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The pandemic has altered the customer’s journey 
and experience forever. Moving from static to 
dynamic content is not a choice anymore. Shifting 
mindset remains a significant challenge to adopting 
a dynamic content strategy that is based on 
personalized customer journeys.

As an industry, content in the pharma industry has 
been heavily rep-centric. They would often curate 
the content as per the individual customer’s needs 
on the fly. Now that digital and omnichannel are 
added to the mix, content strategy needs to evolve 
to meet the change. Omnichannel content needs to 
have the same impact that the rep-created content 
had, consistently across all channels. This can only 
be done with the help of data. The focus should be 
on creating high-quality, dynamic, and personalized 
content that is easily accessible across the 
customers’ preferred channels.

It is important to shift the mindset of marketers to 
move away from using customer journey maps as a 
tool to validate their content strategy to a truly 
data-based content strategy, where data from the 
customer journeys inform their content strategy. 
When shifting toward formulating a data-based 
content strategy, it is imperative to keep the end 
goal in mind. The end goal is to drive behavioral and 
attitudinal change in customers, and to ensure that 
the content delivers on driving the change in 
customers. This reduces the possibility of getting 

lost in data or waiting for data to lead the way. 
Having clear goals right from the beginning adds 
much-needed velocity to the process. 

Customer journey maps are 
an empathy tool that help in 
finding the right message at 
the right moment for our 
customers.

– Matthew Tarnowski 

with patients, led to better feedback, and was, 
overall, better embraced. From a co-creation 
perspective, she also underscored the importance of 
building internal partnerships with medical, 
regulatory, and legal teams. Offering a greater 
visibility into content planning, such as an editorial 
calendar, for the stakeholders is critical to the 
durability of such partnerships.
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management. For Cristina, it was to pursue 
partnerships, both internally and externally with 
customers, for content co-creation. For Mathew, it 
was to embrace the tools that help understand the 
customer journey better and maintain an outsider's 
view. And for Amanda, it was to stay persistent, as 
the change was not going to happen overnight.
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To lead effectively with content, Matthew spoke of 
prioritizing empathy first and iteration next. He 
views optimization of content through the layer of 
substance first, followed by semantics and structure 
of content. Customer journey maps are essentially 
an empathy tool to help create content that focuses 
on substance. They can be used to pry the 
organization away from a channel-first mindset to a 
substance-first mindset. Relevant and contextual 
content adds value, beyond just keywords. 

Empathetic content can be created by co-creating it 
with the customers. Cristina illustrated this with an 
example of a successful pilot where her company 
co-created content with their healthcare providers 
(HCPs) for campaigns that were targeted at 
patients. This co-created content resonated better 

Listening is an important step to gather authentic 
feedback. Various sources, such as social listening 
or peer reviews, can be helpful to this end. Cristina 
shared an interesting example of social listening to 
capture patient voice. The insights that they were 
able to glean from the body art of patients who had 
PROS disease was an eye-opener for her. Their 
body art symbolized their journey and reminded 
them of their struggle. She called social listening as 
a useful and cost-effective 
tool and hoped to incorporate more of these in 
her strategy.

Integrating local market insights into their global 
content strategy is critical. Panelists suggested a 
“Glocal” model, where global strategy addresses 
80%, leaving the rest for local teams to refine and 
localize. Amanda talked about the importance of 
interlocking the goals and priorities between global 
and local teams, not just at the beginning of the 
year at the planning cycle stage but throughout the 
campaigns as well. She reiterated the need for 
accountability. Regional marketing teams should be 
responsible for the accounts and sharing local 
insights with the global team.

The discussion ended with what each panelist 
expects to tackle next as part of their content 
strategy. Julie spoke of the ongoing change 
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