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A lot of companies are 
implementing digital practices, there 
is still a lot to do, and maybe an 
anxiousness to go a little faster.

– Mary Alice Dwyer 

Medical Affairs is taking a more central role in 
driving customer centricity and leading the change 
through strategic transformation and digital 
initiatives. However, significant gaps still exist 
between digital aspirations and the current state of 
implementation. The panelists shared their 
experience and insights on what organizations need 
to do to improve their digital capabilities and shift 
from a reactive to a proactive model to deliver a 
great customer experience.

medical – interactive electronic tools, field 
medical - remote interactions, Customer 
Relationship Management tools, mobile applications, 
medical information and medical website, customer 
engagement analytics/insights tools, content 
creation, contact centers, Medical Legal Regulatory 
review process, and touchpoint integration. The 
survey evaluated where these capabilities had been 
implemented and the best practices aligned to each 
capability. From this, a Digital Excellence (DX) score 
was calculated. Around 67% of the respondents 
thought that their organization had ambitious digital 
plans, but only 47% were somewhat satisfied with 
the progress. The panel discussed 3 of the 12 
capabilities covered in the paper, field medical, 
medical information and medical website, and 
multichannel/omnichannel strategy.
 
Field Medical – Interactive Electronic Tools
This received a high DX score of 60, but only 5 
respondents had implemented it as part of their 
digital capabilities, while 6 said they wanted to add 
it. Some best practices shared by the companies 
implementing field medical interactive content 
included creating and managing content, collecting 
input and feedback to optimize it, and having 
sessions to define content objectives based on the 
needs of healthcare professionals (HCPs). The most 
challenging best practice to implement was to 
change the course of discussion and sequence of 

information based on real-time dialogue and 
feedback.  

In the United States, there is a move towards 
greater interactive content, where HCPs can be in 
the field and interact with the content, and at a later 
time, pick up from where they left off, on the 
medical web portal. The objective remains to 
recognize their questions, educate them and close 
the gaps quickly. This is harder to achieve globally 
as regulatory and compliance requirements and 
digital maturity differs by country and greatly 
influences the implementation processes.

Pre-pandemic, HCPs met with Medical Science 
Liaisons (MSLs) in person during lunchtimes or 
between appointments. The preference of HCPs to 
have these meetings over various virtual channels is 
now shifting. Maureen spoke about how they are 
exploring ways to break these barriers and replicate 
the in-person meeting experience.

Medical Information and Medical Website
This is gaining more traction with 9 (60%) 
respondents having a medical or medical 
information website that they are actively managing, 
whereas 4 (~26%) respondents planned to set it up. 
The DX score was among the lowest, at 43, for the 
overall implementation of the best practices where 
medical information or a medical website had been 
implemented. All panelists agreed that a website by 
itself is passive and needs to be maintained with 
regular updates. It has to stay current and engage 
HCPs with content they are interested in. People 
should be able to access the medical website easily, 
find useful and relevant content that they can trust. 
It is extremely important to understand who is the 
audience for the website. Contrary to popular belief, 
Maureen said that the Key Opinion Leaders are not 
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the primary audience as they are already in touch 
with the company and know where to source or find 
the information they are seeking. It should be the 
support staff, nurse practitioners, physician 
assistants etc. A medical website can offer a lot of 
data, which in turn can provide feedback on the 
quality and the type of content to work with. A 
medical website is also easier to implement for an 
organization with presence in a single region, unlike 
one with a global presence where the content has to 
be tweaked for every product and every region.

Multichannel/Omnichannel Medical Strategy 
The DX score for multichannel/omnichannel medical 
strategy was 50. Multichannel is about tactics to go 
across various formats, but omnichannel is 
preferable because it puts customers at the center, 
and helps companies provide a unified and 
personalized experience. Omnichannel holds 
together all the other capabilities and looks at it as a 
coordinated strategy. While only 4 respondents 
have implemented it, 11 stated that they have plans 
for executing it in the near future. The challenges 
with omnichannel adoption range from tool selection 
and software integration to evolving measurement 
processes. There were 2 best practices that were 
challenging to implement: mapping customer 
preferences by channel and by interests, and 
aligning offline and online efforts to offer a seamless 
experience.

Going forward, organizations must overcome 3 key 
barriers to achieve the desired level of customer 
experience: I) Lack of critical resources such as 
money, skills, and capabilities. II) Determine 
customers priorities in a rapidly transforming 
environment to know where to begin. III) Shed 
perceived biases about what customers want. The 
industry has always done things one way but needs 
to be comfortable with change now.  

The Medical Affairs Digital Strategy Council, a 
Future Ready Healthcare initiative by Indegene 
published a whitepaper in 2021 titled “Aspiration vs 
Actuality—Assessing the Progress of Digital 
Excellence in Medical Affairs.” The paper explored 
digital evolution through the lens of Medical Affairs. 
15 companies were part of the survey that covered 
12 capabilities where digital processes and activities 
were employed. These were virtual events, 
multichannel/omnichannel medical strategy, field 
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driving customer centricity and leading the change 
through strategic transformation and digital 
initiatives. However, significant gaps still exist 
between digital aspirations and the current state of 
implementation. The panelists shared their 
experience and insights on what organizations need 
to do to improve their digital capabilities and shift 
from a reactive to a proactive model to deliver a 
great customer experience.
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capability. From this, a Digital Excellence (DX) score 
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thought that their organization had ambitious digital 
plans, but only 47% were somewhat satisfied with 
the progress. The panel discussed 3 of the 12 
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medical information and medical website, and 
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digital capabilities, while 6 said they wanted to add 
it. Some best practices shared by the companies 
implementing field medical interactive content 
included creating and managing content, collecting 
input and feedback to optimize it, and having 
sessions to define content objectives based on the 
needs of healthcare professionals (HCPs). The most 
challenging best practice to implement was to 
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the field and interact with the content, and at a later 
time, pick up from where they left off, on the 
medical web portal. The objective remains to 
recognize their questions, educate them and close 
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digital maturity differs by country and greatly 
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have these meetings over various virtual channels is 
now shifting. Maureen spoke about how they are 
exploring ways to break these barriers and replicate 
the in-person meeting experience.
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This is gaining more traction with 9 (60%) 
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information website that they are actively managing, 
whereas 4 (~26%) respondents planned to set it up. 
The DX score was among the lowest, at 43, for the 
overall implementation of the best practices where 
medical information or a medical website had been 
implemented. All panelists agreed that a website by 
itself is passive and needs to be maintained with 
regular updates. It has to stay current and engage 
HCPs with content they are interested in. People 
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find useful and relevant content that they can trust. 
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the primary audience as they are already in touch 
with the company and know where to source or find 
the information they are seeking. It should be the 
support staff, nurse practitioners, physician 
assistants etc. A medical website can offer a lot of 
data, which in turn can provide feedback on the 
quality and the type of content to work with. A 
medical website is also easier to implement for an 
organization with presence in a single region, unlike 
one with a global presence where the content has to 
be tweaked for every product and every region.

Multichannel/Omnichannel Medical Strategy 
The DX score for multichannel/omnichannel medical 
strategy was 50. Multichannel is about tactics to go 
across various formats, but omnichannel is 
preferable because it puts customers at the center, 
and helps companies provide a unified and 
personalized experience. Omnichannel holds 
together all the other capabilities and looks at it as a 
coordinated strategy. While only 4 respondents 
have implemented it, 11 stated that they have plans 
for executing it in the near future. The challenges 
with omnichannel adoption range from tool selection 
and software integration to evolving measurement 
processes. There were 2 best practices that were 
challenging to implement: mapping customer 
preferences by channel and by interests, and 
aligning offline and online efforts to offer a seamless 
experience.

Going forward, organizations must overcome 3 key 
barriers to achieve the desired level of customer 
experience: I) Lack of critical resources such as 
money, skills, and capabilities. II) Determine 
customers priorities in a rapidly transforming 
environment to know where to begin. III) Shed 
perceived biases about what customers want. The 
industry has always done things one way but needs 
to be comfortable with change now.  

The Medical Affairs Digital Strategy Council, a 
Future Ready Healthcare initiative by Indegene 
published a whitepaper in 2021 titled “Aspiration vs 
Actuality—Assessing the Progress of Digital 
Excellence in Medical Affairs.” The paper explored 
digital evolution through the lens of Medical Affairs. 
15 companies were part of the survey that covered 
12 capabilities where digital processes and activities 
were employed. These were virtual events, 
multichannel/omnichannel medical strategy, field 

We need to get to the 
3-dimensional discussion with our 
HCPs and not just show up with a 
bunch of slides.

– Maureen Feeney


