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Omnichannel Launch Excellence: 
Medical & Commercial best practices
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Ground rules

• 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!
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40% 80% 65%

Why are you here?

1. Source: Ready for launch: Reshaping pharma’s strategy in the next normal. McKinsey & Company. 2020
2. Source: Navigator365TM EU5 Specialists Q3 2022 (n=40100) 

The Next Normal?
How does your launch strategy and execution need to evolve for success?

40% of worldwide 
drug launches 
failed to meet 
2-year sales 
forecasts 
(2009–2017)1

65% of Physicians 
dissatisfied or 
neutral with 
digital component 
at launch2

80% of all launches 
have their long-
term fate 
determined during 
the first six months 
on the market1
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Launches are more important than ever before, as 20+% of the Rx market goes off 
patent in the next few years….

65%

of launches that 
exceeded forecast in 

year 1, continued 
to do so in the 
second year

78%

of launches that 
lagged forecast in 
year 1, continued 

to do so in the 
second year

Source: EvaluatePharma/McKinsey analysis 

…and the first 6 months of launch are critical
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Using only rep interaction usually takes too long for product launches to 
“cut through the noise” in time

*MultiChannel eQuivalent – a standard unit of engagement to compare the relative impact of different channels
Source: Across Health 2022
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An omnichannel approach works to: 
1. Shorten time to critical frequency 

2. Improve customer experience and 
engagement

3. Capture actionable customer data for 
higher impact (lead management and 
message/channel personalization)

*MultiChannel eQuivalent – a standard unit of engagement to compare the relative impact of different channels
Source: Across Health 2022

An omnichannel approach can potentially reduce time to critical frequency (TTCF) 
by 50% to 6 months…
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7

Customer trends at launch



Proprietary and confidential information
© Across Health

8
28/10/2022

Still a strong preference for F2F…but mix & digital represent 47%

Q: In terms of engagements with reps in a launch setting, which option do you prefer? 

49% mainly in person 

Source: Navigator365TM EU5 Specialists Q3 2022 (n=4010) 
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Still a strong preference for F2F…but mix & digital represent 47%

Q: In terms of engagements with reps in a launch setting, which option do you prefer? 

49% mainly in person 

47% mix of in-person 
and digital or digital only

Source: Navigator365TM EU5 Specialists Q3 2022 (n= 4010) 
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Still a strong preference for F2F…but mix & digital represent 47%

Q: In terms of engagements with reps in a launch setting, which option do you prefer? 

49% mainly in person 

47% mix of in-person 
and digital or digital only

4% No contact
Source: Navigator365TM EU5 Specialists Q3 2022 (n= 4010) 
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The unmet need for digital educational content vs. promotional is large 

Source: Navigator365TM EU4 + US Specialists Q3 2022 (n= 4831) 
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The unmet need for digital educational content vs. promotional is large

(25% in 2019)

Source: Navigator365TM EU4 + US Specialists Q3 2022 (n= 4831) 
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And HCP satisfaction levels with pharma digital clearly need some work!

35%

Q: Satisfaction with digital during recent product launches?

Source: Navigator365TM EU5 Specialists Q3 2022 (n= 4010) 
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And HCP satisfaction levels with pharma digital clearly need some work!

37%

35%

Q: Satisfaction with digital during recent product launches?

Source: Navigator365TM EU5 Specialists Q3 2022 (n= 4010) 
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And HCP satisfaction levels with pharma digital clearly need some work!

37%

35%

28%

Q: Satisfaction with digital during recent 
product launches?

Source: Navigator365TM EU5 Specialists Q3 2022 (n= 4010) 
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Channel preference and engagement fundamentally changed over the last 2 years
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56% don’t really care after launch; your success is shaped prior to the launch

56%

36%

Source: Navigator365TM EU5 + US Specialist 2022 (n=4831)
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HCPs are experiencing 
information overload



Proprietary and confidential information
© Across Health

27
28/10/2022

Exponential Medical Data

1. Denson et al. Trans Am Clin Climatol Assoc. 2011; 122: 48–58

Medical knowledge is expanding faster than our 
ability to assimilate and apply it effectively.
The doubling time of medical knowledge in 1960 was 
50 years; in 1980: 7 years; and in 2010: 3.5 years. 

In 2020, it was 
projected to 

be just 73 days1
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Innovators Early Adopters Early Majority Late Majority Laggards

Willing to take 
risks, want to be 
the first to drive 
new innovations, 
new therapies  

Already aware of 
the unmet needs 
and comfortable 
in adopting new 
ideas

Adopt new ideas after 
seeing evidence that 
innovation works 

Adopt 
innovations as it 
diffuses through a 
society

Resent change, and 
may continue to rely 
on traditional 
products 

10% 15% 50% 15% 10%

Uptake of new ideas – the diffusion of innovation
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Uptake of new ideas: 
The diffusion of innovation
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PRE-LAUNCH
Self identify to MSLs, engage with 

SSP and digital educational channels No proactive or reactive activity

Uptake of new ideas: 
The diffusion of innovation
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PRE-LAUNCH

LAUNCH

Self identify to MSLs, engage with 
SSP and digital educational channels 

No proactive or reactive activity

Potential Trialists 
Awareness 

(Push)
Awareness/
Trialist (Pull)

Minimal  
(Push)

Uptake of new ideas: 
The diffusion of innovation
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PRE-LAUNCH

LAUNCH

POST LAUNCH

Self identify to MSLs, engage with 
SSP and digital educational channels 

No proactive or reactive activity

Potential Trialists 

Advocates/No activity 

Awareness 
(Push)

Trialist 
(Push/Pull)

Awareness/
Trialist (Pull)

Minimal  
(Push)

Aware  
(Push)

Aware/Trial 
(Push)

Uptake of new ideas: 
The diffusion of innovation
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Forxiga DECLARE launches: Early engagement as an indicator for a successful launch 

Early pre-launch engagement

Source: IQVIA whitepaper; No More Surprises: Understanding Predictors of Launch Success 
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Forxiga DECLARE launches Pre-launch engagement early indicator to a successful launch 

Successful LaunchEarly pre-launch engagement

Measures of success 
• High HCP awareness of DECLARE trial and 

associated data 
• Increasing HCP willingness to recommend and 

prescribe the brand 
• Strong Net Promoter Score (NPS)
• High channel mix and share of digital channels 

Source: IQVIA whitepaper; No More Surprises: Understanding Predictors of Launch Success 
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35

Omnichannel specifics for the 
launch environment
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The importance of digital at launch is widely recognized…

2020

2022

14%

26%

Source: MaturometerTM 2022
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Despite the critical importance of prelaunch and the new stakeholder engagement 
environment,  only 47% will start the digital activities early

Q: When does your company normally start with digital activities to support the launch of a product? 

47%

41%

10%

8%
Source: MaturometerTM 2022, EU Biopharma, n=127
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Importance of getting it right: now, more than ever before…

• 40% of 2009-2017 launches 
did not meet 2-year forecast 
(IQVIA)

• Importance of digital 
component proven

2009–17 “Digital PoP”

Mckinsey 2022: Developing pharmaceutical launch leaders and companywide capabilities at scale & Mckinsey 2021: Ready for launch: Reshaping pharma’s strategy in the next normal
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Importance of getting it right: now, more than ever before…

2019–21 “Digital Only”

In 50 out of the 86 
disrupted launches, 

companies lowered their 
expectations by more 

than 25%.

25%$
• 40% of 2009-2017 launches 

did not meet 2-year forecast 
(IQVIA)

• Importance of digital 
component proven

2009–17 “Digital PoP”

Mckinsey 2022: Developing pharmaceutical launch leaders and companywide capabilities at scale & Mckinsey 2021: Ready for launch: Reshaping pharma’s strategy in the next normal
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Importance of getting it right: now, more than ever before…

2019–21 “Digital Only”

In 50 out of the 86 
disrupted launches, 

companies lowered their 
expectations by more 

than 25%.

25%$

2022 – onwards  ’Never Normal’

HCP access down

More first-launch companies 
or launches in new TAs

More multi-indication 
launches

Crowded markets

Healthcare data explosion

Patient access issues

• 40% of 2009-2017 launches 
did not meet 2-year forecast 
(IQVIA)

• Importance of digital 
component proven

2009–17 “Digital PoP”

Mckinsey 2022: Developing pharmaceutical launch leaders and companywide capabilities at scale & Mckinsey 2021: Ready for launch: Reshaping pharma’s strategy in the next normal
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Where can omnichannel efforts boost launch success rates?

OLE FIT HOW?
Increase touchpoints, reduce time to critical frequency, 
increase customer centricity 

Boost data dissemination and disease awareness at 
prelaunch and prioritize prescribers at launch 

Omnichannel mix can be tailored to the engagement needs 
for each indication (more/less F2F – more/less digital)

Dynamic targeting and omnichannel personalisation can 
create a competitive advantage

Capturing health data is not a standard component of OCE

Payers at different levels (national, regional, local) have a 
strong interest in omnichannel engagement

2022 – onwards  ’Never Normal’

HCP access down

More first-launch companies 
or launches in new TAs

More multi-indication 
launches

Crowded markets

Healthcare data explosion

Patient access issues
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O.L.E.: Best practice case study
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OMNITOPE’s Best in Class Launch:  2nd Gen ABC-1 Inhibitor 

Tikrenbi: BIC selective 
ABC-1 inhibitor, 
indicated for the 
treatment of solid 
tumors in patients with 
a ABC-1 gene fusion 

Challenges: mid-size 
company, small medical 
team, first oncology 
launch within company –
little awareness of 
company throughout 
oncology community

Accelerated FDA and 
EMEA approval based 
on Phase II data; 
coordinated US and 
EU4 + UK launch 

BIC
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Skate to where the 
puck is going, not 
where it has been

I start my race not merely at the 
"bang" of the starting pistol, but at 

the “B” of the Bang
– Lynford Christie
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Stepwise approach: Proven OLE success

STRATEGIC 
OBJECTIVES

COMMUNICATION 
PRIORITIES

CONTENT 
ALIGNMENT

AUDIENCE 
SEGMENTATION

CHANNEL 
PRIORITISATION

MEASURE 
AND ADAPT

WHAT is the launch 
objective 

WHO are the key 
launch 

stakeholders?

WHAT do we 
need to 

communicate?

WHAT content is 
important to our 

different audiences?

WHAT channels 
should we use?

WHICH activities 
should we start, 

stop or continue?
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What’s the problem we are trying to solve? 

From the perspective of the HCP or the patient?
• Awareness and understanding of basket trials to deliver robust 

clinical evidence in orphan disease/small populations
• Reinforce the role of ABC-1 inhibition across multiple tumor types 
• Establish the importance of routine biomarker testing and raise 

awareness of testing infrastructure 
• Engage with KOLs, societies and patient groups to establish 

OMNITOPE in the oncology community

From the perspective of the company?
• Elevate internal expertise and align on an integrated launch 

roadmap to ensure operational efficiencies and excellence

STRATEGIC 
OBJECTIVES

COMMUNICATION 
PRIORITIES

CONTENT 
ALIGNMENT

AUDIENCE 
SEGMENTATION

CHANNEL 
PRIORITISATION

MEASURE 
AND ADAPT

WHAT is the launch 
objective 

WHO are the key 
launch stakeholders?

WHAT do we 
need to 

communicate?

WHAT content is 
important to our 

different audiences?

WHAT channels 
should we use?

WHICH activities 
should we start, stop 

or continue?
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STRATEGIC 
OBJECTIVES

COMMUNICATION 
PRIORITIES

CONTENT 
ALIGNMENT

AUDIENCE 
SEGMENTATION

CHANNEL 
PRIORITISATION

MEASURE 
AND ADAPT

WHAT is the launch 
objective 

WHO are the key 
launch stakeholders?

WHAT do we 
need to 

communicate?

WHAT channels 
should we use?

WHICH activities 
should we start, stop 

or continue?

Grow Reach & 
Relevance

Grow 
Relevance 

BROADER  ONCO 
/MDT COMMUNITY

KOLS/ 
INVESTIGATORS

WHAT content is 
important to our 

different audiences?
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STRATEGIC 
OBJECTIVES

COMMUNICATION 
PRIORITIES

CONTENT 
ALIGNMENT

AUDIENCE 
SEGMENTATION

CHANNEL 
PRIORITISATION

MEASURE 
AND ADAPT

WHAT is the launch 
objective 

WHO are the key 
launch stakeholders?

WHAT do we 
need to 

communicate?

WHAT channels 
should we use?

WHICH activities 
should we start, stop 

or continue?

Grow Reach & 
RelevanceGrow 

Relevance BROADER  ONCO /MDT 
COMMUNITY

Broaden ability to identify and serve 
the needs of new stakeholdersIncrease Relevance and Impact for the 

Current Stakeholders

Enhance existing Field 
Medical engagement with 

digital based on persona & 
unmet need

Field-only interactions 
supported by static contentFROM

TO
Data-led scientific exchange with a 
broader, prioritised set of key 
healthcare stakeholders, based on 
greatest unmet medical need + 
local market environment

Minimal Medical engagement

WHAT content is 
important to our 

different audiences?

KOLS/ 
INVESTIGATORS
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STRATEGIC 
OBJECTIVES

COMMUNICATION 
PRIORITIES

CONTENT 
ALIGNMENT

AUDIENCE 
SEGMENTATION

CHANNEL 
PRIORITISATION

MEASURE 
AND ADAPT

WHAT is the launch 
objective 

WHO are the key 
launch stakeholders?

WHAT do we 
need to 

communicate?

WHAT channels 
should we use?

WHICH activities 
should we start, stop 

or continue?

Grow Reach & 
Relevance

Grow 
Relevance 

Broaden Ability to Identify and Serve 
the Needs of NEW Stakeholders

KOLS/ 
INVESTIGATORS

Increase Relevance and Impact for the current
Stakeholders

Enhance existing Field 
Medical engagement with 

digital based on persona & 
unmet need

Field-only interactions 
supported by static contentFROM

TO
Data-led scientific exchange with a 
broader, prioritised set of key 
healthcare stakeholders, based on 
greatest unmet medical need + 
local market environment

Minimal Medical engagement

WHAT content is 
important to our 

different audiences?

BROADER  ONCO 
/MDT COMMUNITY
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STRATEGIC 
OBJECTIVES

COMMUNICATION 
PRIORITIES

CONTENT 
ALIGNMENT

AUDIENCE 
SEGMENTATION

CHANNEL 
PRIORITISATION

MEASURE 
AND ADAPT

WHO are the key 
launch stakeholders?

WHAT do we 
need to 

communicate?

WHAT content is 
important to our 

different audiences?

WHAT channels 
should we use?

WHICH activities 
should we start, stop 

or continue?

WHAT is the launch 
objective 

Bill Gates • 1996 

Content is King
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Scientific Platform sits at the core of all communications content

Compelling, differentiating, 
consistent, and accurate story is 
essential when multiple internal 
stakeholders and external agencies 
are involved  
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Time poor Physicians need easy to consume content 

Preferred digital format (Source: Navigator365TM EU5 Specialists, Q3 2022, n=4010 )
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Plain Language 
Summary

Infographic Web content Podcast Video

From traditional clinical outputs……… to easily consumed outputs

Papers and PPTs

From 

Easily understood, content blocks aligned to personas 
and learning styles 

To 
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Preferred digital format (Source: Navigator365TM EU5 Specialists, Q3 2022, n=4010 )

Time poor Physicians need easy to consume content 
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STRATEGIC 
OBJECTIVES

COMMUNICATION 
PRIORITIES

CONTENT 
ALIGNMENT

AUDIENCE 
SEGMENTATION

CHANNEL 
PRIORITISATION

MEASURE 
AND ADAPT

WHO are the key 
launch stakeholders?

WHAT do we 
need to 

communicate?

WHAT content is 
important to our 

different audiences?

WHAT channels 
should we use?

WHICH activities 
should we start, stop 

or continue?

WHAT is the launch 
objective 
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Pre-interaction 

Post-interaction 
follow-up 1

1

2

2

3 4

Channel agnostic content for MSLs 
to use for both reactive and 

proactive communication

Trial Design

Efficacy 1

Efficacy 2

Safety/QOL

MSL Orchestrated Engagement

Channel selection, 
time, frequency all 
chosen by MSL 
dependent on HCP’s 
preferences and 
persona
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STRATEGIC 
OBJECTIVES

COMMUNICATION 
PRIORITIES

CONTENT 
ALIGNMENT

AUDIENCE 
SEGMENTATION

CHANNEL 
PRIORITISATION

MEASURE 
AND ADAPT

WHO are the key 
launch stakeholders?

WHAT do we 
need to 

communicate?

WHAT content is 
important to our 

different audiences?

WHAT channels 
should we use?

WHICH activities 
should we start, stop 

or continue?

WHAT is the launch 
objective 

EFFECTIVENESS
(how much of a 

difference?)

CONVERSION
(will it make a 
difference?)

ENGAGEMENT
(do they like it?)

Q
U

AN
TI

TA
TI

VE
Q

U
AL

IT
AT

IV
E

CHANNEL (DIRECT) BRAND (INDIRECT)

REACH
(do we connect?)
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THE B OF THE BANG: Pre-Launch readiness for KOLS and wider HCPs

• Increased opt-in across wide 
MDT HCPs

• Appropriate Medical insights to 
drive commercial plan: 
• Challenges and bottlenecks 

which need to be solved at 
launch to improve patient 
outcomes

• Understanding of HCP 
educational needs and 
behaviours to formulate 
segmentation

More engaged, primed 
group of KOL and DOL

advocates 
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THE B OF THE BANG : Pre-Launch readiness for the company

• Global to local roll-out plans to ensure 
efficiency 

• Commercial and Medical aligned 
omnichannel plan 

• Clear roles and responsibilities across 
channel and content plan

• Medical identified critical issues and 
bottlenecks
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Omnichannel Launch Excellence
common myths and mistakes
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Give me six hours to chop down a tree and 
I will spend the first four sharpening the axe 

- Abraham Lincoln
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Tactics without 
strategy is the noise 
before defeat

– Sun Tzu 
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Q: To what impact do these channel impact on prescribing behavior? 

In gut we trust…

Source: Navigator365TM Core, EU Specialists 2021 (n=4661) & MaturometerTM 2022, EU Biopharma (n=127)



Proprietary and confidential information
© Across Health

68
28/10/2022

It’s not about...Silo’sMARKETING
MEDICAL
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Tablet
Detailing

Social
Media

Engagement
eMedical

Tele-
detailing

Display
Advertising

From 
Multichannel 
Ecosystem to 

Strategy

Impact 
Measurement 

& Analytics

The Future 
of Customer 
Engagement

E-mail
Management

Patient 
Centric 

Multichannel 
Engagement

Search
Engine

Marketing

Mobile
Engagement

Website
EngagementIt’s not about...

Innovation for 
innovation’ 

sake

Try to avoid the 
shiny objects



It’s not about...trying to boil the 
ocean

3/20/17

Vanity metrics only tell you part of the story
OR
CTR/CTOR
Number of delegates/attendees
Time on site 

NPS of brand and company
CES
Open rate by HCP persona by subject line/content 
type
NPS by persona 
Customer satisfaction score by segment and persona
Channel preference by segment
Intent to prescribe/refer/test
Download rate by personas 
NPS per sales territory
Application of content to clinical practice by 
segment/persona
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Digital Transformation is 
about investing in 

the people (the HEART) 

the technology (the HARD) 
AND



The biggest risk 
you can take 

is not taking one

(ROI vs. COI)
COST OF IGNORING
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Across Health framework: Omnichannel Launch Excellence 2.0

across.health/
omnichannel-launch-excellence

Check out our website

https://www.across.health/omnichannel-launch-excellence
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Want to learn more? 
Pick up the phone 
or drop us an email

Ruud.kooi@a-cross.com
+31 648 102030

Ben.harbour@a-cross.com
+44 7480 373735

Good luck with your launch!

mailto:Ruud.kooi@a-cross.com
mailto:Ben.harbour@a-cross.com
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More to come
Sign up to our upcoming session…                      or have a look at our on-demand webinars

across.health/2022-webinars across.health/events

UPCOMING WEBINAR PAST EVENTS

16/11

https://across.health/2022-webinars
across.health/events
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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!


