
TREND 5 

Demand for Decision-Driving Insights



In 2019, pharmaceutical leaders are passionate about the 
opportunity to create change—and seeking the momentum to 
act on it. Look for new calls to more quickly create business 
cases, advance institutional data fluency and infuse behavioral 
science in everything we do.

DEMAND FOR 
DECISION-DRIVING 
INSIGHTS



Demand for Decision-Driving Insights   |   Dynamics

Evidence for Action
Life science is expecting partners to come 

forward with perspectives that include 
competitive context, impact modeling and 

executional details that drive decision-making. 

Fight for the M in CMO
The increased need for medical and  

managed markets strategy may change  
the face of commercial leadership in 2019. 

Push for Understanding
Healthcare organizations are beginning to 

recognize that they can’t just turn interest on and 
trust that it will stay on. The new job will be to 

constantly refill the bucket of motivation.

Fluency in Data
 In 2019, healthcare leaders will undertake 

organizational commitments to fundamentally 
understand how data can be used and when to use it. 



In their new world of work, they’re entering 
new markets, engaging new customers and 
leveraging new technologies. Often, they’re 
collaborating with junior team members who 
don’t share their breadth of experience and 
expertise. They’re fighting to work across silos 
to access the richness of the experience within 
the broader organization.

It’s in that climate that they face their no. 1 
charge in 2019: validate unfamiliar approaches 
and drive change.

And yet, as we enter the new year, too many 
healthcare leaders are struggling with gaining 
strategic traction. The possibilities for action 
and investment are great but the clarity 
around how to move forward is not. They don’t 
have a mandate for specific actions and don’t 
feel empowered to make critical strategic calls.

Increasingly, they’re expecting partners to 
come forward with content that’s designed  
to make a clear, actionable case to executive 
leaders. Those perspectives have to include  
the competitive context, impact modeling and 
executional details that drive decision-making.

Evidence for Action
Life science leaders are managing pressure on time and resources at a moment when the velocity of 
change and opportunity is faster than ever. 

Fast, deep perspectives
Answers to the most time-critical 

questions fueled by real-world insights 
and delivered in days or weeks

Three Things Life Sciences Leaders will Expect from Commercial Partners in 2019:

Fascinating insights
Deep, new understandings of a 

healthcare stakeholder or relationship 
that instantly align their organization    

Proactive possibilities
Relevant, custom ideas routinely 

brought forward to deliver on company 
strategies in compelling new ways  
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They cited the broad-reaching issues of 
wrangling large data sets, working across data 
silos and extracting data that’s meaningful to 
different segments of customers.42

Most healthcare companies are deluged with 
similar research. That hasn’t made finding 
new answers automatic or easy. In fact, as 
compelling as some data sets may be on their 
own, they don’t easily come together to form 
a single view of a patient or marketplace. 

Leaders are investing, but few have been able 
to align their teams around the most critical 
questions to answer or map internal and 
open data to each of those key challenges.

A recent study21 by Healthcare Executive Group (HCEG) found that the biggest challenge for healthcare 
leaders in 2018 is leveraging clinical and data analytics. 

Fluency in Data

In 2019, we expect those same leaders to  
put a finer point on the challenge: To gain 
fluency at the organizational level, life science 
companies must make commitments to 
fundamentally understand how data can  
be used, and know how and when to use it. 

Their ultimate goal: establishing a real-time 
window that uses data to show the next best 
action for every key stakeholder. For clinical 
teams, that might mean being able to tell a 
doctor how a particular patient is most likely 
to respond to the treatment or suggesting 
remaining questions to be answered within 
a trial design. For commercial teams, it could 
mean simple redirection for frontline teams, 

like answering, “How do I best communicate 
with this practice?” Or, “What message or 
solution will be most compelling based on 
their most recent actions?”

To improve fluency in 2019, we’re seeing more 
small multidisciplinary teams come together 
to get hands-on with data possibilities and 
pilots. A typical program will include three 
aspects of experience and expertise.

Why the Promise of Big Data Hasn’t Delivered Yet

Inspiration
Ignite desire for change  
by showing what’s possible.

Ideation
Instill the sense of 
ownership through 
collaborative participation.

Co-Creation
Break down the silos by 
co-developing a model/pilot. 
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“Big businesses have absorbed Google-style tech, but are only 
just beginning to adopt Google-style thinking alongside it.”6

We’re not moving fast 
enough to change.



Look for a new focus on how behavioral 
science can unlock real change. Both clinical 
and commercial teams will invest in activating 
the ability to fuel motivation by understanding 
the psychological and social barriers that block 
behavior change. They’ll amplify the strength of 
their communications strategies by embedding 
evidenced-based nudges and tactics designed 
to influence choices and behaviors.

Although the science of behavior isn’t new,  
it’s gained new attention in recent years as  
a way to help people act on the healthcare 
decisions they make for themselves and sustain 
the resilience to try and try again. In 2019, 
healthcare organizations will recognize that 

Push for Understanding

they can’t just turn interest on and trust  
that it will stay on. The new job will be to 
constantly refill the bucket of motivation, 
creating the context and consistent  
support that will turn that interest into 
commitment, commitment into action  
and action into resilience.

Look for behavioral science to evolve and 
upgrade even small aspects of patient  
and physician engagement. Teams that 
understand motivational style will more 
effectively segment their contacts and make 
small changes in messaging to enhance 
motivation through simple behavior triggers.

In 2019, the expectation for a data-driven understanding of who, where and when to connect will remain 
strong. But the big driver of change will be how. 

Want to Learn a Little About Yourself? 

There are two distinct styles with which people think about and approach their goals:

More than 25 years of research has shown us how to communicate to each motivational style. 
What’s yours?

 

Your answers suggest that you are an 

“Achiever!”

Achievers like imagery that involves the big picture. They prefer messages that are about  

eagerly achieving good outcomes rather than ones that are about vigilantly avoiding negative 

outcomes. They like to hear their goals described in terms of hopes and dreams toward  

which they can aspire. And they’re open to experiences that involve novelty and variety.

Some people’s answers to the quiz suggest that they are not an “achiever” but a “defender.” 
Defenders differ from achievers in that they:

• See their goals as necessities that must be met
• Are focused on avoiding losses or “falling short”
• Feel anxious when things go wrong, and at peace when things go right
• Prefer the trees over the forest – because “the devil is in the details”
• Prefer the status quo, and like to work on things one at a time
• Are focused on the “here and now”
• Take risks when it’s a matter of “doing what’s necessary”

So, unlike achievers, defenders like concrete details and experiences, as opposed to abstract, big-sky ideas.  
They prefer messages that are about vigilantly avoiding negative outcomes rather than ones that are about eagerly 
achieving good outcomes. They like to hear their goals described in terms of the things that involve maintaining 
safety and security. And they prefer experiences that they can persist with that don’t involve multitasking.

Most people are a mix of “achiever” and “defender”, but are more one than the other. So, when we say  
that your answers suggest that you are an “achiever”, what we are saying is that, on balance, you are more like  
an “achiever”, not that you are always one.

Sees their goals as ideals 
that they aspire to accomplish

Is focused on seeking gains or 
making progress toward their goals

Is open to change and 
exploring options

Feels like the future is something 
they can see clearly

Achievers
are motivated by hopes, 
aspirations and the need 
to grow.

Defenders
are motivated by duties, 
obligations and the need 
to stay secure.

 

Your answers suggest that you are a 

“Defender! ”

Defenders like concrete details and experiences, as opposed to abstract, big-sky ideas.  

They prefer messages that are about vigilantly avoiding negative outcomes rather than ones  

that are about eagerly achieving good outcomes. They like to hear their goals described in terms  

of the things that involve maintaining safety and security. And they prefer experiences  

that they can persist with that don’t involve multitasking.

Some people’s answers to the quiz suggest that they are not a “defender” but an “achiever.”  
Achievers differ from defenders in that they:

• See their goals as ideals that they aspire to accomplish
• Are focused on seeking gains or making progress toward their goals
• Feel elated when things go right, and sad when things go wrong
• Are open to change and exploring options
• Find it easy to think in broad, sweeping terms
• Feel like the future is something they can see clearly
• Take risks when they think it’ll maximize what they can get

So, unlike defenders, achievers like imagery that involves the big picture. They prefer messages that are about 
eagerly achieving good outcomes rather than ones that are about vigilantly avoiding negative outcomes. They like 
to hear their goals described in terms of hopes and dreams toward which they can aspire. And they’re open to 
experiences that involve novelty and variety.

Most people are a mix of “achiever” and “defender”, but are more one than the other. So, when we say  
that your answers suggest that you are a “defender”, what we are saying is that, on balance, you are more like  
a “defender”, not that you are always one.

Sees their goals as necessities 
that must be met

Is focused on avoiding losses 
or “falling short”

Prefers the status quo, and likes to 
work on things one at a time

Is focused on the “here and now”
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For decades, those leadership roles have sat 
largely with CMOs, chief marketing officers. 
But as industry decision-making moves from 
clinical differentiation to value differentiation, 
more life science innovators will question 
what the most relevant pedigree is. 

Will that mean a fight for the M in CMO 
between managed marketing, medical and 
marketing leaders?

Given the rise in the profile of market access and 
the fact that reimbursement and economic 
barriers have become a critical aspect of 

Decision-Driving Data Mining at Celgene 

Fight for the M in CMO
Who should drive decision-making in the commercial space? 

Celgene is actively fueling a data-curious culture, able to make decisions in innovative  
new ways. The biotech firm built an organizational capability known as IKU (information, 
knowledge, utilization) to manage healthcare data as a core asset and harness its derived 
insights to drive decision-making across the entire organization. 

The platform has two basic modules: Explorer, which scrapes and catalogs data across  
the organization, and Analyzer, which provides the tools to execute queries and research 
against that data set. The program breaks down the traditional silos that data would  
have been collected in and creates a bigger, cross-organizational picture of what’s truly 
available—both directly within Celgene and via partnerships. And, it includes more than 
just data. Inside the system, users can also access best practices, business rules and 
existing computer code to advance projects more quickly and effectively.36

development, managed markets  
experts are well positioned for new,  
higher-profile roles.

The impact of medical affairs is expanding  
as well. Those experts are engaging payers, 
practices, advocates and even patients—giving 
them potentially the most comprehensive  
view of the scientific and support needs of all 
stakeholders. Importantly, they’re also the most 
direct bridge to clinical teams, fueling patient-
centric information and evidence development.
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 Future Ready 
Questions and Discussion for Demand for Decision-Driving Insights

Where is our organization hampering clarity and agile 
decision-making? What kinds of evidence or articulation 
would help us move forward more quickly and effectively? 

Have the principles of behavioral science been fully embedded 
in all of our clinical and commercial communications? Do we 
really know what motivates people?

Are we leveraging data across our organization? Do all the 
roles that should act like confident data navigators feel like 
confident data navigators?

Are all the M’s—medical, managed markets, marketing equally 
heard in the strategic direction of our commercial organization? 



ABOUT SYNEOS HEALTH

Syneos HealthTM (Nasdaq:SYNH) is the only fully integrated biopharmaceutical solutions organization. 
Our company, including a Contract Research Organization (CRO) and Contract Commercial 
Organization (CCO), is purpose-built to accelerate customer performance to address modern market 
realities. Created through the merger of two industry leading companies – INC Research and inVentiv 
Health – we bring together more than 23,000 clinical and commercial minds with the ability to support 
customers in more than 110 countries. Together we share insights, use the latest technologies and apply 
advanced business practices to speed our customers’ delivery of important therapies to patients. To 
learn more about how we are shortening the distance from lab to life® visit syneoshealth.com.

Find out more at syneoshealth.com


