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Getting the Most Out of Technology
for Multichannel Marketing:
Automate, Learn, Adapt

Prescribers’ expanded use of a wide variety
of channels presents new opportunities for
life sciences companies to drive stronger 
engagement around their brands. By under-
standing prescriber behaviours and imple-
menting the right underlying capabilities,
the industry can utilize all channels, old and
new, personal and non-personal, to deliver
an experience that addresses prescribers’
needs, enabling them to hear the messages
that are directed their way.

Achieving this requires advancing from the
traditional push or tactic-driven marketing
model and adopting a process that involves
three key stages: 

• Foundation: Integrating data to secure
a 360-degree view of customer
interactions 

• Customer centricity: Matching
customer requirements and channels to
get the most effective combination of
touch points 

• Informed marketing: Applying data
and insights in an agile way to optimize
campaigns and see the return on
investment (ROI) steadily improve 
over time 

To accomplish this, life sciences companies
can follow the automate, learn, and adapt
process to intelligently and efficiently en-
gage with their customers.

Automate
To effectively manage customer interactions
across channels, life sciences companies
need to automate certain processes that may
have been manual or fragmented in the past.
These include the following:

Data collection: Most companies do not
have processes in place to fully integrate
their customer information, despite the fact
that having a complete view of customers is
a key foundation of effective multichannel
marketing (MCM).

Working more effectively means ensuring
automated linkage of all key sources to a
central hub as well as developing a data
governance process that includes policies
for compliant data sharing. This is the only
way a 360o view of customer behaviour can
be achieved and maintained.

Customer preference management: Like-
wise, many companies lack a comprehen-
sive approach to tracking and managing
customer communication preferences. They
may either manage preferences ad hoc by
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Communication Medium Email Direct Mail Phone Call Text Message

Valid Address or Number �  Valid �  Valid �  Valid �  Valid

Atrino General Communications �  Opt-in �   Opt-out �   Opt-out �   Opt-out

ProzalanD Marketing �  Opt-in �  Opt-in �  Opt-in �  Opt-in

Zoltrace Marketing �   Opt-out �   Cannot contact �  Opt-in �   Cannot contact

Diabetes Management (HCP) �  Opt-in �  Opt-in �  Opt-in �  Opt-in

Solitrax Marketing �   Opt-out �   Opt-out �   Opt-out �   Opt-out

Zenulin Marketing �  Okay to contact �   Cannot contact �   Cannot contact �   Cannot contact

Source: Nexxus Marketing Preference Management Center

EXAMPLE OF CENTRALIZED PREFERENCE TRACKING ACROSS CHANNELS
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individual program or use a blanket opt-out approach
across all content and channels that effectively tells the
customer, “You either get all or nothing from us.” Au-
tomating and centralizing preference tracking across all
program elements and channel types enables a more in-
sightful view of what each customer is interested in and
how they want to interact with you. This is particularly
useful in tracking consent as required by Canada’s anti-
spam legislation (CASL), which came into effect on
July 1, 2014, and requires  that marketers obtain express
consent from individuals before sending electronic
communications.

Campaign journeys: A central tenet of effective MCM
is being able to plan and deliver messages across all
channels to ensure a cohesive customer experience and
strong follow-through over time. Applying an intelli-
gent, automated approach when executing campaign
journeys for each customer allows brand managers to
orchestrate the volume, sequence, and cadence of touch
points across carefully structured pathways. Customer
activities, such as opening or not opening an email or
starting to prescribe, can be used as triggers for subse-
quent messaging. Using a drag-and-drop visual tool
helps brand managers and partners focus on the art of
delivering the campaign rather than the drudgery of
planning it.

Learn
A hallmark of effective marketers is their ability to
drive steady improvement over time. Once a brand 
establishes a solid strategy into the automated execution 
described above, the next task is to assess programs
operating in the real world, which will deepen one’s 
understanding of how prescribers navigate their 
buying process. 

This process has a number of important enablers, 
including:

Structure and oversight: It is vital that marketers
have an overall view of the entire campaign for a par-
ticular brand and, if applicable, the different indications
that may be marketed. Also, a view across brands and
franchises is needed, because health care professionals
often receive multiple communications from the same
company. Firms, particularly those with multiple prod-
ucts in the same therapeutic area, need to ensure that
this is coordinated so that messages retain a high signal
value with very low noise.

Companies differ in how they delegate the oversight
function. Some have established, centralized multi-
channel marketing groups that manage customer expe-
rience across the organization and work with various
brand managers, who may have their own individual
goals. Others outsource to partners who can provide
special expertise in this area. The essential point is to
avoid the fragmented view that can result from different
project owners who have a narrow focus on discrete
program tactics. For example, such a fragmented view
can result from life sciences companies treating digital
as a separate activity, rather than integrating it with
other channels and looking at the customer holistically.

Testing: Establishing a strong technological and struc-
tural foundation for MCM is crucial. This forms the
basis for developing the capacity to assess effective-
ness, refine options, and adapt methods over time. This
should include regular A/B testing on sample customer
cohorts to improve message effectiveness, the relative
impact of offers, and the tone and language of each
communication. 
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A truly effective MCM application
integrates multiple and disparate data
sources, campaign management, 
and analytics.
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Taking advantage of automated tools and building a reg-
ular process that enables A/B testing can inform 
decisions and support innovative combinations of promo-
tion and engagement. Applying the lessons learned from
testing will increase aggregate response rates over time.

Field integration: The field force is an essential com-
ponent of multichannel campaigns and remains as the
most influential channel in the promotional mix. It can
play a strong role in facilitating access to other channels,
providing services and content, and serving as a valuable
resource to understand the qualitative attributes of your
campaigns. Sales people can collect input after cam-
paigns have been launched to gather the tenor of cus-
tomer reaction and, more specifically, find out which
outreach efforts have been noticed, which have been
mentioned to colleagues (positively or negatively), and,
critically, what else can be provided to improve under-
standing of a product or service.

The advent of tablet computers allows the integration
of brief surveys into the detailing process. These sur-
veys automatically capture, collect, and report attitudi-
nal data on how a prescriber feels about the launch of a
new drug or indication. Collecting this information
across an entire sales team produces invaluable insight
for improving the next campaign.

Adapt
Once you have the right tools and processes in place to
collect insights on real-world customer behaviour, the
next step is to quickly adapt campaigns to the lessons
learned. This means optimizing campaigns while they
are still in-market rather than waiting six months to con-
duct postmortem assessment. While retrospective analy-
sis is still the norm for many companies, it is not
optimal, because it comes too late to affect the outcome
of the original campaign. When the goal is maximizing
the ROI of every dollar invested in marketing, the ability
to make evaluations and adjustments midstream is 
critical. Here are some key success factors for the 
adapt phase:

Access to data: Identifying improvement opportunities
quickly has been a major challenge in the past, because
life sciences marketers have not had fast, direct access
to campaign performance data. It may not have been
accessible at all. If it was accessible, the submission of
a formal request to an internal data steward or even an
external third-party would cause a significant delay.
Any potential for adjustments or optimizations often
faded, as the delay in obtaining the data typically
stretched for weeks.

Moreover, even after an insight was identified, it has
been historically challenging to make adjustments
while a campaign is active. Moving from retrospective
to predictive and dynamic analysis allows activity to be
targeted based on insight. Cloud-based tools provide

web-based dashboards with live data on campaign per-
formance that is accessible to key stakeholders like cen-
tralized multichannel marketing groups, brand
managers, analytics teams, and agencies.

Field integration: With the right integration of sales
and marketing systems, companies can enable reps to
trigger pre-approved multichannel follow-up activities
that are specific to their particular customers based on
what they learn in a call. This helps them become mi-
cromarketers in their territories, fill their gaps between
calls, and, importantly, increase their support for mul-
tichannel outreach to their customers.1

Focus on the customer: Adaptation is all about getting
results from the 360o perspective of the customer and
the capabilities established to operate effectively. At a
fundamental level, MCM is a combination of three
basic elements: customers, content, and channels (in-
cluding the rep). The central and most neglected com-
ponent of this process is invariably the customer. So,
while a lot of conversation about multichannel market-
ing focuses on the technology or the channel, it is im-
portant to maintain a focus on the needs, interests, and
attitudes of the customer in both designing your out-
reach and identifying improvements over time.

Conclusion
Effective multichannel capabilities must enable mean-
ingful engagement through the automate, learn, and
adapt process. It all comes back to understanding the 
customer buying process and the patient journey. This
requires in-depth knowledge of preferences and inter-
ests, advanced segmentation to tailor communication
and promotional messages, better alignment between
strategic plans and campaign execution, budget 
optimization in order to invest in the right channels, 
and good communication between marketing stake-
holders to collaborate across personal and non-personal
channels.

The power of MCM is to enable you to learn about cus-
tomers, engage with them, and apply data and insights
to optimize campaigns and maximize ROI. 

1 Mobile Micromarketing: Driving performance from strategy through
execution. Retrieved at: http://us.imshealth.com/Marketing/GTMN/
MobileMicromarketing_WhitePaper_Final.pdf
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For further information regarding this article, please contact
your local IMS Brogan representative or send an email to
info@ca.imsbrogan.com.
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