
A massive structural shift is happening across the pharma-
ceutical industry that demands new skills, new tools and 
new ideas in the marketing suite. Brand leaders are looking 
to their agency partners to take on critical new roles in 
data-driven channel planning, marketing innovation and 
ROI modeling and analysis.

A new era of accountable marketing

DATA-
DRIVEN
EXPECTATIONS
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Doctors call it the hand-on-the-doorknob question: 
that critical thing that’s been on the patient’s mind the 
entire appointment, but isn’t asked until the doctor’s 
hand is resting on the doorknob, readying to move on 
to the next patient. “What about,” they ask, “… this rash 
or symptom or fear?” The doctor inhales and starts a 
much longer conversation.

In healthcare marketing, that hand-on-the-doorknob 
question happened predictably at the end of key 
presentations and pitches. “Oh, one more thing,” it 
started, “how will you measure the effectiveness of 
this approach?” The strategist would take a deep 
breath and launch into an answer, often full of 
caveats around what data could actually be accessed. 
The questioner would nod, satisfied, knowing hard 
numbers were unlikely to ever take shape.

Now, major disrupters in the pharmaceutical industry 
have put the spotlight on quantifying value, measuring 
impact and taking the smartest risks. Those old 
hand-on-the-doorknob questions have new urgency 
and new expectations. Today, they’re the first 
questions asked and the ones that demand 
the clearest answers and deepest scrutiny.

RESULTS
What ROI can I expect? What does 
this investment ultimately deliver 

in sales outcomes or other 
critical benchmarks?

EFFICIENCY
Are there lower-cost channels that 

let me deliver those same sales 
outcomes? Which channels get the 

greatest value per dollar spent?

INTEGRATION
How do the channels work together to move 
a customer from awareness to trial to loyalty? 

What combination do I need to amplify impact?
How do I know which tactic ultimately 

led to customer action? 

INNOVATION
What should I expect of this new 

channel or new approach? How much 
of a risk is it? How can I optimize my 

investment there? 

EVALUATION
Where am I winning and losing? 

What parts of my plan are meaningfully 
affecting KPIs, ROI and ultimately driving 
revenue? Which are underperforming?

ACCOUNTABLE
QUESTIONS

THE

What marketers expect 
to understand about       

every dollar spent

HAVE NEW URGENCY
OLD QUESTIONS



DISRUPTORS!THE MAJOR

We first started to hear the pronouncements at the 
end of 2011. The FDA had just approved the first 
generic of Pfizer’s ultra-blockbuster atorvastatin 
(Lipitor). Not only was Lipitor too big for Pfizer to 
easily replace, it was one of several drugs (Zyprexa, 
Plavix, etc.) near the end of patent life that were too 
big for the industry to replace. In fact, the most 
promising compounds left in the pipeline were much 
more likely to be specialty therapeutics than mass 
market changers.

That cliff has been well-covered. What we’re seeing 
now is how organizations are evolving in response to 
it and what new trends are forcing even more change. 
This new era of accountable marketing is being 
shaped by three major disrupters ... 

It was the end:

The end of the blockbuster era.
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1 Innovation in specialty care 

A greater proportion of the life-changing therapies 
coming to market serve small, niche audiences rather 
than broad segments of the population. That’s created 
a need for greater sophistication in how companies 
engage, serve and educate these highly-targeted groups.

2 Limited access to prescribers

The number of physicians considered accessible to sales 
representatives in 1:1 meetings or discussions has been 
cut almost in half in the last eight years. The latest ZS Associates 
report showed that today only 44 percent of doctors meet with 
sales reps at all. Field strategies are evolving, and the focus is 
now on how to engage more influencers using various channels 
and improving the relevancy of each communication.

- Source: EvaluatePharma, Outlook to 2018

- Source: ZS Associates, Access Monitor, 2016

3 New customers and stakeholders

The major influencers of therapeutic choice are changing. 
Public and private payers are wielding their increasing 
influence over market access and reimbursement to garner 
aggressive discounts with manufacturers and set financial 
levers that guide decision-making by doctor and patient alike. 
Around the world, more and more doctors are now employed 
by hospital systems and large networks that set their own 
rules on what can be prescribed and when. 
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 These three dynamics are resulting in a much more challenging 
fiscal environment in healthcare, and pharma’s financial 

performance overall has slumped – with even more threats to 
growth on the horizon. In the short term, that is putting 
significant pressure on expenses, leading to much closer 

scrutiny of every marketing dollar spent. 

79% of physicians accessible
to sales reps in 2009

44% 
accessible
today

68%
65% 65%

55%
51%

47%

2009

2016

DISRUPTORS
THE MAJOR
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 “A prescription written in the primary care space today could be 

worth 50 percent less than it was just 5-7 years ago because of rebates and 

government fees and taxes. You can imagine how challenging it is to 

find the right levers to reduce costs without impacting sales right now.” 

- DAN IELLE BEDARD
President, Managed Markets Communications
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In this new environment, the appetite for innovation and 
change is strong. But the tolerance for risk is not. Business 
leaders want to understand the return on new investments and 
target spending to the highest-impact opportunities. They’re 
driving demand for more accountable, data-driven marketing. 

of executives, managers and 
analysts state that it is important 
for their organization to step up 

its use of analytics to make 
better decisions

state that there is pressure from 
senior management for the 

organization to become more 
data-driven and analytical

87% 61%

CMOs indicate that they intend to increase spending 
on predictive analytics and big data tools

OUT OF8 10
- Source: The CMO Survey (Feb 2016), MIT Sloan Management Review, Korn Ferry

THE ROI
SHOW ME

Jeanine O’Kane, President, PR Group at Syneos Health™, explains, 
“Our clients are facing budget pressures. This doesn’t mean they 
don’t want to evolve and innovate. It means every marketing 
investment comes with an expectation of financial accountability.”

Although the main benefits of marketing analytics have 
historically been focused on efficiency, the growing need for 
financial accountability has business leaders investing in 
predictive intelligence. Stated simply, that’s using mathematical 
models to best predict the probability of an outcome. It’s an 
approach that’s changing healthcare and marketing.

- Source: CMO Survey, Feb 2016

It is estimated that 1 out of every 10 marketing dollars 
will be spent on marketing analytics by 2019.

- Source: Demand Metric, April 2016

44 percent of B2B marketers are either already 
implementing or testing predictive analytics tools

Analytics gives marketers better visibility into their marketing spend, 
the ability to identify top-performing channels and more efficient 

allocation of marketing dollars. 
- Source: Regalix, "State of B2B Marketing Metrics & Analytics 2016," July 2016

1%

Percent Increase in Sales Revenues due to Marketing Analytics

100%

29% 42% 21% 8%
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Clearly define a question that, if answered 
correctly, will have a major impact on 
your business goals

1 DEFINE THE QUESTION

Simulate different scenarios to test which 
strategies, channel mix and spend will 
help you reach your target goals

4 EVALUATE STRATEGIES

Use this optimal mix to create an 
evidence-based plan that aligns 
expectations and maximizes ROI

5 PLAN WITH CONFIDENCEGather existing data on customers, 
competitors and your market; combine it 
with any Syneos Health or third-party data 
needed to answer the question

2 COLLECT THE DATA

Use sophisticated algorithms to build 
a predictive model that structures the 
data in a way you can ask it questions

3 BUILD THE MODEL

MARKETING WORKS
HOW PREDICTIVE
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To ultimately

Data that can:

To develop those actionable models, marketers need data.

PREDICT 
SUCCESS

AND MODEL 
RETURN

Follow customers 
across media

channels and devices

Drive understanding 
of preferences 

and influencers

Benchmark and 
compare anticipated 

performance
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Manufacturers are transforming their organizations 
to be more data-centric. But this kind of data 
sophistication is relatively new to the industry. Brand 
managers struggle with collecting, integrating and 
leveraging the data they need to model predictive 
plans and be truly customer-centric. 

They face barriers in technology, talent, governance and 
infrastructure. For each project, each agency works on 
separate initiatives that drive incremental value rather 
than building toward a broader view, a bigger impact. 

“Nearly every brand leader I talk to is committed to 
collecting more data,” explains Patrick Richard, 
Managing Director of Data Science at Syneos Health 
Communications, “but they need better connectivity 
between systems, extremely specific goals to predict 
outcomes based on that data and clear governance 
to move more quickly.”

[THE
DATA GAP
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Virtually all pharma marketers agree that customer 
data is important to a number of promotional initiatives …

Though, fewer say their current data assets 
enable them to accomplish these goals

100%69%

100%43%

100%59%

98%53%

98%39%

Gain actionable business intelligence

Identify HCP and HCO targets

Deliver personalized interactions

Increase sales and marketing efficiency

Align sales and marketing teams

- Source: Veeva, “European Life Sciences 
Industry Survey on Customer Data,” 2015 - Source: Black Ink, 2016 Marketing Study 

of marketers rank 
marketing analytics as 

one of their 
top five priorities for 

61%

of execs in healthcare & pharma 
industries say that “access to 

more advanced analytics/insight 
to make smarter decisions” 

is the top barrier that impedes 
their ability to achieve 

top initiatives 

65%

of respondents believed they
were very effective at feeding 
insights into customer behaviors 
back into the organization to
improve performance 

NEW ONLY
MUSCLE 10%

- Source: McKinsey analysis of a recent ANA survey 

 Dave Querry, President of NAVICOR, explains that 
there is a “cultural shift for many of the larger 

manufacturers to make. Brand management roles 
in these organizations are traditionally short-tenured and 

focused on producing a volume of activities, 
rather than building a platform for insight and learning.”

 “I have clients who are trying to leverage the insights 
they have. But when it comes to multi-channel, these 

insights just aren’t as deep as we need them to be,” says 
Kim Johnson, President of PALIO. “So, the focus is turning 
to setting up infrastructure to capture more insights from 

every interaction and investment.”   

% of EU-based health and life sciences 
marketers say their customer data supports 
their doing each of the following today

% of EU-based health and life sciences 
marketers who agree customer data 
enables each of the below 

DATA GAP
THE
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#NEW MODEL
FOR A NEW ERA

- JULIE ADRIAN
European Managing Director, 

Syneos Health Communications

The new expectation for agency partners is data-driven 
insights, innovative experiences and a shared 
commitment to business results. No longer is there 
room for standardized approaches or ill-defined impact. 
Every investment has to be carefully targeted and 
tracked toward a specific goal.

“No one else has the incredible, dedicated talent and 

‘lab to life’ lens that we do. Investing in our ability 

to gather, sort and analyze our insights and data to 

create more confidence in our solutions is a real 

game-changer in the marketplace.”

Syneos Health Communications is committed to 
helping clients excel in this new era of accountable 
marketing. We’ve structured our teams of experts to be 
nimble and impactful, focused on three core elements 
that will help clients deliver efficient, measured 
marketing investments which target specific returns.
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Shows clients where to most effectively invest

Helps brands master new channels & experiences

Demonstrates ROI and points to the right 
moments to shift and change

we envision a client-agency 
partnership that:

ULTIMATELY, 

The Accountable Marketing group is building a first-of-its-kind predictive 
marketing engine to show clients exactly where and how to invest to meet 
their specific growth goals. Each engagement starts by leveraging unique data 
our clients have and then making the models more powerful by harnessing the 
incredibly rich and unique data we have across Syneos Health:

At Syneos Health Communications, we bring together experts 
in analytics & measurement and innovation from across the 

organization to form our Accountable Marketing hub.

who is focused on helping teams 
understand changing customer 

expectations to reinvent and 
retool marketing and 

communications experiences

INNOVATION TEAM  

who is relied on by more than 20 life 
sciences brands to set the right 
marketing goals, track against 

benchmarks and ultimately 
optimize and improve plans 

ANALYTICS + MEASUREMENT TEAM 

Interactions across nearly every kind of communications
with consumers, healthcare professionals, payers and others

Field data from sales teams around the world

Social insights and sentiment data from the rich peer 
conversations happening online

Unique research with healthcare professionals, consumers 
and specific points of engagement and care

FOR A NEW ERA
NEW MODEL



FOR MORE INFORMATION
CONTACT US
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LEIGH HOUSEHOLDER
Managing Director of Innovation
leigh.householder@syneoshealth.com

PATRICK RICHARD
Managing Director of Data Science
patrick.richard@syneoshealth.com

To learn more about data-driven channel planning, 
predictive modeling and the Syneos Health 
Communications™ plan to meet the demands of this 
new era of accountable marketing, please reach out to:

Syneos Health Communications

Bringing you world-changing ideas backed by real-world insights

In today’s complex healthcare environment, great ideas alone aren’t enough 
to bring brands to dominance. They need to be tested in the fire of the real 
world; honed by the people who know the molecules better than anyone; 
delivered by those who truly understand what your product can become.
 
Syneos Health Communications is the only healthcare communications 
network that is part of a company on the frontlines of healthcare. Our 
advertising, public relations, medical communications, digital, data science, 
research and market access specialists have the ability to tap the expertise 
of clinical and commercial colleagues worldwide to infuse programs with 
deep therapeutic and analytic insights. We work in scalable, collaborative 
teams that partner across disciplines and geographies to deliver integrated 
communications strategies that accelerate brand performance. 

Our ideas work in the real world because they were built there.

www.syneoshealthcommunications.com 


