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Looking back & forward: 
Key trends in the HCP mix
Webinar #1 – THURSDAY 24/02

FEB to SEP 2022
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• This webinar will take around 40 minutes, followed by questions
• You can submit questions at any time via the “Questions” box 

• Please give us your feedback!
• Right after the webinar a short satisfaction survey will be launched. We would love to 

know your opinion!

• The webinar will be recorded and made available after the 
session. We will send you an email with the details 

Ground rules



25/02/2022Proprietary and Confidential Information© Across Health 3 Proprietary and Confidential Information 3© Across Health 

Agenda

1 “Wisdom of the crowd” predictions 2021

2 OCE - Emerging changes/trends at the customer level (“demand”)

3 OCE - Emerging changes/trends at the pharma level (“supply”)

4 Reimagine the future
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The wisdom 
of crowds

This is what 100+ respondents said in January 2021…
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One year later…



25/02/2022Proprietary and Confidential Information© Across Health 6 Proprietary and Confidential Information 6© Across Health 

2019 Q4, N = 5,112  - 2020 Q4, N = 3,779  - 2021 Q4,  N = 6,145 

#1 HCP interest in pharma digital offerings
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27,8%
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Agenda

1 “Wisdom of the crowd” predictions 2021

2 OCE - Emerging changes/trends at the customer level (“demand”)

3 OCE - Emerging changes/trends at the pharma level (“supply”)

4 Reimagine the future
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Navigator365 Core 365 helps at a crucial step – translating your strategic 
imperatives into a high-impact customer engagement strategy

Customer journey/leverage 
points

Brand or medical 
strategic

imperatives

Competitor
landscape

Market performance 
and -dynamics

Channel mix and
orchestration

Content/service/
asset optimization

Impact tracking & optimization

* Maturometer 2021

www.across.health/offering/navigator

• 8 out of 10 find Navigator365™ (much) better than competition*

http://www.across.health/offering/navigator
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*

Respondents by country, 
2021 surveys, N=13,546

Navigator365 “footprint”
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Overall a further improvement in online content can be observed vs pre-
C19, but only 1 in 5 see a real boost – and growth stalled in 2021
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Also US HCPs see an improvement in online content…
but less outspoken than EU4+UK
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Poll

Which age group of HCPs has changed their communication preferences with pharma most 
strongly as a result of the pandemic?

1. Pandemic has not affected preferences

2. HCPs aged 30–40 (digital natives)

3. HCPs aged 50–65+ (digital immigrants)

4. Preferences have shifted equally both age groups
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The new “segmentation” powerbutton in our Navigator365 Core environment 
enables you to slice and dice the insights according to several criteria

NEW
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‘Digital natives’ show a strong shift towards OC preference in both promo & medical in US and ES. 
‘Digital immigrants’ show a strong shift in US for promo & medical. Germany is “status quo”

Spain +, Germany + US 2019 Q4, N = 696   - Spain + Germany + US 2021 Q4, N = 1,158

Source: Oncologists

SEGMENTATION
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Dynamic segmentation will be key moving forward !
Archetype analysis for German Oncologists

2021 Q4, Independent N = 114   - Relationship seeker N = 40

Independents

• Do not place much value 
on interactions with 
pharmaceutical companies

• Rely on evidence-based 
materials

• Tend to be slower to try 
new medication

Transactionals

• Only value samples from 
pharmaceutical companies

• Cost conscious

• Most receptive to patient’s 
preferences

• Tend to be slower to try 
new medication

Knowledge seekers

• Interested in educational 
programmes offered by 
pharmaceutical companies

• Do not value informal talks 
or samples

• Least receptive to patient’s 
preferences

• Tend to be early adopters 
and pro-pharma

Relationship seekers

• Look forward to 
interactions with reps and 
pharmaceutical companies, 
and other clinicians

• Value samples  and 
education from 
pharmaceutical companies

• Tend to be earlier adopters 
of new medication
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Dynamic segmentation will be key moving forward !
Archetype analysis for German Oncologists

Independent archetype (56%) Relationship seekers (20%)

58%

Source: Oncologists GER

SEGMENTATION

2021 Q4, Independent N = 114   - Relationship seeker N = 40
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Source: Oncologists GER

SEGMENTATION

2021 Q4, Independent N = 114   - Relationship seeker N = 40
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Agenda

1 Introduction

2 OCE - Emerging changes/trends at the customer level (“demand”)

3 OCE - Emerging changes/trends at the pharma level (“supply”)

4 Reimagine the future
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In Commercial, a majority (55% EU4+UK ; 49% US) now want at least SOME digital

More segmented approaches OMNICHANNEL are needed going forward 
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In the Medical sphere, 69% of EU4+UK HCPs (63% US) now want at least SOME digital

REPEAT: more segmented – OMNICHANNEL - approaches are needed going forward
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Omnichannel is here to stay…Among EU4+UK specialists, reach AND impact of most 
pharma digital channels increased while impact of F2F is going up too (“Less is more?”)

2019 Q4, N = 4,104   - 2021 Q4, N = 4,333

Source: Specialists EU4+UK
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Among US specialists, reach BUT NOT impact of most pharma digital channels 
increased – Impact of F2F not decreasing 

“Pump up the 
volume” without 

customer focus is a 
dangerous strategy

READ BLOG POST

Source: Specialists US

2019 Q4, N = 1008   - 2021 Q4, N = 1812
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“We are evolving into a more focused and innovative
biopharma company, and evolving the way we engage
with healthcare professionals in an increasingly digital
world. Now, physicians can have access to information
about medicines through a digital route rather than
through field forces, necessarily. If there is a disruption
and it helps, we don’t want to be the ones it will
happen to. We want to be the ones who will do it.”

Albert Bourla, CEO Pfizer

“Pharma companies must take the time to align our
strategies for adopting technology to the needs of
our business, address the cultural issues that prevent
us from harnessing the full power of digital tech in
our workforce and workplace, and avoid chasing the
next shiny object. As an industry, we need to have
the courage and preparedness to abandon our old
ways and begin building a fortified foundation of
strategic digitization.”

Paul Hudson, CEO Sanofi

“

“
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The competitive landscape

“Reshuffle” 
in the making?



25/02/2022Proprietary and Confidential Information© Across Health 29 Proprietary and Confidential Information 29© Across Health 

Despite the pandemic, little change has been observed in content relevance from pharma - > 
50% of specialists still identifies “some” companies as offering relevant content to them
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13%
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32%
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EU5 US

US 2021 Q4,  N = 1812 EU4+UK 2021 Q4,  N = 4,333   -

Source: Specialists
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Omnichannel progress tracked via the offline/online index
Methodology

• Rep index = average of 
company scores for the rep 
channel expressed as an
index vs the leader (who
gets 100%)

• Commercial digital index = 
average of company scores 
for commercial digital 
activities expressed as an
index vs the leader by
channel (100% is max score 
per channel)
• Website
• Rep email
• Marketing email
• Remote rep
• Rep with tablet

Source: BENCHMARK

1

2

1

2

Death
zone
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Two years of pandemic have already resulted in significant shifts in the
competitor landscape – Oncology Commercial, Germany 

Omnichannel benchmark of leading Onco companies in Germany COMMERCIAL

Source: BENCHMARK

German Oncologists Q4 ‘19 (n = 100) vs Q4 ‘21 (n = 200)

Q4 2019 Q4 2021

AND  the average MCQ of the digital promo channels has improved:
From 70% of rep impact (2019) to 90% of rep impact (2021)
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The trend is very similar in Spain for AZ – Roche is holding on (and so
is BMS)…but will they in 2022 as well?

German Oncologists Q4 ‘19 (n = 100) vs Q4 ‘21 (n = 200)

Omnichannel benchmark of leading Onco players in Spain COMMERCIAL

Source: BENCHMARK

AND  the average MCQ of the digital promo channels has improved here too:
From 70% of rep impact (2019) to 100% of rep impact (2021)

Q4 2019 Q4 2021
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And how about Medical? Let’s stay in Spain…similar picture
Omnichannel benchmark of leading Oncology players in Spain MEDICAL

MSL index = average of company scores for the MSL channel expressed as an index vs the leader (who gets 100%)
MEDICAL digital index = average of company scores for medical digital activities expressed

MSL tablet 
MSL email
Remote MSL
Emeded
webcast
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Want to know how well you are doing vs your competitors AT THE BRAND LEVEL?

Navigator365 Core 365 Cx Benchmark offers an opportunity to run a brand-level analysis for 
all your key channels and attributes

NEW!
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Agenda

1 “Wisdom of the crowd” predictions 2021

2 OCE - Emerging changes/trends at the customer level (“demand”)

3 OCE - Emerging changes/trends at the pharma level (“supply”)

4 Reimagine the future
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Most specialists are happy with current (reduced) F2F rep volume at this stage

Q4 ‘21, N = 3,829 (EU4+UK); N = 1,611 (US)
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And are happy (83% EU4+UK; 75% US) with some digital compensation for this
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Your predictions for 2022
Results of Customer engagement survey (Jan 21)
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The wisdom 
of crowds

Your prediction for 2022!

2. 3. 

1. 
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We have reached the tipping point!
What is needed? Transformation @ Scale

30 years 1-3 years

Acceleration @ scale
Hi-tech low-touch 

Ad-hoc evolution
Low-tech high-touch
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Poll

Among HCPs, the pandemic triggered a shift in favour of OC engagement. In the next 5 years, 
do you think HCPs' preference will:

1. Remain in place as the new equilibrium

2. Further increase in favour of more digital/omnichannel

3. Shift a bit back to the ‘old normal’
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Please give us your feedback!
Right after the webinar a short satisfaction survey will be 

launched. We would love to know your opinion!

https://www.across.health/navigator365
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Highly metricized 
methodology for 
Maximizing the Mix 
(IQVIA-tracked cases)

Presence in Europe,
Asia and US

A C C E L E R AT E  &  S C A L E  Y O U R  O M N I C H A N N E L  J O U R N E Y  
W I T H  O U R  I N T E G R AT E D  O F F E R I N G S

V O I C E  O F  T H E  C U S T O M E R

Seamless access to 
top-notch medical writing, 
creative services, PR, 
access & HEOR offerings  
(from Precision Value & 
Health, our parent company)

Highly scalable, end-to-end cloud-based OCE platform

Brought to you by >60 
highly experienced 
omnichannel natives

>80%
find Navigator365 
(much) better than 
competition

>50 
companies use it 
for OCE insights, 
planning  & tracking

>5,000
biopharma users on 
the Navigator365 
platform

B E S T - I N - C L A S S  O M N I C H A N N E L  E X C E L L E N C E  S E R V I C E S

I N D U S T R Y - L E A D I N G  O M N I C H A N N E L  E X C E L L E N C E  P R O D U C T  P L A T F O R M

Serving 18 of the top 20 
biopharma companies - and 
over 40 companies in total

23% annual revenue 
growth rate (CAGR) 
since 2007

NPS = 74

Core  I  Cx Benchmark  I  Powertools I  Planner  I  Tracker

Boost your company’s OCE 
skills through our blended 
capability-building offering

Game I elearning I workshops

>60,000
omnichannel HCP profiles 
across 20+ therapeutic 
areas and 20+ countries

End-to-end strategic 
OCE services (OCE 
insights, strategy, 
execution, impact)
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Want to know more? Then simply sign up for the remaining 3 webinars

http://www.across.health/2022-webinars

1. Looking back & forward: Key trends in the HCP mix

2. Tips for your 2023 omnichannel budget planning

3. Omnichannel Launch Excellence: Medical & Commercial best practices

4. Omnichannel maturity: what’s the industry up to? (Maturometer 2022)

2022

http://www.across.health/2022-webinars
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Question time!

THU 24/02


