
So digital isn’t an option. It’s a must.
It used to be that you could set up shop 
and have customers come to you. But 
today, you have to go where the people 
are. And as we’ve seen, the people can 
go anywhere they want, when and how 
they choose. That’s the digital reality.

The beauty of eMCM and eCCM is that 
now, you can meet them there. Marketers 
can get their feet in many doors, 24/7, 
and with precisely the right audiences. 
This means that physicians are not only 
more aware of your brand and benefits, 
but also that they’re more likely to care. 
Visibility plus context equals relevance. 

It’s a beautiful thing. Give physicians a 
choice about how they can interact with 
brands and they become empowered. 
Use the media they’re most comfortable 
with and they’re much more willing 
to listen. 

And why shouldn’t they? 
Having multiple touch points builds 
credibility and legitimacy in the minds 
of physicians, directly resulting in 
increased brand consideration and, 
eventually, adoption. Once that 
happens, both eMCM and eCCM 
facilitate the collaborative sharing of 
information among physicians, opinion 
leaders, and associations, driving brand 
advocacy to spread across communities 
like social wildfire. 

The splash made by eMCM and eCCM 
can be as big or as small as your appetite 
for them. If planned insightfully and 
executed effectively, manufacturers can 
see results in as little as three months.

Though, the impact has the potential 
to ripple for considerably longer. 
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requested a sample after an eDetail

40%
rely on digital sources for clinical decisions

44% 35%
researched a drug independently after an eDetail

35%
considered prescribing the drug after an eDetail

What we 
know

What we’re 
seeing

What we (and you) 
can do about it

What it comes 
down to

People are changing and so 
is the way they want their 
information.

Physicians live in a world 
where the appearance of 
independence is more 
important than ever, and the 
consumption of information 
is incredibly personal.

Physicians are looking for 
digital ways to connect with 
peers, brands, experts, and 
associations for learning and 
advice in their own time and 
through their channels of 
choice.

Provide the opportunity for 
pharmaceutical 
manufacturers to connect 
and engage with physicians 
on their terms.

Internal cost-cutting, 
right-sizing, and budget-
shrinking has made it 
critical to think differently 
and develop integrated 
new ways to resonate 
with physicians and 
consumers. That’s where 
digital comes in. 

Beauty is in the details. In the eDetails, that is. Of the 74,526 physicians in Canada:

“ “

Alistair Bruyns
Vice-President, Operations 

and Digital Solutions

Instead of building on the hope that they will 
come, we build with their intentions in mind to 
make sure they do. 

Fuelled by a relentless pursuit of 
human insight, GSW is helping 
health care practice human care — 
and digital is at its core. The goal? 
To create meaningful and compelling 
experiences that turn people into 
success stories — and that means 
everyone from the user to the 
brand manager. 

People — whether they’re health care 
professionals or patients — don’t follow 
neat algorithms of behaviour, and they 
don’t act on information they don’t 
believe in. Especially when they’re 
online. That’s where in-house expertise 
matters — people who know your 
market, your challenges and most 
importantly, the needs of your customers. 

Central to their success is the 
fundamental truth that physicians 
and patients are people with 
needs. So, you’d better speak 
their language. That’s something 
GSW has embraced as part of its 
being. From paper to pixels — 
it’s about speaking people. 

2014 will be a critical tipping point in the 
lightning-fast evolution of our digital culture.

This year, digital citizens will outnumber 
digital adopters for the first time. That means 
there will be more people who grew up with 
computers and the Internet than those who 
embraced them later.

Welcome to the tipping point.

Health care and humans have been missing each other. 
See how GSW is cracking the code.

(2.0)MEANINGFUL 
CONNECTIONS

In 2014, the majority of doctors will have 
started practicing medicine after the 
Internet went mainstream. They’ve relied 
on digital interactions throughout their 
entire career. Given the trend, electronic 
multichannel marketing (eMCM) and 
electronic cross-channel marketing  
(eCCM) are hot topics. But what makes 
eMCM and eCCM meaningful? 

Defining a 
new normal: 
eMCM & eCCM
eMCM refers to sending out the 
same message via a variety of 
different digital channels.

The channels work independently 
and are generally not coordinated.

eCCM integrates multiple digital 
marketing channels in a coordinated 

way, allowing physicians to journey 
across channels.

Each communication channel is 
linked, timed, and orchestrated 

according to its particular strength.

The new majority has a different 
expectation for experience — one that 
is incredibly individual and dependent 
on content and context. 

“
Lysa Shaw

President

“eMCM and eCCM provide a competitive edge — so just like we led the CLM charge 
with our introduction of iQMercury in 2011, we are again staying ahead of the curve 
by leading this knowledge base at the early stages of these new areas.
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Oh, the places you’ll go.

When it comes to digital, there are 
any number of places you can take 
your brand. Whether you choose to 
get on board with apps, eDetails, 
or more complex programs, you can 
finally engage with your audience 
on their terms. 

It starts with putting the patient and the 
physician first, and with looking for ways 
and means to go beyond the pill. We at 
GSW help our clients create value for 
patients and physicians digitally and 
help them capture that value. 

GSW’s parent company inVentiv Health, 
which also owns JSA in Montreal, has 
invested in the development of a 
number of products to enhance eMCM 
and eCCM experiences across its 
communications network. 

Let’s connect

The power of digital is undeniable, but harnessing that power is an entirely 
different conversation. So why not get one started with us?

GSW is leading the industry in eMCM and eCCM, delivering actionable advice 
to pharmaceutical marketers about how to best unlock the benefits 
of these potent channels. 

If you’d like to chat or want to know more, please send President Lysa Shaw 
a quick email.

lshaw@gsw-canada.com 

The short and sweet on GSW

As part of the inVentiv Health company, 
we have access to sister companies and 
resources worldwide. In 40 countries 
around the world, GSW’s 14,000 
employees help clients successfully 
translate big ideas into meaningful human 
experience. GSW clients include more 
than 550 pharmaceutical, 

biotech, and life sciences companies, 
as well as companies that now see health 
as part of their mission. 

As a testament to our abilities, here are 
a few interesting facts that make GSW 
a first-choice partner for eMCM and 
eCCM initiatives:

• Develops more eDetail Aids for clients than any other Canadian agency

• Leads digital innovation with more proprietary software geared for pharma 
than other Canadian agencies, such as IQMercury, one of pharma’s largest 
eDetailing platforms, and IQAlign 

• The only Canadian health care agency with a fully scalable digital and 
technology team that includes an innovation lab

• Home to a creative team relentless in the pursuit of big ideas that translate 
to meaningful human experiences

Here’s a snapshot of some of the possible 
products eMCM and eCCM can leverage 
when you partner with GSW:

The first digital player offering the 
flexibility to facilitate in-person, 
remote, group, and/or self 
eDetailing. iqmercury.com

Instant insight is ready to go with the 
first closed loop marketing engine 
using in-field sales call reporting 
that’s structured and immediate, 
allowing you to leverage real-time, 
in-depth insight. iqalign.com 

If you’re looking to increase booth traffic and extend its life after the fact, 
iQ.3Dbooth allows you to add value before and after the event, accommodate 
non-attendees, and collect information for future CRM opportunities.
iq3dbooth.com

Gamify your brand by taking advantage 
of turnkey gaming platforms that power 
interactive modules on the web and for 
trade show exhibits. iqrival.com 

Personalize patient education with 
customized plans for individual 
patients to provide your customers 
with the education they want and 
need. iqfluent.com

Susannah Curry
Vice-President, Creative Director

“ “We have a higher calling in this business than advertising. Translating human insights 
into big ideas that connect human and brand experiences in meaningful ways is what 
really turns us on.

SPEAKING 
PEOPLE 
IS WHAT 
WE DO. 
Behind the science and technology designed to 
help us live healthier and longer lives, the creators 
can’t seem to connect with the very humans 
they’re trying to help.

This calls for creativity on all fronts. It requires an 
understanding of irrational motivations and the 

truth that all customers are humans first. 
Health care needs big, bold ideas to build genuine 
relationships and experiences, which call for the 
belief-shaping, behaviour-changing, connective 
power of storytelling.

GSW is the maestro of choice and action. We’ve 
helped humans appreciate how all sorts of things can 
make their lives better, from products to services to 
technologies and everything in between. Here, 
rationality and analytics are stepping-stones to rich, 
emotional engagements. This is life with a capital “L”. 
It’s alive with conversation and personal interaction. 
It’s honest, dramatic and powerful.

In short, at GSW, we seek truth. We act human. 
We invent experience. We shape “have to do” into 
“want to do”. And we do it by speaking a language 
the industry hasn’t spoken in a long time. People.

“ “

Chris Stewart
Vice-President, Client Services

It’s not just about meeting client needs, 
but also anticipating them to exceed 
expectations. That’s the kind of forward 
thinking that makes a great digital agency.
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