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Omnichannel Maturity

Quick Take

Our industry has long talked about the potential of making healthcare interactions and 
communications more personal and useful. We have seen the power and performance 
that finding the best-fit customers, delivering person-level relevant experiences and uniting 
data to drive decisions have had in other industries. Life science organizations are quickly 
moving into that world of right person, right message, right moment messaging and  
scaling internal expertise and external partnership to move from one-to-one messaging  
to synchronized personal/nonpersonal communications to truly optimized engagement.  
In this deep dive, we look at where companies are investing and what it means next.
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Industry at an Inflection Point

So much has changed over the last two years. The expectation for how  
our industry engages customers has shifted from one-size-fits-all static 
websites and hit-send-to-everyone emails to omnichannel experiences  
that are relevant and personalized to each individual. Making those changes 
required bold leadership on nearly every customer-impacting team, from 
business technology to legal and regulatory to marketing or recruitment.

But just how does our industry orchestrate excellence  
on every new level of person-level relevant contact and 
support? That level of modern customer engagement 
requires people, process, data and technology all 
working together.

As we work with both life science leaders and nimble 
biotechnologists, we see all of the unique ways they 
are working to understand customers through data, 
adapting content to different customer attributes, 
behaviors and context, and ultimately orchestrating 
engagement that is integrated and coordinated 
across channels.

These shifts are critical from both a competitive and 
customer standpoint. 

Competitively, many organizations are already there.  
A recent survey found that 30 percent of leading 
pharmaceutical companies have deployed sophisticated 
omnichannel marketing in at least one franchise, and 
another 25 percent are piloting omnichannel 
approaches. (Axtria, 2020)

Those self-analyses can be difficult to quantify. So, we 
worked with leaders on the frontlines of road mapping 
omnichannel experience (OCX) initiatives to identify the 
exact characteristics of what sophisticated omnichannel 
means in our category. You can explore those in the 
maturity model on the next page.

Through the customer lens, omnichannel simply looks 
and feels like relevance. This relevance is desperately 
needed in a time of overwhelming information 
overload, driven both by seemingly exponential 
channel growth and the channel switching required 
by COVID-19 restrictions and reengineering. 

Many physicians, for example, respond positively to 
connecting the experiences they have in personal and 
digital channels. In a recent survey of 250 prescribers, 
more than 60 percent said they would be receptive to 
tailored ad communications based on their previous 
interactions with pharmaceutical companies. Roughly 
half said they want reminders about services available 
through field teams following visits. Nearly all said 
they would value information about relevant 
treatments before or after an in-person meeting. 
(Syneos Health, 2020) 
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https://www.syneoshealth.com/insights-hub/peer-peer-insights-covid-19-era-and-beyond
https://insights.axtria.com/blog/a-roadmap-for-establishing-and-maturing-omnichannel-marketing-within-life-sciences
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THE OMNICHANNEL MATURITY MODEL

DIGITAL MULTICHANNEL CROSS-CHANNEL OMNICHANNEL

Automation Deployed manually Triggered by transactions Cued by point in life cycle Activated by individual 
behavior

Data Siloed by department  
and channel 

Manually connected  
for specific use cases

Centralized within  
key departments

Unified at the individual 
level across all channels

Segmentation Programs sent  
to all targets

Segmentation based  
on specialty 

Segmentation based  
on decile data

Individual identification 
based on cross-channel 
behavior, influence and 

adoption proclivity

Relevance One message to  
all recipients 

Message selection based 
on customer profile

Message selection based 
on recent actions

Dynamic digital journeys 
based on individual 

behavior

Testing No active testing Ad hoc A/B testing for 
specific campaigns

Regular cadence for testing 
all new programs

Continuous testing  
and optimization

Analysis Activity and output Campaign outcomes  
and return on investment

Performance management 
and insight

Decision-driving and 
predictive

Teams Work independently Inform other  
departments

Collaborate across silos  
on campaigns

Integrate within a 
well-documented process
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A Model for Continuous Improvement

How far have we come, and how much further do we have to go? 

The answer varies from company to company, of course,  
but the strategic imperatives that are most important to 
life science leaders and innovators do have important 
common themes around pinpointing highest-relevance 
stakeholders, delivering connected, coordinated and 
tailored communications to each of those stakeholders, 
and then decoding the causal relationships between where 
we invest and what outcomes are ultimately achieved. 

As we enter the new year, organizations of all sizes 
are asking, “How mature is what I built internally? 
How do I stand up to rest of industry? How do I take 
the foundation I have and build new muscles around 
it to scale and optimize it?“

To identify how effective organizations have been in 
self-improvement across each of the building blocks of a 
modern customer engagement capability, we defined a 
maturity model based on emerging industry best practices.

As your organization engages stakeholders of any type— 
from a physician to a site to a payer to a patient—what 
tools and processes are most readily at your disposal? 
Where are you most or least advanced in your journey 
toward omnichannel excellence? Most organizations 
find their results are uneven, creating opportunities for 
focus or learning in the year ahead.

IMPROVED PERFORMANCE

KINETIC™ FROM SYNEOS HEALTH®
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This model focuses on what our industry has typically 
considered the major evolutions in customer engagement: 
digital, multi-channel, cross-channel and omnichannel.  
But what those categorizations hide is the connected 
investments and strategies that truly drive that ability  
to realize change.

Omnichannel maturity as a strategy and investment  
is really a function of two things: technical capabilities 

(data, digital, analytics approach, etc.) and organizational 
capabilities (agility, silos vs. integration, proximity 
between strategy and execution, etc.).

Through that lens, you can see how closely organizational 
change and technical change must grow together to 
drive performance.

THE OMNICHANNEL MATURITY CURVE

Today, we see many organizations are challenged by uneven investment. They have focused on technical 
capabilities first and are disappointed that the resulting programs are not ultimately as effective as anticipated.

The underlying issues may be much more about the proximity of strategy and execution, organizational agility 
and integration than about technologies of choice.
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Industry Focus for 2021

Although every company is different, 2021 is emerging as a year of focus on three key elements  
of omnichannel maturity:

2 

Relevance 
Creating experiences that are connected,  
tailored and personal

Let us look into each one to see  
what’s changed and what’s changing.

2021 HEALTH TRENDS: OMNICHANNEL MATURITY

1 

Segmentation and Targeting 
Identifying the highest-impact stakeholders

3 

Analysis 
Identifying and optimizing the  
most critical drivers of performance 
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1/ SEGMENTATION AND TARGETING

The models to identify highest potential stakeholders 
and the influence networks around them are getting 
much more sophisticated, largely due to access to more 
comprehensive data and the speed and efficiency of 
advanced modeling techniques.

In the U.S., for example, access to claims data has 
become table stakes. In theory, that data have long been 
critical to understanding a patient journey, targeting 
resources to specific healthcare professionals and 
answering critical planning questions. 

But access is not enough in 2021 because the definition  
of acceptable data coverage has radically changed from 
bursts of incomplete but intriguing data to actionable, 
united data.

Think of this as the Swiss cheese problem of data: most 
of the data sets that life science has been relying on 
might see a patient at some point or points in their 
healthcare journey over time. They might pick up an 
annual visit to a primary care physician in 2017, and 
then identify a cardiology intervention in 2019, but have 
no clear view into what happened in between. 

The next evolution is much more comprehensive, 
generated by artificial intelligence crawling across claims 
data to provide a holistic view of patients’ lives across 
their entire healthcare journeys rather than small 
snapshots in time.

The expectation is that those journeys should be almost 
immediately accessible to business users via quick search 
tools that leverage things like disease types, ICD-10 codes, 
procedure types, plain-English words, drug codes 
(branded or generic) and dosing.

Those quick cohort definitions allow business users to draw 
insights and hypotheses that speed their work forward. 

That data will also be expected to be flexible and 
exportable in ways that let data scientists create 
models that are both accurate and interpretable. 
Interpretable is a key word for omnichannel maturity 
in healthcare. It is no longer enough to know that a 
behavior exists. Leaders expect to know why it exists. 

If, instead of working in the business of medicine right 
now, you were a hedge fund analyst predicting stocks, 
you might not care why a stock goes up or down; it is 
mostly important to know what it does and be able to 
predict it accurately. In healthcare, we need that same 
level of accuracy in predicting healthcare behavior, but 
we also need to know why: why a healthcare, professional 
prescribed a branded drug, why a patient persisted,  
why a particular combination of therapy was used and  
why a patient was referred to a clinical trial. 

Organizations are leaning into more sophisticated models 
that look at how different factors are related and how 
multiple variables combine and connect to show the  
why behind the what. 

Many life science organizations have access to nearly  
200 different factors and variables that could answer 
those why questions. So, how to choose? And how to do  
it efficiently at the speed of change our industry is living 
and working through? The best practice in 2021 starts 
with pairing data scientists with tools that automate data 
preprocessing, feature engineering and parallel model 
building. In these new environments, they see across 
hundreds of machine-learning algorithms to quickly get 
to the most effective analyses and deployments. 
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2/ RELEVANCE

In 2021, our industry is going to take big new steps 
forward in working from relevance by acting on the core 
question: what does an individual need most right now? 
Increasingly, synchronized personal and nonpersonal 
communications will be delivered at that 1:1 level, fueled 
by a deep understanding of how healthcare decisions 
are made and a commitment to cross-channel efficiencies.

To get there, companies are investing in unified data 
structures that allow analysis of every interaction at the 
individual level and power delivery of tailored messages 
in the right sequence across all personal and nonpersonal 
channels. Let us look more into how that is being built for 
the years ahead.

At the foundation of these programs is a standard 
component of the modern technology stack in healthcare: 
the data lake. This system hosts and integrates data from 
multiple sources, including internal data sets, third-party 
data, partner insight, channel analytics and more. Its job, 
simply put, is consistency and quality. Most 
pharmaceutical organizations today have access  
to a data lake, either owned or licensed.

Yet, that sense of being rich in data but poor in 
insight is still an incredibly common challenge across 
our industry. Operating with almost endless streams 
of data across disconnected systems still makes it 
difficult to derive meaning. 

Data lakes began to solve this issue. But even when data 
are stored and mastered, they are not necessarily useful 
to a business user thinking about strategy or how to 
allocate resources across channels. In 2021, many 
clinical and commercial leaders are looking to close that 
gap by building a “meaning layer” with customer data 
platforms (CDPs).

CDPs solve the universal challenge of generating insights 
from disparate data sets by creating a unified view of 
individual stakeholders with predictive features able to 
surface what we might call the next best action for each. 
In order to suggest those next right things to do, the 
system has to know everything that has been done 
previously and what the results of those actions were, 
which of course gets complicated when those actions 
could have happened in multiple channels triggered  
by machines, campaigns or individuals. 

The resolve in 2021 is to unravel that complexity into a 
clear and actionable view of what individuals and 
segments are likely to respond to in terms of messages, 
channels and programs. Equally important that insight 
has to be accessible to business users and delivered in 
ways that let them rapidly apply it to their work.

That foundation of understanding powers more 
personalized, relevant programs. 
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Delivering digital media with increasing precision
Programmatic media and other individually targeted digital media have made it 
more efficient than ever to deliver tailored, relevant content directly to the individuals 
most likely to act or influence. In the U.S., for example, a growing number of companies 
are delivering media at the 1:1 level to physicians and other healthcare professionals 
on the open Web. That means only the individually selected doctor will see a given ad 
on a given website. 

In Europe, despite the challenges created by the General Data Privacy Regulations 
(GDPR), programmatic ad spend continues to grow rapidly. A recent report from IAB 
noted that it is expected to represent 68 percent of digital ad spend in Europe before 
the end of 2020. 

So, what’s next? More relevance through reinforcement. 

Innovators are increasingly triggering digital media from other moments of brand 
impact. For example, using customer relationship management data to reach a 
doctor or investigator just before or right after a visit to reinforce key messages or 
available resources. 

These new approaches are expected to have significant impacts on both efficiency 
and impact in 2021. 

Adding sophistication to triggered digital journeys
Marketing automation platforms (e.g., Salesforce Marketing Cloud) are consistently 
adding more robust features, enabling 1:1 delivery to the in-box, text box, social site,  
app notification and more. 

Those capabilities are enabling teams to experiment with designing more refined, 
digital journeys that sequence messages with dynamic content based on user 
profiles and actions. The journeys actively experiment with testing strategies to 
identify the messages, timing, channel and progression most likely to change or 
reinforce individual behaviors.

In the coming year, leaders will increasingly look to see optimization in action, 
ultimately creating a much clearer view into the best paths across segments. 

Improving access to content
Delivering more personalized, tailored experiences requires a different type of content 
than traditional pharmaceutical communications. Instead of a small number of 
rigorously approved assets, it demands a much greater number of modular content 
pieces that can be combined and connected based on business rules and data. 

Organizations are moving quickly to build fluency in how to develop, approve, archive 
and activate motivating, personal content at speed and scale. It will become a true 
strategic priority to get there in 2021, overcoming barriers from experience to 
resources to approval processes. We expect to see significant innovation in both 
cross-department agility and regulatory approach. 

The new science of engagement behind this content boom will bring together other 
elements of new thinking, including a commitment to plain language and simplicity, 
behavioral insight and building for modularity. 

There are three specific areas of innovation and optimization in this relevance category that life science leaders are 
focused on right now:

https://www.iab.com/wp-content/uploads/2020/08/IAB_2020ProgrammaticInHousing_European_2020-08.pdf
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3/ ANALYSIS

Ultimately, the most important thing is performance. How can we decode what is working and scale it? 

To do that effectively, clinical and commercial leaders need to understand the causal relationships between what they 
invested in and what outcome it had. They are consistently talking about two new expectations for how to get there:

One picture analysis
Reporting tends to come to decision makers in silos. A commercial leader, for 
example, might get a field performance report one day, a media analysis the 
following day and maybe a medical affairs status update the next. 

What they generally do not get is a single picture that shows integrated impact.  
To fuel stronger decision making in the emerging new clinical and commercial 
models, they expect performance to be understood across all levels of engagement 
and integrated in the analysis of what to change.

Bias for action
Data and analytics have been defined as the ultimate value drivers in business.  
But they only realize that value when they fuel better decision making in key 
moments of opportunity. In short: when they prompt specific action.

That ability to take action is different for professionals across any organization.  
One might be able to intervene with a site that is showing flagging recruitment,  
while another might be able to shift a territory map across an entire country or region.

To effectively activate data, dashboards increasingly work in a cascade, providing 
information and cues connected to the decisions or actions that an individual can 
control or impact. 
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Closing Thoughts

Many have pointed to the novel coronavirus as the driver of change in how life science 

companies engage their valued stakeholders. It was not the driver, merely the 

accelerator. The fast shifts our industry made were possible because of the foundation 

that had already been built. 

Our opportunities as we move into 2021 are keeping the momentum high and 

prioritizing the specific elements of omnichannel maturity that can have the greatest 

impact in an individual company or for a specific stakeholder set.
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ABOUT THE SYNEOS HEALTH INSIGHTS HUB

The Syneos Health Insights Hub generates future-focused, actionable insights to help biopharmaceutical companies better execute and 

succeed in a constantly evolving environment. Driven by dynamic research, our perspectives are informed by our insights-driven product 

development model and focused on real answers to customer challenges to help guide decision making and investment. 

ABOUT KINETIC FROM SYNEOS HEALTH

Kinetic™ is our modern customer engagement capability built to address business-critical challenges with greater precision, efficiency and 

effectiveness. Powered by a team of data scientists, behavioral experts and channel strategists, Kinetic breaks down silos to provide a clear, 

actionable and measurable view of all of your relationship-building efforts and their impact on customer customer. Through advanced 

targeting, personalized experiences and an obsession with analytics that drive business-critical insights, we execute on the promise of right 

person, right message, right moment via personal and nonpersonal channels. For more information, visit syneoshealth.com/kinetic.

ABOUT SYNEOS HEALTH

Syneos Health® (Nasdaq:SYNH) is the only fully integrated biopharmaceutical solutions organization. The Company, including a Contract 

Research Organization (CRO) and Contract Commercial Organization (CCO), is purpose-built to accelerate customer performance to address 

modern market realities. Learn more about how we are Shortening the distance from lab to life® at syneoshealth.com.


