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Covid-19 greatly increased the adoption of digital 
and virtual interactions among healthcare 
professionals (HCPs). While many still wish to 
return to the face-to-face model, the majority are 
embracing digital due to its flexibility, 
responsiveness, and the lack of geographic 
constraints. This points to the reality that these 
changes are here to stay even beyond the 
pandemic. 
.
To set the context, unlike other industries such as 
fast-moving consumer goods (FMCG), pharma was 
just getting started with digitization. The pandemic 
brought an urgency to evolve, and what had begun 
with email and website had now propelled to 
multiple channels with various digital touchpoints 
helping deliver a great customer experience (CX). 

experiences, and many pharma organizations soon 
found themselves facing significant challenges when 
it came to building and delivering a comprehensive 
customer-centric strategy while leveraging the new 
set of digital channels that they had at their disposal.

There are 4 potential ways through which one can 
recognize a broken experience.
 
Customer understanding
Teams across the organization should clearly 
understand the HCPs’ evolving needs and 
preferences. For example, if the representative is 
aware of an email that is relevant to the HCPs, but 
does not reach out to them, it leads to a broken 
experience. 

Content development 
The traditional approach to content strategy has 
been largely focused on brand and relied on single 
or limited channels. Today, if an HCP cannot find the 
content in the preferred channel, then it will lead to a 
broken experience. 

Experience design
Digital teams are currently driven by quantity rather 
than quality, which often leads to engagement 
fatigue. If an HCP receives content from multiple 
teams without a clear engagement plan that all 
teams are following and can track, then the 
experience is broken. 

When technology gets ahead 
of the process, it gets ahead of 
the strategy. That is a 
dangerous sign.

– Anuj Maheshwari

Experience enablement
Tools and solutions built in silos result in fragmented 
experiences. If an HCP has looked into a pharma 
portal, asked the question on chatbot, and has had 
to ring up a call center to ask that question again, it 
will definitely lead to a bad experience.

Pharma can draw correlations from other industries
where CX has been jeopardized by digital 
acceleration. CX is impacted when there is a lack of 
effective change management or when this change 
has not been adopted across the organization. 
Telehealth, for instance, was pushed to the forefront 
because of the pandemic but the CX did not keep up 
with the corresponding growth in technology. A 
non-healthcare example is of Walmart, which had to 
transform itself rapidly to hold out to Amazon. While 
the organization succeeded in creating an easy 
purchase experience, the CX was left wanting. This 
underlines the risk of wanting to cover too much 
ground too fast. It is a dangerous sign when the 
technology gets ahead of process and strategy.

For a seamless CX, key performance indicators 
(KPIs) should also be CX-focused. In addition to the 
usual metrics, adopting qualitative CX-based KPIs 
would include scores to measure quality, 
satisfaction, and loyalty.  

Digital acceleration calls for change management to 
address some risk to CX. Pilots are 1 way to 
overcome it. Robin suggested change management 
pilots that help identify what is working or not 
working. Pharma, like other industries, is showing a 
willingness to start with pilots, that come with a 
clear goal of what to achieve. These are being seen 
in oncology, for instance, where email is sent first 
followed by sending the representative for a more 
in-depth conversation when the time is right. Even 
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Has Digital Acceleration Damaged Your 
Customers’ Experience?

as companies push for digital adoption, they can 
help employees and colleagues acclimatize to the 
change. Processes can be broken into smaller 
actionable sprints, which offer more effective end 
solutions. Teams can codevelop solutions which can 
result in less damage to the CX.

Ultimately, customer 360 is the holy grail, and the 
goal is to increase share of voice in a way that is 
very customer centric. To transition to digital, is not 
merely about plugging CX into every step, but to 
embed it into all activities and to foster a culture of 
CX measurement. Customer centricity combined 
with data can help. Organizations can gain more 
insights by tracking not just reach, but also 
acceptance of the messages by HCPs. An invaluable 
resource for insights is field representatives to better 
understand what can be done differently on digital 
channels to improve the customer engagement. 
Although digital channels have not matched the 
engagement experience that comes with the field 
interactions, the digital share will increase in the 
overall communication mix in the future. All the 
channels must be well orchestrated to offer a 
seamless exchange. 

However, many organizations focused on internal 
capabilities for delivering virtual and digital 
interactions without paying much attention to the 
interconnected interactions. Rapid solutions built by 
teams working in silos can produce broken 
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The goal is you are trying to 
increase that share of voice, but 
do it in a way that is very 
customer-centric.

– Robin Kamen


