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The Health Care  
Communications Journey 
Why Engagement with HCPs and Patients Must 
Evolve and How to Build the Optimal Experience

Savvy marketers in life sciences today are learning to 
construct communications journeys in which the series of 
messages sent to health care professionals and patients 

-

Today, effective health care requires coordinating your 
messages across all channels, tailoring them according to 
individual preferences, and making sure each builds upon 
the last. Achieving that level of sophistication is not easy, 
but it is a path to competitive advantage. Many pharma-
ceutical brands have layered personal and non-personal 
promotion — sales calls, web visits, mobile marketing, 

managed initiatives. Instead of an integrated multichan-
nel marketing strategy, they have a collection of channels 
broadcasting overlapping messages that recipients too 

Instead of distributing mass-market, identical messages, 
the optimal experience requires knowing a great deal 
about each customer. This includes both stated prefer-
ences and observed behaviours. By testing alternative 

-
tive, marketers can drive faster adoption of new products 
and better sustain sales of established brands.

The communications journey approach outlined in this 
article is the means by which you can orchestrate your 
multichannel activities to accomplish this outcome. It 
requires good planning supported by highly targeted 
content and the right enabling technology. However, the 
foundation for this approach rests in the same elements 
that underpin any solid pharmaceutical marketing plan. 

understanding of your customers and strategic objectives 
by completing the following processes:

• Analyze the Patient Journey. The patient journey 

complete experience with an illness and with the 
health care system.

• Segment, target, and position. Understand 
market segments, target those that best match your 
product strategy, and position your product as an 

strategy to get closer to an understanding of the 
individual customer.

• Fully integrate customer data. The better 
you can match records of customer interactions 
across all channels, online or in-person, the more 
effective your overall communications strategy 
will be.
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Increasing digital spend
The top 30 promoted brands increased their digital spend by
277% from 2009–2014 (Ref: IMS Health Strategic Data, 2014)

Journeys drive engagement
Well-coordinated, personalized delivery increased engagement by 44%
with target customers for key brands (Ref: IMS Health Case Study, 2014)
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Communications Journey Approach
Microsegmentation: Rather than applying the same tactic 

two to three basic segments, this approach involves creat-
ing more personalized experiences based on the mix of data 
points you have on each customer. This can include classic 
demographic and psychographic segmentation elements 
along with other data points, such as channel preference 
and past campaign response. Representing an extension 
of (and enhancement to) traditional market segmentation 

improved based on new data as a campaign is executed.

Differentiated messaging:
approach, it is recommended to create a range of mes-
sages that can be deployed to address the microsegments 

Orchestration across channels: This involves central-
ized management of all the touch points a customer re-

expressed in one voice from the company.

Two-way, iterative delivery: A communications journey 

one way only — from the marketing and sales profes-
sionals out to their customers. The customer journey 
is created as an initial framework, a plan designed to 
accommodate change based on bi-directional communi-
cations. By systematically gathering customer feedback 
and observing customer behaviour, you can make course 

corrections as your understanding of the market and the 
individuals within it improves. For example, you might 
have initially planned an email campaign, but your data 
shows that customers with certain characteristics respond 
better to text messages.

Use of branching and business logic: Campaigns that 
involve many segments, messages, and channels are, by 

paigns. Managing these more individualized customer 
journeys requires using business rules that control the 
cadence of messages across channels over time and adapt 
what the customer receives next, based on how he or 
she responds. The software to support this process must 

engine to execute those rules reliably during a campaign.

Managing Effective 
Communications Journeys
Once you have committed to using a communications 
journey approach to marketing your product, your success 
depends on your focus in several key areas. 

1.  Establish a clear vision of your starting point. 
Although you will most likely further adapt your 
message and channels of communication based on 
feedback and customer data, you must start with a 
clear message and direction for your product, and, 
then, rigorously test your plan.
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Can set day or time 
of day to send

Two messages with content 
tailored to the target profile

Survey asks if rep 
visit is desired

If yes, email sent
to rep to visit HCP

If viewed, then 
paths separate 
based on 
the first 
segment 
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Participants
entered based on:
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• segment
• third-party activity
• API web registration 
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cadence
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to custom
content
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and moved
along journey

Participants
separated
based on
another
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All who make it
to this point are
brought back
together...

...to proceed
to the last
step, a direct
mail fulfilled
by third-party

Brand Journey  
Automation Logic/Triggers and Channel Integration
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2. Select and implement a marketing technology 
platform. Due to the complexity of channels, timing 
and messaging can differ based on such factors as 
physician type ( , a primary care physician versus 
a specialist) or time of initial contact. Consequently, 
using technology to manage your plan is essential.
Critical features to look for in your marketing 
technology solution include: 
• Marketing and customer data fully integrated 

and directly accessible to marketers and/or their 
designated partners. It should enable direct 
24/7 access via the cloud ( , through a web 
browser) and not require logging a request to IT 
or a third party to see relevant data on customers 
or campaigns.

• The ability to drag and drop to combine any and 
all attributes in the database to segment customers 
into discrete groups to target for campaigns. 
Examples: endocrinologists and other diabetes 
specialists known to have prescribed a competing 
medication and who have attended one of our 
sponsored symposia or, in a direct-to-consumer 
scenario, diabetics between 25 and 50 years 
old opted-in to our program who have failed on 
competitive treatments and who have expressed 
interest in mobile communications.

• A centralized “hub” from which you can execute 
tactics across multiple channels, including email, 
direct mail, mobile, surveys, call centres, and 
sales reps.

• Graphical tools that simplify the process of 
creating and modifying communications journeys.

• A robust business rules engine that handles the 
complexity of messaging sequence and timing 
and that allows automatic branching based on 

• Real-time reporting on campaigns that allow you 

order to optimize performance.
3. Establish clear communication channels across 

product team, vendor partners, and operations. 
Tight coordination across all of these groups is 
critical for the success of a communications journey. 
You must put in place marketing operations to 
collect clear campaign requirements from brand and 
agency partners and then, as the campaign rolls out, 
report back on the activity to those partners.

Overcoming Challenges
While automation is an essential ingredient for manag-
ing sophisticated campaigns, organizational alignment 
is just as important as the technical integration when 
it comes to achieving effective customer engagement.
One embarks on a communications journey with the 
understanding that you can not know every twist and 
turn that lies ahead. In a more traditional approach, the 
marketing campaign for the rollout of a new product is 

sent. The messages and channels are predetermined, and 
marketing and sales efforts may not be well-integrated. 
The sales force may feel it is the primary owner of the 
customer relationship, and marketing may send a series 
of messages through other channels without any input 
or awareness from the sales team. The key to mak-
ing this relationship work is to coordinate between all 
functions. The sales team needs to know that having 
richer, individualized, and timelier messages sent about 

-
ful, in-depth, in-person conversation down the road. 
This leads to quicker adoption rates for the product. 
The sales team is also a communications channel and 
needs to be part of the integrated multichannel plan.
Another critical factor is timing communications to 

messages as to be annoying. Software tools let you send 
the right response to the right customer at the right 

in the process.

Conclusion
Moving from a preplanned, linear campaign approach 
with a series of static, one-way messages to a dynamic, 
customer-focused campaign requires more than just pur-
chasing and training on a software suite. To be success-
ful, you must rethink the process from bridging the gap 
between marketing and sales to customizing message 
content, timing, and channels. Effective planning up 
front, combined with the right technology infrastructure, 
allows you to make small changes over time to optimize 
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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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