
EMBRACING OMNICHANNEL ENGAGEMENT: 

The Way Forward for Customer-Facing Teams
Syneos Health surveyed 225 healthcare providers and 26 executives 
across all areas and sizes of the life sciences industry – marketing, sales, 
therapeutic area leads, customer experience, strategic partnerships and 
business unit leads – to get a snapshot of how they feel about customer 
engagement now, and their perspectives on the customer engagement 
model of the future. 

The writing is on the wall: omnichannel 
engagement is here to stay in the life sciences 
industry. But what is omnichannel engagement? 
For this survey, almost every respondent described 
omnichannel as all the touchpoints besides the 
field that go to a healthcare provider (HCP): media, 
email, social media messages, etc. But that doesn’t 
have to mean a more diluted relationship with the 
sales rep and HCP. Omnichannel is about giving an 
HCP or a patient the right message, with the right 
content, in a channel of their choosing, at a time 
of their choosing. The rep is an important part of 
that. While many teams have said their companies 
have already invested in omnichannel, about half of 
respondents believe more investment is needed for 
better outcomes (Table 1). 

Table 1: What is the level of investment into 
omnichannel at your organization?

At an executive level, there is an understanding 
of the need to invest in advancing customer 
engagement overall. How to do this, and at  
what levels, remains the same until more 
information is collected on the most successful 
ways of communicating with HCPs. While budgets 
may have shifted from in-person to virtual,  
teams are hesitant to be the first to embrace  
an omnichannel-only strategy. Companies are 
looking at hybrid approaches where they can  
use both their customer-facing teams and 
omnichannel to best meet the needs of the HCPs. 
This may be because companies are unsure yet of 
how to measure the effectiveness of omnichannel 
strategy; this lack of data is making it more difficult 
for reps to get onboard.

While most executives indicated that their reps 
plan to use omnichannel strategies as part of their 
toolkit moving forward, it is essential to note that 
a small number of reps feel that omnichannel 
engagement will replace them, and prefer not to 
use it. Buy-in from reps is vital to the success of 
an omnichannel strategy. Companies are looking 
among their teams to find reps who use a lot of 
omnichannel and demonstrate how it has impacted 
their business. Real-world evidence from peers is 
necessary for enthusiastic omnichannel adoption.

What changes did you make to  
your field-facing organization?
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Restoring HCP Access to Field Teams
The new normal, while still undefined, is likely to see telemedicine continuing to play an important role as 
digital literacy on the HCP and customer-facing side increases. Customer needs, especially in specialized 
diseases, are increasingly focused, and companies need to adapt their engagement accordingly. Across 
all specialties, HCPs noted a desire for increased use of social media by sales reps, except for oncology, 
where numbers remain constant at 40% of physicians interviewed (Table 2). This increase of access to 
HCPs in social media is tricky, though, as regulations around communications are more complex than ever. 
However, for HCP offices that do not allow any in-person contact, the addition of social media messaging 
into the mix can expand into those previously untouchable providers. 

Table 2: HCP Detailing Touchpoint Preferences 
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Omnichannel Spending
While opportunity exists in shifting current sales force budgets 
to omnichannel spending, it is essential to note that the expected 
time frame for returns is measured in years. There are quick wins, 
however, that teams can use to enhance customer experience. Small 
changes can go a long way to improving omnichannel delivery.

 
Finding the Right Skillset and the Right Data
All respondents said that they have plenty of data; omnichannel 
strategies and initiatives have only added to the need for the right 
skills and training. Omnichannel engagement needs to be structured, 
stored and accessed in digestible ways for customer-facing teams  
to implement. Emerging biotechnology companies may be better 
placed for digitally-enabled customer engagement models,  
because they can build from scratch more easily for today’s needs. 
Meanwhile, large pharmaceutical companies have invested millions 
of dollars in infrastructure, but don’t know how to effectively use  
it to their advantage. 

Oncology, rare disease and specialty companies feel they could use 
more detailed data for patients and HCPs. The typical setup – buy 
and bill – is difficult to associate to a specific HCP within a large 
practice or institution. There is also difficulty in following a patient 
journal in small disease populations using omnichannel strategies.

 
How Can Your Team Avoid Digital Fatigue?
Genuine enthusiasm and buy-in from all areas of the sales force  
are essential for teams shifting into an omnichannel strategy.  
Be warned, however: many survey respondents reported that  
their field teams have been experiencing digital fatigue, which  
puts a damper on quality customer engagements in both the  
near-term and the long-term. Continuous training, roll out of new 
content and channels, and showing teams how this will help them,  
will keep teams engaged and immersed in omnichannel strategy. 
While outside hiring (ex-pharmaceutical) may support a faster rollout 
of an omnichannel program, bridging the gap to those with field 
experience will remain challenging.  
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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.

Conclusion
While the shift towards omnichannel engagement is inevitable, it doesn’t mean HCP engagement has to 
become impersonal. Successful implementation of an omnichannel program includes looking at the entire 
spectrum of customer care, as well as coordinating and aligning between marketing and sales leaders. 
Implementing new omnichannel customer-facing strategies relies on the buy-in and enthusiasm of many 
teams to support its growth. 

http://www.syneoshealth.com

