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Spurred on by the COVID-19 pandemic, over the last nine months 

we’ve seen healthcare providers (HCPs) drastically change the way 

they engage with both patients and the pharmaceutical industry. 

Life sciences companies today are continuing to confront reach and 

frequency gaps in their communications as clinicians restrict visits, 

change channels and react to radical restructuring of patient care. 

And while leading global brands such as Amazon and Facebook 

have shown the power and performance of finding the best-fit 

customers, delivering person-level relevant experiences and uniting 

data to drive decisions, healthcare has been slower to embrace the 

potential of communications synchronized and individualized via 

digital technology. The promise of right person, right message and 

right moment delivered across personal and nonpersonal channels 

has remained largely unrealized in healthcare.



As an industry, we see the possibilities  
for making healthcare interactions and 
communications more valuable to individuals 

Pharmaceutical leaders are newly focused on channel optimization to close gaps, support  
clinician-representative relationships and make nonpersonal promotion more timely, relevant  
and useful to audiences. 

The future that is emerging is neither fully face-to-face nor solely  
digital-dedicated—it is a flexible, informed combination.

New, more efficient ways to target prescribers driven by advanced behavioral 
science and machine learning … real-time digital marketing content customization 
based on what prescribers say to reps and do online … 

… these and related innovations are making quantum leaps toward the goal of creating more meaningful 
healthcare interactions. These advances now enable field sales and non-personal marketing to 
synchronize communication as never before across multiple, precision-targeted channels. The result: 
stronger and deeper relationships between audiences, representatives and brands.

Creating a hyper-efficient way to strengthen these relationships calls for innovative collaboration 
between customer relationship management (CRM) specialists, data scientists, behavioral experts  
and channel strategists.

100% PERSONAL
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Pharmaceutical Historical: Disaggregated consumption of 
discrete vertical channels through multiple partners

Need: Horizontal convergence and 
performance sychronization

CONTEXT:

DOING:

SEEING:

MONDAY: TUESDAY: 
After a long day, 
Dr. Crawford unwinds at home …

WEDNESDAY: THURSDAY: 
During a staff meeting break,
Dr. Crawford …

… and watches her favorite 
streaming series while catching 
up on some administrative work …

… checks the weather app 
on her phone …

… she sees a banner ad for 
the same brand, Brand A, 
that was mentioned in the 
news article yesterday.

… and spots an ad from 
Brand A, highlighting 
patient success stories.

-19 COVID

While in the office, 
Dr. Crawford … 

… scrolls through the latest 
news on her 

iPad between patients, …

… and sees a targeted ad 
about a condition impacting 
nearly 50 percent of the 
patients in her practice.

Digital Amplifier Expands Reps’ Promotional Impact

3000x’s65º5º 65º5º 3000x’s65º5º

Between patient visits, 
Dr. Crawford …

… takes a virtual 
representive’s call, ...

… where she can ask questions 
about Brand A and the latest 
disease-state research.

65º5º 3000x’s
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New approaches are emerging to answer key questions:

Which potential  
solutions to medical 

challenges do  
your key customers  

trust and why?

What influences  
their decision to try 
something novel, 

or instead continue 
prescribing the  

status quo?

How do we best match 
message, medium and 

moment of interaction to 
build a strong relationship 
between your audience, 

your representatives  
and your brand?

Three key pillars anchoring these advances include innovations in  
audience intelligence, synchronized experiences and performance analytics.

Audience  
Intelligence

Advanced  
Targeting

Ability to identify 
highest value-

driving stakeholders 
at the individual, 

influencer and 
focused cohort levels

Synchronized  
Experiences

Unified  
View

Mastery in 
automatically 
collecting and 
connecting an 

individual’s behavior 
across channels

Triggered 1:1 
Automation

Sequencing the 
right messages in 

the right (personal/
nonpersonal) 

channels across 
delivery platforms

Matrixed  
Content

Fluency in how to 
develop, approve, 

library and activate 
motivating, personal 

content at speed 
and scale

Performance 
Analytics

Consistency in how 
to translate disparate 

data sources into 
decision-driving 
insights that go 

beyond prescription 
deciling

Performance  
Analytics

?? ?
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Audience intelligence

Advanced targeting in today’s technology-enabled world needs to go beyond prescribing deciles to identify the highest 
value-driving stakeholders at the individual, influencer and focused cohort levels, adding intelligence about the network 
and contexts surrounding them and their decisions. 

In this way, customers can be prioritized and targeted with insights about their propensity to change prescribing in a 
category, behaviors suggesting openness to specific messages and other factors predictive of return-on-investment for 
sales and marketing initiatives. These analyses additionally reveal which individual stakeholders matter most to your 
business, in terms of their access to large patient volumes, openness to your messages and ability to influence others. 
This facilitates entirely new ways of creating change through peer behavior. It goes far beyond traditional national key 
opinion leader strategies to identify second- and third-tier influencers who hold sway within regional, specialized or  
ad hoc networks. This type of audience intelligence can also continually update call and marketing priorities via iterative 
processes that result in less waste as well as more impact. 

Conventional targeting wisdom enhanced by advanced data science and machine learning makes new heights of 
effectiveness possible for sales representatives, boosting their ability to address stakeholder needs and thereby form 
deeper and stronger relationships. 

Synchronized experiences

A major thrust of innovation aims to find the most sophisticated, effective system for synchronizing the content that 
HCPs receive digitally, in real time, so that messages complement and reinforce the impact of active field teams.  

Syneos Health recently developed a programmatic channel-selecting stack—we call it Digital Amplifier—that allows 
marketers to reach HCPs on a 1:1 basis at scale, across all digital environments, in close conjunction with field activity 
and manufacturer CRM systems. Digital Amplifier makes it possible to surround the physician with specific brand 
messages triggered by the representative and/or driven by the physician’s digital preferences. The process can keep 
brands top of mind for customers, deliver news about new data, communicate a new indication and provide digital 
support resources—all informed by the representative’s relationship with that customer, enhancing the representative’s 
effectiveness and delivering results. Unlike traditional multichannel communications, modern customer engagement 
should keep each message relevant by having each channel update as the customer engages with a brand, providing the 
ultimate personalized customer experience.

For example:
A traditional approach is to identify regions and HCP 
cohorts to focus on according to prescribing approach 
or market basket prescription.

A more modern approach can identify individual 
HCPs with the highest potential based on a multitude 
of variables, including individual product adoption 
curves and professional influence networks.

For example:
A traditional approach is to launch field teams and 
buy channels with a high saturation of the target 
audience, only some of whom may be the HCPs that 
you need to reach most.

A more modern approach is to find specific HCPs 
through identify resolution to deliver content in any 
channel where they might be individually, and then 
connect that intelligence across channels.
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Healthcare customers are more than 

just targets. They are people to whom 

relationships matter. Their decisions 

protect health and save lives. Trustworthy, 

accurate information—offered to the 

right person, in the right place and at the 

right time—means everything.

Where once sales and marketing teams had access only 
to volumetrics, marketers now need to understand 
prescriber behavior in terms of each individual’s personal 
source of identity and motivation. When data scientists, 
behavioral scientists and channel strategists (for example, 
programmatic media experts, experience architects, 
marketing automation teams, analysts and program 
managers) are empowered to collaborate and work in 
sync, intelligence about individual customer attributes, 
behaviors and context can drive custom information 
content. Commercial teams need an understanding of the 
issues and opportunities that are most top of mind for each 
customer, even as they evolve in times of rapid change.

Digital Amplifier expands representatives’ promotional impact
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Digital Amplifier makes it possible to reach specific HCPs on a 1:1 basis, thousands of times annually, 
paving the way for increased rep success through consistent, personalized, branded messaging.

Digital Amplifier is delivered by Kinetic™ from Syneos Health, our modern customer  
engagement capability that addresses business-critical challenges and creates more meaningful  
healthcare interactions.
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Performance analytics

Advances in data science today can help marketers know more accurately what accelerates brand growth at the 
individual and campaign level. Analytics is more than reports and after-the-fact dashboards; it is a way of thinking 
from the beginning about what metrics matter. Insights must be actionable by design, and also be based on informed 
actions—so that the right data appear at the right time for measurable impact on brands.

In the past, market intelligence has lacked integration across channels, technologies and content. It sat in  
different silos, accumulated by stakeholders with different goals; the same data were often tracked in different and 
incompatible ways.  

The problem has not been a lack of data, but rather an overwhelming amount of disconnected data. It is very easy to 
fall into the trap of not leveraging the right data, and then subsequently not answering your core business challenges 
because you are not getting critical intuitive insights from that data. New, integrated approaches to performance 
analytics ensure that you have very specific ways to use data that is contextual to your business—and gives you the 
opportunity to drive exponential growth for your brand. 

For example:
A traditional approach is to use channel-based 
analytics to look at aggregate audience behavior inside 
individual campaigns or channel “swim lanes.”

A more modern approach can align data to measure the 
relative impact of different channels on individuals, and 
segment prescribing behavior to inform optimization 
strategies and quickly answer critical business questions.

We observe that life sciences marketers are drowning in data, yet starving for insight. What these 
leaders seek, we believe, are:

To better see the 
connections—the cause 
and effect—between the 

relationship-building actions 
they initiate and the behavior 

that results, down to the 
individual level

To better answer core  
business questions with 

greater precision, efficiency  
and effectiveness

To keep pace with or— 
better yet—be on the  

cutting edge of innovation  
in an increasingly  

technology-enabled world

ACCELERATING INSIDE THE DIGITAL ECOSYSTEM: A MODERN APPROACH TO DRIVING SALES FORCE SUCCESS
7



Summary

Leading brands around the world have demonstrated the power and 
performance that is achievable when you find the right-fit customers, 
deliver personally relevant experiences and connect disparate data 
sources to reinforce the vital relationships between audiences, 
representatives and brands. Our industry has long wanted to make 
healthcare interactions and communications more personal and 
meaningful. Cross-disciplinary connectivity and synchronization, enabled 
by the best in data technology and today’s cutting-edge innovations, 
are a powerful force for relationship-first, technology-enabled field team 
transformation and business performance optimization. 
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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 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.

© 2021 Syneos Health®. All rights reserved.

ABOUT KINETIC

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 customers. 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 non-personal channels. For more information, visit syneoshealth.com/kinetic.
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