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Content is key. We keep forgetting 
that consumers could be in all these 
different platforms but they will only 
gravitate to things that are of 
interest and offer value.

– Anurag Thakore 

Patient experience has become a key goal and an 
important focus for various stakeholders in the 
healthcare industry to measure the outcomes they 
aspire to achieve. The growth in data sources and 
ease of data collection have enabled these 
stakeholders to better understand the patient flow 
and patient journey. This has helped in not just 
building a greater understanding of patient behavior 
and their personas but to take the next best action 
in patient engagement.  The industry still needs to 
address and overcome key challenges such as data 
privacy, data control, and regulations, as 
organizations go about building their capabilities in 
this area. This panel shared their experiences and 
views on how digital technologies and platforms 
can help in improving patient experience. 

complex. Moreover, with patients having greater 
access to information than ever before, the risk of 
patient misinformation is high. Industry can no 
longer just push information but needs to listen to 
consumers and understand what they are going 
through in order to deliver them the appropriate 
information. 

There is a need to educate patients. In 2010, 15% of 
patients were insured on high deductible health 
plans and that has gone up to nearly 50% now. This 
translates to higher out-of-pocket costs and patients 
do not know how to navigate the access journey. 
With rise in complex therapies, more rare diseases, 
and tighter regulations, pharma’s work has grown in 
importance. 

Against these challenges, patient engagement was 
discussed. This is a 3-step journey that begins with 
getting to know where consumers are, 
understanding their interests and hobbies as well as 
data such as demographics and other indicators. 
Two, engaging customers on platforms where they 
are already present, through content based on their 
preferences, at a time of their choice. Three, inviting 
them to participate in theorganization’s own 
ecosystem and driving conversations. This will allow 
healthcare to replicate the success that other 
industries, such as banking and retail, have achieved 
in meeting consumer expectations. 

Rich content is the key to patient engagement 
because customers only gravitate toward things 
that provide value. Healthcare companies must 
have a strong online presence and provide content, 
which is clear and easy to understand for the 
patients and helps them identify the single source 
of truth. Offering easy and seamless content on 
owned channels is not enough, and companies 
must ensure that the right content is easily 
accessible on channels that consumers already 
trust. Misinformation is a problem that arises when 
there is no single trusted place that customers can 
go to get information. Christine referred to it as a 
“single voice of truth” that customers can turn to for 
answers about a product, through both its own 
web presence and social media. As a platform, 
social media enables listening to customers and 
understanding where else they may be accessing 
information. Partnering with these channels to 
ensure that customers always receive accurate and 
high-quality information can help stem the flow of 
misinformation. It is difficult for misinformation to 
compete with personalized, contextualized 
communication. When patients are engaged, 
companies have access to patient wisdom that has 
all the data they carry with them. Technology can 
then collect, analyze, and use these data to help 
make informed decisions. These point to the need 
for a new patient marketing construct. Data 
collection is a sensitive area in the pharma space. 
Lead generation by itself is not really valuable. 
Companies have to be purposeful in data collection. 
As consent is important in pharma industry, it 
should be offered in a clean and precise language; 
customers should know what they are consenting 
to. Understanding channel preferences and using 
data and analytics to shape communication and 
improve on it can lead to better patient outcomes, 
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better education, and better awareness of the 
product. The ability to shape messaging based on 
data can help shift customer’s behaviors. Adherence 
to treatment on the patient journey was discussed. 
Here, an important barrier is access. One in 5 
prescriptions is left in the pharmacy or never picked 
up. Closing that barrier is important before patients 
proceed with their therapy.

There is a tendency to assume there is a generic 
patient journey. Barriers to healthcare are not static. 
The more frequently we ask the patient about their 
barriers, the more successful we can be at 
determining the next best action. Murray offered the 
example of a program to reduce cancellation and 
no-show rates for colorectal cancer. About 30% of 
patients do not show up for the procedure for a long 
list of reasons, including fear of the procedure. The 
no-show is not good for the patient or for the care 
provider, as it is a loss of revenue and blocks a slot 
that could have gone to other appointments. By 
identifying the root cause, leveraging data and 
promoting behavioral change using a combination of 
people and automation, and measuring outcomes to 
optimize the feedback loop, the no-show rate was 
reduced by 60% in the program. 

Christine reminded everyone of the patient’s right 
and not break their trust or discount their 
communication preferences. Having their permission 
to engage with them in the right way can lead to 
improved outcomes. Ultimately patients will benefit 
from better synergies between healthcare 
professionals (HCP) and patient outreach. Digital 
platforms, besides providing tools to patients and 
practitioners individually, can also help. HCP 
education can be proactive (provide messaging to 
them that in turn can be used to help their patients) 
or reactive (collecting patient data and stitching 
them with resources from the HCP). HCPs stand to 
benefit if presented with overall patient trends 
because the right predictive analytics can allow 
them to forecast roadblocks to patient care and 
navigate around them. This calls for a new 
ecosystem that connects pharma, HCPs, 
and patients.  

Diseases have become more complex to diagnose 
and to treat, patient journeys have become more 
complex, and access to care has become more 
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Patient experience has become a key goal and an 
important focus for various stakeholders in the 
healthcare industry to measure the outcomes they 
aspire to achieve. The growth in data sources and 
ease of data collection have enabled these 
stakeholders to better understand the patient flow 
and patient journey. This has helped in not just 
building a greater understanding of patient behavior 
and their personas but to take the next best action 
in patient engagement.  The industry still needs to 
address and overcome key challenges such as data 
privacy, data control, and regulations, as 
organizations go about building their capabilities in 
this area. This panel shared their experiences and 
views on how digital technologies and platforms 
can help in improving patient experience. 

complex. Moreover, with patients having greater 
access to information than ever before, the risk of 
patient misinformation is high. Industry can no 
longer just push information but needs to listen to 
consumers and understand what they are going 
through in order to deliver them the appropriate 
information. 

There is a need to educate patients. In 2010, 15% of 
patients were insured on high deductible health 
plans and that has gone up to nearly 50% now. This 
translates to higher out-of-pocket costs and patients 
do not know how to navigate the access journey. 
With rise in complex therapies, more rare diseases, 
and tighter regulations, pharma’s work has grown in 
importance. 

Against these challenges, patient engagement was 
discussed. This is a 3-step journey that begins with 
getting to know where consumers are, 
understanding their interests and hobbies as well as 
data such as demographics and other indicators. 
Two, engaging customers on platforms where they 
are already present, through content based on their 
preferences, at a time of their choice. Three, inviting 
them to participate in theorganization’s own 
ecosystem and driving conversations. This will allow 
healthcare to replicate the success that other 
industries, such as banking and retail, have achieved 
in meeting consumer expectations. 

Rich content is the key to patient engagement 
because customers only gravitate toward things 
that provide value. Healthcare companies must 
have a strong online presence and provide content, 
which is clear and easy to understand for the 
patients and helps them identify the single source 
of truth. Offering easy and seamless content on 
owned channels is not enough, and companies 
must ensure that the right content is easily 
accessible on channels that consumers already 
trust. Misinformation is a problem that arises when 
there is no single trusted place that customers can 
go to get information. Christine referred to it as a 
“single voice of truth” that customers can turn to for 
answers about a product, through both its own 
web presence and social media. As a platform, 
social media enables listening to customers and 
understanding where else they may be accessing 
information. Partnering with these channels to 
ensure that customers always receive accurate and 
high-quality information can help stem the flow of 
misinformation. It is difficult for misinformation to 
compete with personalized, contextualized 
communication. When patients are engaged, 
companies have access to patient wisdom that has 
all the data they carry with them. Technology can 
then collect, analyze, and use these data to help 
make informed decisions. These point to the need 
for a new patient marketing construct. Data 
collection is a sensitive area in the pharma space. 
Lead generation by itself is not really valuable. 
Companies have to be purposeful in data collection. 
As consent is important in pharma industry, it 
should be offered in a clean and precise language; 
customers should know what they are consenting 
to. Understanding channel preferences and using 
data and analytics to shape communication and 
improve on it can lead to better patient outcomes, 
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better education, and better awareness of the 
product. The ability to shape messaging based on 
data can help shift customer’s behaviors. Adherence 
to treatment on the patient journey was discussed. 
Here, an important barrier is access. One in 5 
prescriptions is left in the pharmacy or never picked 
up. Closing that barrier is important before patients 
proceed with their therapy.

There is a tendency to assume there is a generic 
patient journey. Barriers to healthcare are not static. 
The more frequently we ask the patient about their 
barriers, the more successful we can be at 
determining the next best action. Murray offered the 
example of a program to reduce cancellation and 
no-show rates for colorectal cancer. About 30% of 
patients do not show up for the procedure for a long 
list of reasons, including fear of the procedure. The 
no-show is not good for the patient or for the care 
provider, as it is a loss of revenue and blocks a slot 
that could have gone to other appointments. By 
identifying the root cause, leveraging data and 
promoting behavioral change using a combination of 
people and automation, and measuring outcomes to 
optimize the feedback loop, the no-show rate was 
reduced by 60% in the program. 

Christine reminded everyone of the patient’s right 
and not break their trust or discount their 
communication preferences. Having their permission 
to engage with them in the right way can lead to 
improved outcomes. Ultimately patients will benefit 
from better synergies between healthcare 
professionals (HCP) and patient outreach. Digital 
platforms, besides providing tools to patients and 
practitioners individually, can also help. HCP 
education can be proactive (provide messaging to 
them that in turn can be used to help their patients) 
or reactive (collecting patient data and stitching 
them with resources from the HCP). HCPs stand to 
benefit if presented with overall patient trends 
because the right predictive analytics can allow 
them to forecast roadblocks to patient care and 
navigate around them. This calls for a new 
ecosystem that connects pharma, HCPs, 
and patients.  

Diseases have become more complex to diagnose 
and to treat, patient journeys have become more 
complex, and access to care has become more 

– Daniel Keene

Often we see much better 
engagement when your services 
or what you’re trying to achieve is 
embedded in something the 
patient is already using today. 


