure if 
our 
interactions 
are 
meaningful?



NPS= Net Promoter Score

Are your HCPs willing to recommend your 

company and your products to others? 

Global NPS standards suggest:

1. Any score above 0 would be considered "good" 

2. > 50 “excellent”

3. > 70 is considered "world class"



Customer Satisfaction 
(CSAT)
Are your HCPs satisfied from an experience they had 

either with the company or with the product…? 

(Participation to an event, Sales Force Team Calls, 

Product experience...)



Customer Retention Rate (CRR)

Three necessary parameters for calculating CRR: 

• Number of new prescribers (HCPs) in a given period (N)

• Number of prescribers at the start of that period (S)

• Number of prescribers at the end of that period (E)

Customer Retention Rate = ((E-N)/S)*100

1 % improvement in CRR 
means a ~5 % increase in 
prescriptions per 
customer.



Customer Engagement metrics

How much time and how many actions your HCPs take 

throughout the different touchpoints of their journey?

To measure those correctly you need to 

1. Identify and define your activation events: which actions will turn into actual 

engagement – “message taken”?

2. Understand which of the above actions represent key phases in your customer 

journey 

3. Identify HCPs patterned behaviours. 

4. Simplify steps in the engagement process. 

5. Re-engage users and measure engagement rate! 



…of course, there are 
many other ways to 
track interactions…

Which customer service metrics 

do YOU use more often?

1.NPS

2.CRR

3.CSAT

4.Engagement Metrics (Email 

Campaigns/ Webinars/ Webcalls/ 

Self detailing)

5.Other (open answers)



Take Home Messages….

Technology and COVID pandemic have fundamentally changed the way that consumers 
interact with companies. 

Capitalize on their effect and use technology as an enabler….!

Map your interactions with HCP and remove/redefine barriers

Be consistent, simple and meaningful and establish this in all your interactions!

Focus on best in class customer experience!

Customers generate revenue….but keep in mind that employees drive the 
experience!

Track, measure and re evaluate!



Thank you!


