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Webinars 2024

Patrick Vidal

Jean-Sébastien Struyf

Webinar #4 – THURSDAY 13/06

Omnichannel upskilling
Transforming customer-oriented teams 
into customer engagement experts
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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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• Too high HCP expectations 
• Too high industry ambition
• Industry skills on Omnichannel are low
• All of the above

Poll 1: Omnichannel today in Pharma: what’s the issue?
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Omnichannel customer engagement is becoming the next normal…
So what’s the issue? 

*Source: Navigator365TM EU5 and US SPEC (Cardio, Derma, Endocrino, Hemato, Onco, Neuro, Pulmo, Rheum), 
2023 Q3, n=5,613
**Source: MaturometerTM, preliminary results 2024, n=132

HIGH 
HCP expectations

57% of 
EU5+US specialists 
are neutral or not 

satisfied with 
biopharma’s current 

digital efforts.

Only 10% observed a 
significant 

improvement in 
2023*

LOW 
industry skills

Only 5% of pharma 
staff fully agree 

with the statement 
“staff are well 

trained in the use 
of digital”

… Another 27% 
somewhat agree**

HIGH 
industry ambitions

Industry ambitions 
for omnichannel 

customer 
engagement 

excellence are 
accelerating 

rapidly
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Pre-Covid, digital demand was already rising steadily

27%

54%

18%

How important are Pharma’s digital channels?

Source: Navigator365TM Core, 
EU5 Specialists Q4 2019
(n=4,104)

2019
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Today, a large majority of HCPs say digital channels from pharma are important

Reflecting the ubiquitous adoption of digital services in everyday life

23%

64%

13%

How important are Pharma’s digital channels?

Source: Navigator365TM Core, 
EU5 Specialists Q3 2023
 (n= 4,031) 

2023
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In 2019, only 1 in 3 HCPs were satisfied with pharma’s digital offerings

2019

How satisfied are you with Pharma’s digital offerings?

43%

24%

33%

Source: Navigator365TM Core, 
EU5 Specialists Q4 2019
(n=4,104)
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How satisfied are you with Pharma’s digital offerings?

16%

39% 45%

Source: Navigator365TM Core, 
EU5 Specialists Q3 2023
 (n= 4,031)

Significant improvements have been achieved: can we be satisfied?

2023
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Bram Van Leeuwen
Global Digital Director Oncology at Sanofi
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Video 1

• So what we see is that the expectations from our customer around the globe are really going up, right? They are 
engaging with Google. They are engaging with with Microsoft products every day. And they want to have that same kind 
of personalized experience with companies like ours. 

• So the expectations from our customers are going up. The ambitions inside our own company are going up as well. But 
at the same time, we do see that some of our employees still employees still have low omnichannel   skills
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Poll 2: What proportion of total pharma marketing budget is spent on digital?

• Less than 10%
• Between 10 and 25%
• Between 25% and 50%
• More than 50%
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Positive long-term digital spend trend, though stagnating at pre-Covid level

2015 2016 2017 2018 2019 2020 2021 2022 2023

14%
16%

19%

22%

19%

23%

27%
28%

32%

Higher investment = Better outputs
Right?

PERCENTAGE OF DIGITAL SPEND

23%

2024

2024 n=90 (preliminary results)
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D
AT

A

DATA DATA

CUSTOMER CONTENT

Effective use of data to 
develop insights that lead to 

specific, informed actions

CHANNEL
Effective use 

and optimization of 
engagement channels

Develop relevant and 
inspiring content 

that informs and engages

Understand who the 
customers are

Are we mastering these 4 components of an omnichannel foundation? 
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Is it possible for performance to improve if staff are not well trained?

2024

360° HCP 
database

Channel
mix

Well 
trained

Technology

Channel 
acceptance

Content
AI

Cx program

Innovation culture
Change mgmt Customer journey

Board support

Cross funct 
teams

2024 n=132 (preliminary results)
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Poll 3: Do you feel that you have sufficient knowledge of all opportunities offered by digital for your 
business activities?

• Totally insufficient
• Insufficient
• Between insufficient and sufficient
• Sufficient
• Totally sufficient
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Do you feel that you have sufficient knowledge of all opportunities offered by 
digital for your business activities?* 

50% of staff feel they do not have enough knowledge to leverage omnichannel opportunities

2024 n=132 (preliminary results)
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Big gaps in staff capability remain… even after all these years

5% 7% 3%
8% 12%

4% 5%

38% 34% 38% 31%

44%

35%
27%

0%

10%

20%

30%

40%

50%

60%

2015 MTM 2019 MTM 2020 Covid 2021 MTM 2022 MTM 2023 MTM 2024 MTM*

Do you agree with the statement: 
“Staff are well-trained in the use of digital”?

Fully agree Somewhat agree *Preliminary results
2015-2023
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Omnichannel capability building is a core component for successful change

The OC Maturity Index

Our variation on the Gleicher formula* states there are four key dimensions for 
successful change, and they ALL need to be present to ensure robust change.

* Inspired by Dannemiller’s variation of the Gleicher formula (Source: Dannemiller and Jacobs, Changing the way organizations 
change. A revolution of common sense. Journal of Applied Behavioural Science (1992))

Across Health MaturometerTM 
2024 survey reveals 
performance on ‘capability’ 
related drivers is considered 
one of the weakest dimensions



Proprietary and confidential information
© Across Health

19
13/06/2024

Video 2

• And how do we do this in a way that we can, it's not just an e-learning that they have to do on their own, alone behind 
the computer and somewhere in the office

• So what we wanted to do is to offer basically a real- life experience where we wanted to enable basically evidence-
based omnichannel marketing.   And we wanted to make sure that they were working together in a cross-functional 
team and basically have a safe place to experiment. And at the same time, of course, have some fun as well. That's 
crucial, I think, to really make the knowledge transfer happen as well. 

• So basically that were our objectives. Real life experience, evidence-based omnichannel marketing, safe place to 
experiment. and really do that cross-collaboration across the different functions so we can really go to that holistic 
omnichannel approach we are looking for.
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“I hear and I forget.
I see and I remember.

I do and I understand.”

Confucius

Doing 
the real thing

Simulating 
the real

experience

Participating 
in a discussion

Watching 
a demonstration

Watching 
a movie

Looking 
at pictures

Reading

Hearing
words

AC
TI

VE

PA
SS

IV
E

90% 
of what we 
say and do

70% 
of what we 
say & write

50% 
of what we

hear and see

20% 
of what we 

hear

30% 
of what we 

see

10% 
of what we 

read

Information 
Retention Rate

OMNITOPIATM combines knowledge, skills and mindset development 
with a superior retention rate
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Serious simulation game 
5 rounds, each round starts from scratch

• Discover digital in an omnichannel commercial context
• Build an impactful OCE plan on top of an existing, traditional one 
• Learn about customer segments, channels and training resources

• Plan according to customer preferences around 6 personas
• Right content, channel and interaction preference
• Discover the insights provided by dashboards

• Learn about agile planning

Round 1

Round 3

Round 5

• Go omnichannel
• Learn about data-driven planningRound 4

• Build an impactful OCE plan on top of an existing, traditional one
• Learn about the impact & reach of channels (MCQs)
• Learn about analytics on past investments

Round 2
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Building strong customer experience for various personas
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Interactive actionable data to drive customer experience
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Video 3

• So we executed what we call the Omnichannel Olympics, so that was with Omnitopia. And we have executed tests at a 
global level and we were playing uh, the game basically and the whole program with 30-plus countries at the same time 
in a live setting by zoom. And our global team joined as well, but as well, all the local country teams joined as well

• it was really a truly global and local so ‘glocal’ experience you could say.

• So for six weeks, every week we had a touch point with the teams for two hours, in which they could play the game, but 
as well later on that we would discuss the content of the game and how does that apply to Sanofi and more specifically 
to oncology specific.
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Key learnings from the simulation game

What are your key learnings from this training experience?

Post-game survey, n=583
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To what extent are the game concepts applicable to participants’ daily jobs?

To what extent are the concepts that you learnt applicable to your daily jobs

Post-game survey, n=583
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Video 4

• So one of the things we're doing right now is for us, a few key conferences are coming up where we are going to present really important data. So 
what we're doing right now is we asked all the countries to show us what are they going to do around the conference from all the different teams 
that they have at the local level. So from a medical level, from a commercial level, from a communications perspective. And basically we asked our 
plans and we made sure that these plans are aligned as well with our Global plans [Small cut to remove Patrick hmm] and um what we're seeing 
right now in these plans and I was just looking at them this morning, is that we really see a more data-driven approach and what we also see is a 
more collaborative approach. 

• We see more and more countries for that are really saying after this uh after this learning program, basically that we executed, that teams are easier 
are better in finding each other, and they understand that medical plays a role here as well in omnichannel marketing, and that commercial plays a 
role, and that communications plays a role, and that as well the omnichannel teams at the local level play a role. So they all start to work more 
collaborative together.

• So what we did, and I think that was the crucial part, is after playing the game, we really came back to what's happening in oncology. How does this 
apply? If we're discussing personas in the game, how does personas apply to oncology? And how those personas apply to Sanofi? And how can you 
start working with it tomorrow? And where can you find more information. I think that was the critical part to really make sure that the knowledge 
transfer was happening. And of course, competition is always fun, right? Especially in a company like ours, people like competition.

• And what we also did afterwards is we launched our learning exchange. So that's currently happening right now where we come together and we 
discuss specific topics that also were touched on in the Omnichannel Olympics for deep dives further. Like, okay, the intro to Omnichannel for 
certain teams that were scoring low, or maybe marketing excellence, or launch excellence, or data-driven approach, or data insights. Which 
dashboards do we have in our company? How do you look at these dashboards? So we're really trying to follow up with other learning initiatives 
after this one as well.
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Example of OMNITOPIATM project process and internal communication

Month 
1

Month 2

Round 1 for 
group A

Alignment meeting

Participants final list for both sessions 
and teams creation

Internal communication plan validation

Email to the relevant teams*

Overview of the project, invitation to 
watch replays of related webinars

Link to register « first come first served »

*prepared by the Across Health team

Week 1 Week 2 Week 3 Week 4 Week 1 Week 2 Week 3 Week 4

Round 1 for 
group B

Round 1 for 
group A                 

Replay for non 
attendees

Round 1 for 
group B              

Replay for non 
attendees

Round 2 for 
group A

Round 2 for 
group B

Round 2 for 
group A                 

Replay for non 
attendees

Round 2 for 
group B              

Replay for non 
attendees

Round 3 for 
group A

Round 3 for 
group B

Round 3 for 
group A                 

Replay for non 
attendees

Round 3 for 
group B              

Replay for non 
attendees

Company wide Internal communication*

Overview of the project, including
key stakholders

Email 
“Satisfaction 

survey”*

Company wide 
Internal 

communication*

Internal Communication 
with pictures and 
outcomes of the 

sessions*

Prize given to the 
teams during a Global 

meeting*

Various prizes given to 
different teams e.g. Best 

score, best evolution 
throughout the game*

Quick Alignment 
meeting

Sanity check on things
to optimize

Quick Alignment 
meeting

Sanity check on things
to optimize
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Example of a game action plan template

What learnings will we apply in our brand team? What is holding us back to apply these learnings in our brand team?

On each of the axes, mark where your brand team is with regards to each OCE pillar and explain why

Brand team
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What about the fieldforce?

Strategy is useless without execution
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Poll 4: How would you upskill reps on omnichannel?  

• Educate on how Omnichannel may improve customers satisfaction
• Train reps only on the use of some digital channels
• Identify early ambassadors and train them first
• No training. Let them focus on their face-to-face activities
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Final video (5)

• So we have one of the people, in each team, we have representatives from marketing, from sales, from medical, and 
from the local omnichannel team, and then a fifth one they could choose on their own, right? So that was really making 
sure that they were working cross-functional. However, we also asked each country to send in the five best 
representatives. So we were playing the game with the people who were highly motivated, et cetera. And we did this on 
purpose because one of the challenges that we have is to maintain talent. And we wanted to, you know, put the 
spotlight on these people that are already very much engaged and maybe bored with all the regular e-learnings.  So 
back to your question, what will we do with the rest of the field force? So that's where our learning exchanges are 
coming in. This is really open for everybody across the globe. We bring the whole oncology together as well. And we are 
also going to kick off a global digital oncology community where as well the fieldforce is definitely represented from all 
over the world.
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A specific game for the fieldforce 

• Build an impactful engagement plan for your region
• Manage call capacity and plan according to HCP restrictions
• Discover information and resources that will allow you to orchestrate your 

plans through several actionable channels
• Learn about the impact & reach of channels (MCQs)

• Plan according to customer preferences around 6 personas
• Discover new information and resources
• Right content, channel and interaction preference

• Learn about data driven planning
• Go rep-omnichannel

Round 1

Round 2

Round 3
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Change management is a long process… Start with ambassadors
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And ensure your fieldforce delivers added value – it is expected today

Source: Navigator365TM Core, EU5 Specialists Q3 2023 (n= 4,031) )
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Strong correlation between omnichannel performance & customer experience

Source: Navigator365TM Cx Benchmark, specialty redacted, 2023 (n=301) 
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Strong correlation between customer exprience & NPS

Source: Navigator365TM Cx Benchmark, specialty redacted, 2023 (n=301) 
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Strong correlation between NPS & market share evolution

Source: Navigator365TM Cx Benchmark (n=301) and client data, 2022-2023 
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Conclusions

• Omnichannel capability building is a fundamental enabler of change

• Participating in the Omnitopia Omnichannel Olympics was a fantastic experience, demonstrating you can 
learn while having fun, and increase teamwork and collaboration while competing

• Omnichannel requires this collaboration between departments, to ensure the right content is
communicated at the right pace through the right mix of channels to each of your customer
segments/personas
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Reach out to find out more about our special offer
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Webinars 2024

Patrick Vidal

Jean-Sébastien Struyf

Question time!
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Want to know more? Join us on our upcoming webinar

UPCOMING

• Omnichannel transformation: 
Where's the industry at? (Maturometer™ 2024)
TUESDAY, OCT 1ST 16H CET

To sign up: 

across.health/2024-webinars

https://across.health/2024-webinars
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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!
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Capability building as part of our end-to-end omnichannel consulting services – built on a robust evidence base

across.health/omnichannel-consultancy-services

across.health/omnitopia
More info

https://www.across.health/omnichannel-consultancy-services
https://www.across.health/omnitopia
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https://www.across.health


