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Mine data to generate insights

As one marketer on the MM&M roundtable said, 
“Content is king and experience is queen and data are 
the vast kingdom.” While “content is king” is not new and 
market research has always been part of the mix, the 
ever-increasing prominence of data analytics in shaping 
marketing plans, including the creation of personally-
relevant experiences that take patient centricity to a 
higher level, was an interesting theme throughout the 
day’s conversation.  

It’s also an important reminder to communicators that 
we should build and sell in programs based on research 
that demonstrates why they will be effective (and 
answers why they  will change behavior or mindset) 
versus selling them in based on their ingenuity or 
creativity alone.

In fact, not falling for the trap of embracing the “next 
shiny object” was a point made multiple times during 
the Roundtable. Instead, we need to focus on building 
ongoing, non-transactional engagement with 
stakeholders, which means being less promotional and 
more collaborative and experiential. And this is where 
we come full circle back to data and its intended 
consequence — insight. 

To create authentic experiences that motivate behavior or 
mindset change, we need data-backed insights that define:

• Who the priority targets are (we can’t be everything 
to everyone)

• What messages will resonate and create an  
“aha moment” (and how does the story need to 
evolve throughout their journey)

• Where they are (so we can to go to them as well  
as attract them to us)

• Why our product or service will make a difference  
(or how can we credibly show it will provide value)

All of this reinforces the value of predictive analytics in 
communications strategic planning. Predictive modelling 
is something that is not used as regularly in PR as it is in 
the ad world, so unfortunately it often gets cut. This is a 
mistake, especially when planning significant HCP or 
patient education campaigns (branded or unbranded). 
Imagine having the insights to refine a PR campaign and 
show the value it will add before you launch it? As 
communicators, we owe it to our clients to try to 
socialize the use of predictive analytics to optimize 
campaign impact.

•  Mine data to generate insights to help 
shape authentic personal experiences 
that change mindsets and behaviors

•  Bring clinical, real world and HEOR data 
to life to create credible, memorable 
value stories

I was privileged to participate in a recent MM&M TrendTalks  
roundtable focused on “spend and trends” in the areas of healthcare 
professional (HCP), patient and payer marketing. The attendees were a  
small and impressive group of senior marketing and managed markets  
folks, and the conversation was interesting and lively. 

Viewing the discussion through a PR lens, it was clear that using insight-driven storytelling to engage stakeholders is 
where we, as communicators, can continue to provide great value to our clients and the patients they serve. 

Related to this, two imperatives involving data stood out during the discussions, both of which should be heeded to 
further enhance the impact of our communications campaigns:

Continued on page 2



Bring clinical, real world and HEOR data to life

All you have to do is look at the rows upon rows of poster 
presentations at any medical meeting to realize that while 
everyone seems to be on information overload, healthcare 
professionals have it worse than most. And unlike the rest 
of us, the news they are missing out on could mean better 
or worse outcomes for their patients — or even life or 
death. When it comes to data — clinical, real world or 
health economic — it is our job as communicators to 
help HCPs not only cut through the clutter to find what’s 
important, but also to grasp the meaning quickly and be 
able to recall information easily later when they are 
making patient care decisions.

And let’s face it, we in healthcare communications love 
bar charts and tables, but that’s not enough to break 
through, nor are densely written articles. Even in our 
highly regulated industry, we can do better. The need for 
better data visualization came up a few times in the 
Roundtable — not just for HCPs, but for payers and 
consumers as well. One marketer discussed the potential 
of using virtual reality to help doctors interact with data 
differently. Another talked about the importance of 
having marketing contribute their perspective (compliantly) 
when creating payer presentations to make sure the 
information pops. For patients and caregivers, it comes 
down to both making the science digestible, and 
humanizing it to make it relevant and resonant. 

There is no one right way to innovatively visualize  
data, but an emerging best practice is to create data 
visualization teams by bringing together clinical, creative 

and technical experts. The clinical person digs into the 
data and uncovers the most salient points, the creative 
thinks about different ways to visualize those points  
and the technical person determines whether there 
opportunities to help the customer interact with it  
(e.g., through augmented or virtual reality). 

Both imperatives lead to better engagement

While seemingly very different, embracing the 
imperatives to mine data for insights and bring clinical 
and HEOR data to life can have the same result — more 
meaningful engagement with healthcare stakeholders 
and their influencers. As communicators, our clients 
expect us to help them better engage with their 
audiences. This requires that we push ourselves to 
integrate data analytics into our programs (before, 
during and after initiation) and make it a “core activity.” 
We also must build our teams to ensure they are 
equipped to develop new, intriguing ways for 
stakeholders to interact with data and quickly grasp its 
meaning (e.g., including data visualization experts). 
Consistently doing these things will help us fulfill our 
critical role in promoting better patient outcomes, which 
at the end of the day is what we all are striving for.
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