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A number of digital-native companies are reshaping 
healthcare. Facebook released Oculus for medical 
teaching institutions last year; Apple has improved 
the health metrics that can be captured through the 
Apple Watch; Microsoft purchased Nuance, a 
conversational artificial intelligence (AI) platform for 
healthcare, and released the Microsoft Healthcare 
Cloud; and Amazon announced the launch of 
Amazon Care earlier this year that will ultimately 
allow employers to offer it to their employees. The 
pandemic exposed the gaps in the end-to-end 
ability of the healthcare industry to treat a patient 
from diagnosis to treatment and post treatment. 
Since technology companies are known to have a 
strong bias toward consumer focus, life sciences 
offers tremendous opportunity for disruption from 
technology players.

Culture of innovation
In life sciences, treating the patient on the basis of 
scientific methods is experimentation. In a 
technology company, the development of a 
minimally viable product is also an experiment. The 
difference is that iterations in healthcare take longer 
because of the nature of the business. It is 
important for healthcare companies to create a 
culture of learning and incentivizing failure that 
results in learning.

Product development
In both industries, product strategy teams are 
made of people with functional expertise in 
specific domains who work together to make the 
product commercialization vision a reality. With 
growing digital adoption, more product 
development elements from the software side 
will enter life sciences.

Product renewal or business expansion
Technology companies strive to develop a deep 
understanding of their customers’ journey and 
drive a great customer experience, as it is a 
foundational capability for the pursuit of renewal 
or expansion of subscription. Life sciences also 
pursue renewal in the form of adherence. 
However, the focus on patient’s journey and 
experience has not been viewed as foundational 
competence; this is changing now.

Agility
Life sciences come with Food & Drug 
Administration (FDA) regulations and compliance 
barriers, which software companies do not have 
to worry about. Their design-to-production 
cycles are much shorter and more agile than 
life sciences because of the simplicity of their 
business models (free of regulation). Despite 
the regulatory barriers, life sciences can and are 
adopting some of the software industry practices, 

Put the patient first, put the 
customer first, and 
everything else sort of takes 
care of itself.

– Diana McKenzie

such as agile methodology, across functions to 
improve speed and efficiency.

Diana’s watchlist of technologies includes AI and 
ML (Machine Learning), IoT (Internet of Things), 5G, 
Edge computing, XaaS, Blockchain, Computer 
Vision, Augmented Reality, and Quantum 
Computing. Having offered a sneak peek into 
how technology will impact healthcare in the 
future, Diana shared 4 lessons toward enabling 
digital transformation.

Leadership
Technology is clearly an important element, but 
change has to start at the top. Leadership and the 
company’s culture must embrace technology. In the 
absence of leadership buy-in, digital transformation 
is harder, takes longer, and costs more. It also 
reduces the company’s ability to deliver truly game 
changing outcomes that keep it competitive. Diana 
illustrated this with an example. Her company’s 
technology team had developed an algorithm that 
would lead to oncologists either not prescribing one 
of their products or prescribing a lower dose. On 
one hand, deploying the algorithm could increase 
physicians’ and patients’ trust and confidence in 
the company. On the other, it was likely to reduce 
revenues for that business unit. This is where 
leadership comes into focus as the 
decision-making, governance, and incentive 
systems become critical.

Traditionally, business units are incentivized to 
optimize their own performance. This model has to 
change if customers’ journeys are to be prioritized 
and optimized. The only person who can drive this 
organizational change is the CEO, with the 
executive leadership.

Let’s Get Personal – "Know Me, Heal Me" Talent/Partnerships
It is important to have the right talent who have 
worked in technology and operate at the pace of 
technology. Such talent is in short supply in the 
market. Organizations must capture this talent and 
leverage them to help healthcare’s existing 
workforce. Also, organizations no longer have to 
build all the technology infrastructure themselves to 
be able to develop applications. Today, the 
availability of interoperable platforms and 
foundational infrastructures have made it possible 
to develop applications.

Methodologies
With leadership driving the change, it is possible 
to embrace agile methodologies across the 
company. There are limitations in a highly 
regulated life sciences environment, and agile 
methodologies cannot be implemented at all 
junctures. But there are opportunities to implement 
agile to speed up static processes.

Performance
The way to gauge proof of concept or outcome 
should be in terms of value that it is delivering to t
he patient, or value it is delivering to the company 
rather than project progress. There is plenty to 
learn from technology companies that have 
leveraged the concept of objectives and key 
results (OKR). This takes the bias away from 
actions and moves it toward outcomes. In life 
sciences, the final outcome could take years. But 
there are outcomes that can be measured, which 
is preferable to measuring and rewarding actions. 
Therefore, the OKR approach can be a huge 
enabler. Also, in life sciences, therapy only a
dvances through clinical trials if it meets 
successful endpoints. The same logic can be 
applied to digital initiatives. Companies must 
identify the end points and allow the initiatives 
to grow only if they meet them. 

The time has come for the life sciences industry 
to embrace digital change. The operating models 
have to change and companies have to think 
about working cross functionally instead of working 
in silos.

In fact, in the second quarter of 2021, close to 
$32 billion was invested by venture capitalists in 
this space. It is clear that the healthcare industry 
has to think like technology companies to hold up 
to the competition. Interestingly, both life sciences 
and technology companies share some similarities 
and differences. 
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There's no such thing as a digital 
strategy that stands on its own. It 
has to be encompassed in the 
company strategy.

– Diana McKenzie
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