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Poor CX doesn't equate to a 
massive negative change in 
perceptions, excellent CX enhances 
positive customer perceptions.

– Aneta Geistova 

For the fourth year running, DT Consulting did a 
study to measure the HCP perceptions on their 
interaction with pharma companies. The study is 
based on the core traits of relevance, simplicity and 
trust. The sample size was over 2,000 physicians in 
seven speciality areas (GPs, Endocrinologists, 
Oncologists, Rheumatologists, Gastroenterologists, 
Pulmonologists, Cardiologists) across seven 
countries, surveyed for 21 content types and 21 
interaction types. 

Year on year, DT Consulting’s research continues to 
show that delivering excellent customer experiences 
makes HCPs take further action. This year too, the 
data shows that customers who are satisfied with 
their interactions are more likely to save material 
about the product or service for future use, and are 
three times more likely to share information that 
they receive from others and the company. In 
contrast, delivering a bad customer experience 
doesn't make customers do anything. Customers 
can be forgiving when it comes to receiving a bad 
customer experience, however, most companies 
can't achieve key business results like reputation or 
product positioning from mediocre customer 
experiences. It was also seen that poor customer 
experience doesn't equate to a significant negative 
change in perceptions. However, excellent customer 
experience further enhances positive perceptions of 
pharma companies, their products and therapies, 
their belief that the company understands the HCP's 
challenges and is responding with practical support.

On quality of content, the HCPs scored all the 
content types at 'below fair' on the CXQ scoring 
methodology. The study looked at the top five most 
visible types of content that HCPs searched for or 
received for disease information, drug information, 
and clinical data. But even the most important types 
of content have received a CXQ score of 'below fair,' 
meaning that they don't perform very high across 
the relevance, simplicity and trust metrics. This could 
mean that the content and information HCPs 
received were not targeted to their needs or that the 
quality of the information was mediocre. It could also 
be that there is no clear prioritization on the content 
being delivered to HCPs to ensure that the most 
important pieces of content are easy to understand, 
are relevant, trustworthy and can ultimately create a 
differentiated experience.

Insights on digital vs. non-digital channels showed 
that pharma companies are not delivering quality 
experiences across both the channels. The industry 
as a whole, on average, performed poorly across 
both the channels. No company hit the mark when 
it came to channel performance. Moving down the 
ranking in terms of CXQ score, there was a gap 
between digital and non-digital interactions. There 
was also a gap between preferred customer 
channels and channels that pharma companies use 
to engage with HCPs. Customers largely prefer 
virtual channels, such as emails, live videos, online 
meetings and, sometimes, telephone conversations. 
But pharma companies primarily reached out via 
non-digital channels, such as face-to-face 
meetings. An orchestrated omni-channel marketing 
along with consistency in channel delivery is key for 
CX performance. Companies must engage 
customers by using the right channel mix. 

The final finding was that there are no clear leaders 
in the industry that would be achieving top scores 
across all three CXQ metrics of relevance, simplicity 
and trust. Across each metric, the top five 
companies scored less than the average score of 
65. Three companies, Novo Nordisk, Eli Lilly, and 
Roche, featured in all three metrics. However, none 
of them achieved top scores. This points to the 
gaps and opportunities for CX improvement for all 
firms. HCPs expect pharma organizations to deliver 
across all three elements. From their perspective, it 
is not enough to have relevant and trustworthy 
content if it’s not easy to use or easy to understand. 
Consistency across both digital and non-digital 
channels is important because every interaction 
matters.

During the pandemic many companies jumped on 
the virtual and digital platforms quickly. However, 
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The four key findings from the report were
1. Customer experience matters and continues to  
    drive business performance 

2. The quality of commercial and medical content  
    that HCPs search for and receive doesn’t align  
    with expectations

3. HCPs received poor quality experience across  
    both digital and non-digital channels

4. There are no clear leaders who would achieve  
    high scores across all three CX metrics    
    consistently 
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HCP participation in digital initiatives declined as 
there was an overload of activity. HCPs themselves 
had a lot going on and had to prioritize their time. If 
the experience wasn’t meeting their expectations, 
they just did not engage. The quality of interactions 
was low, pointing to the need for more work in 
channel planning, content planning and delivery. 

Digital maturity is still a work in progress and 
companies sometimes delivered in an ad hoc 
manner, offering HCPs a disjointed experience. 
The advice to companies thinking about customer 
perceptions is to choose between an external 
market research team or an internal one. With the 
former, companies go to market and ask customers 
about their perceptions, content, and interactions to 
get an objective view of the whole experience. With 
the internal approach, companies can measure this 
at different touchpoints. A combination of both 
these can bring insights from two different 
perspectives, offering a more holistic view to a 
company’s customer experience. 
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To deliver great customer 
experience, focus on all three key 
customer experience traits: 
relevance, simplicity and trust. 
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