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The pandemic has accelerated the move toward 
hyper-personalization. The question that follows is 
can modular content be leveraged as a tool to 
automate the content supply chain and drive 
personalization at scale and eventually impact the 
commercial model?

First, there is a clear need to define modular content 
and contextualize what it means for the industry. 
Modular content is not about modularly designing 
and modifying the aesthetics of a content piece but 
about modularly designing the words that are being 
used to bring a message to life.

planning to final delivery. It is a journey and 
companies must accept that this journey takes time 
and there will be learnings along the way. 
Companies, such as BMS, that have adopted it have 
seen better customer engagement along with higher 
script volume and revenues as a consequence.
 
However, a change of mindset is needed. At 
Eli Lilly, for instance, their journey started 
with an assessment of their current state of content. 
They realized that they were not sufficiently 
equipped to personalize content at scale for 
omnichannel. The existing content ecosystem posed 
major challenges related to content identification, 
reuse, and approval. In their move toward a new 
content ecosystem, they set up a new digital asset 
management platform last year. Setting up this 
sound foundation first has allowed them to focus on 
automation aspects such as intelligent content and 
the use of machines for analysis, auto formatting etc. 
this year.

In its current state of maturity, Artificial Intelligence 
and Machine Learning (AI/ML) cannot drive 
automated content creation and distribution. The 
role of AI/ML is limited to empowering modular 
content rather than driving it. Data plays a critical 
role in the modular content ecosystem, and  AI/ML 
is helping accelerate the processes in the data 
space. AI/ML is currently being used to apply 
metadata to a large quantum of content that would 

Modular content is new to life 
sciences but not new in 
general. We are all 
benefactors of modular 
content in our everyday life.

– Parker Richardson

be impossible for humans to tag. Although AI/ML is 
not currently being used to develop business rules 
related to content assembly, there are aspirations to 
leverage AI/ML in this space. Cecil alluded to the 
usage of other technologies to progress from 
free-text business rules to machine-readable 
business rules, which can be auto-applied while 
content modules are being assembled.

Asset approval still presents a major barrier to the 
advancement of modular content in the short term. 
Even though the content modules are preapproved 
and business rules are established, composite 
assets are still reviewed in the traditional way. 
However, in the mid-long term Medical Legal 
Regulatory (MLR) review functions will become 
more comfortable in reviewing the content in a 
modular state. This will pave the way for quicker 
content production. Michael even imagines a future 
state where modular content is created, assembled, 
approved, and distributed in an automated way, 
and current content production ecosystems will 
have a limited role to play.

Modular content also impacts content reuse. 
Traditionally, content reuse is measured in terms of 
the reuse of the final content asset. With modular 
content, reuse can be measured at modular level. 
With this approach, not only does the accuracy of 
measurement improves significantly but also the 
rate of reuse improves. This is because, modules 
can be reused better across geographies than the 
final asset. This also enables marketers to drill 
deeper and find out what messages resonate 
better with the customers, as the modules with 
the higher reuse rates reflect the messages that 
resonate better.
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Atomize And Automate Your Content To 
Drive Personalization At Scale

As content evolves into a modular state, the 
supporting ecosystem will need to evolve. Currently, 
creative agencies are not structured to create 
content modules. Tara believes that they will 
become more strategic and play in the brand 
strategy and global branding space, and move 
away from content creation in the future. Content 
creation, then, will have to be brought in-house. 
Growing and developing creative talent will become 
a challenge for healthcare organizations. The 
panelists also predict that the gap between the 
strategic component and operational component of 
marketing will further expand and the division of 
labor would become clearer with the evolution of 
modular content.

Leaders driving the adoption of modular content 
within their organizations must understand the need 
for different user groups to be able to motivate users 
to embrace this change. They need to conceptually 
familiarize the organization with modular content 
and its benefits before introducing technologies to 
implement it. When the technology and the 
platforms are implemented, they must be user 
friendly to drive better adoption.

The objective of personalizing content at speed and 
scale has always been an aspiration for the industry, 
and modular content promises in delivering on that 
objective. This transformation needs to be tackled in 
a phased manner rather than all at once, as it 
impacts the entire breadth and depth of an 
organization. Life sciences can draw inspiration from 
other industries that have not only implemented 
modular content but are in a more mature state of 
this journey. A takeaway for leaders who are driving 
modular content within their organizations is to go 
slow where it is necessary and respect the pace at 
which their own organization moves.
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The challenges in transitioning toward automated 
modular content are primarily in ensuring that the 
organization is aligned with the meaning and 
impact of creating modular content. Because this 
will impact the entire content supply chain, from 
understanding target segments, engagement 



#FutureReadyHealthcare www.indegene.com

The pandemic has accelerated the move toward 
hyper-personalization. The question that follows is 
can modular content be leveraged as a tool to 
automate the content supply chain and drive 
personalization at scale and eventually impact the 
commercial model?

First, there is a clear need to define modular content 
and contextualize what it means for the industry. 
Modular content is not about modularly designing 
and modifying the aesthetics of a content piece but 
about modularly designing the words that are being 
used to bring a message to life.

planning to final delivery. It is a journey and 
companies must accept that this journey takes time 
and there will be learnings along the way. 
Companies, such as BMS, that have adopted it have 
seen better customer engagement along with higher 
script volume and revenues as a consequence.
 
However, a change of mindset is needed. At 
Eli Lilly, for instance, their journey started 
with an assessment of their current state of content. 
They realized that they were not sufficiently 
equipped to personalize content at scale for 
omnichannel. The existing content ecosystem posed 
major challenges related to content identification, 
reuse, and approval. In their move toward a new 
content ecosystem, they set up a new digital asset 
management platform last year. Setting up this 
sound foundation first has allowed them to focus on 
automation aspects such as intelligent content and 
the use of machines for analysis, auto formatting etc. 
this year.

In its current state of maturity, Artificial Intelligence 
and Machine Learning (AI/ML) cannot drive 
automated content creation and distribution. The 
role of AI/ML is limited to empowering modular 
content rather than driving it. Data plays a critical 
role in the modular content ecosystem, and  AI/ML 
is helping accelerate the processes in the data 
space. AI/ML is currently being used to apply 
metadata to a large quantum of content that would 

be impossible for humans to tag. Although AI/ML is 
not currently being used to develop business rules 
related to content assembly, there are aspirations to 
leverage AI/ML in this space. Cecil alluded to the 
usage of other technologies to progress from 
free-text business rules to machine-readable 
business rules, which can be auto-applied while 
content modules are being assembled.

Asset approval still presents a major barrier to the 
advancement of modular content in the short term. 
Even though the content modules are preapproved 
and business rules are established, composite 
assets are still reviewed in the traditional way. 
However, in the mid-long term Medical Legal 
Regulatory (MLR) review functions will become 
more comfortable in reviewing the content in a 
modular state. This will pave the way for quicker 
content production. Michael even imagines a future 
state where modular content is created, assembled, 
approved, and distributed in an automated way, 
and current content production ecosystems will 
have a limited role to play.

Modular content also impacts content reuse. 
Traditionally, content reuse is measured in terms of 
the reuse of the final content asset. With modular 
content, reuse can be measured at modular level. 
With this approach, not only does the accuracy of 
measurement improves significantly but also the 
rate of reuse improves. This is because, modules 
can be reused better across geographies than the 
final asset. This also enables marketers to drill 
deeper and find out what messages resonate 
better with the customers, as the modules with 
the higher reuse rates reflect the messages that 
resonate better.

Indegene
Digital Summit

As content evolves into a modular state, the 
supporting ecosystem will need to evolve. Currently, 
creative agencies are not structured to create 
content modules. Tara believes that they will 
become more strategic and play in the brand 
strategy and global branding space, and move 
away from content creation in the future. Content 
creation, then, will have to be brought in-house. 
Growing and developing creative talent will become 
a challenge for healthcare organizations. The 
panelists also predict that the gap between the 
strategic component and operational component of 
marketing will further expand and the division of 
labor would become clearer with the evolution of 
modular content.

Leaders driving the adoption of modular content 
within their organizations must understand the need 
for different user groups to be able to motivate users 
to embrace this change. They need to conceptually 
familiarize the organization with modular content 
and its benefits before introducing technologies to 
implement it. When the technology and the 
platforms are implemented, they must be user 
friendly to drive better adoption.

The objective of personalizing content at speed and 
scale has always been an aspiration for the industry, 
and modular content promises in delivering on that 
objective. This transformation needs to be tackled in 
a phased manner rather than all at once, as it 
impacts the entire breadth and depth of an 
organization. Life sciences can draw inspiration from 
other industries that have not only implemented 
modular content but are in a more mature state of 
this journey. A takeaway for leaders who are driving 
modular content within their organizations is to go 
slow where it is necessary and respect the pace at 
which their own organization moves.

The whole production model is 
going to change drastically, 
especially as you start to 
templatize and have global 
templates at scale.

– Tara Stewart
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