
The Case for True Omnichannel Engagement 
Continues to Grow Post-Pandemic

of HCPs prefer in-person visits when 
interacting with reps and MSLs

In-person visits remain as the most 
pivotal channel for HCPs to obtain 
information when compared to  
other channels 

70%

44%

70% of HCPs prefer virtual details about 
specific product topics (efficacy, update, 
safety, and affordability)

68% of HCPs found informational emails 
to be more convenient compared with  
in-person visits

Source: BrandImpact and IQVIA customer market research Q2 2023 (n=324)

However, most pharma companies have struggled to meaningfully transform 
customer engagement
Realize your customer engagement value through successful navigation of common commercial challenges

Knowing where 
to start

Identifying relevant 
benchmarks and 
analogs, defining 
what good looks 
like, and where 
demand resides

Comprehensively 
connecting data 

Incomplete and 
disconnected 
datasets, 
preventing a 
360-degree view
of the customer

Investing in 
the “right” 
channels 

Understanding 
the most 
impactful 
channels to invest 
with a deep 
understanding of 
the customer 
journey

Creating 
compelling 
content quickly

Quickly developing 
rich and impactful 
content that also 
allows for easy 
re-use and 
repurposing

Measuring 
impact of 
engagement

Linking the impact 
of increased 
omnichannel 
engagement on 
ROI and lift in 
script volumes

Overcoming 
barriers to 
change

Increasing internal 
understanding and 
organizational 
capabilities to 
overcome internal 
cultural barriers 
and resistance

HCPs still feel field forces  
are highly impactful

HCPs have growing preference 
for digital engagement

Fact Sheet



The key to success is in an integrated agile customer engagement model
IQVIA’s Agile Brand Promotion capabilities

Why IQVIA?

Unmatched depth and breadth of capabilities 
across entire commercial ecosystem
• End-to-end data, system, strategy, and 

execution services
• Synergistic connected capabilities

Agile Brand Promotion 
connected capability 

proof points

Unparalleled connected commercial data and 
expertise, accelerating speed, and impact 
• Holistic and integrated customer data
• Deep therapeutic area, go-to-market, and 

Omnichannel expertise

Deep understanding of leading practices and 
applicability to emerging and mature clients
• Agnostic to client maturity
• Flexible engagement model

We are averaging 30% 
ENGAGEMENT RATE 
(vs. avg. engagement 
of 7%). HCPs engage 
on with ~5.5 pieces of 
unique content and 
40% OF ENGAGERS 
ENGAGE MULTIPLE 
TIMES. We’ve reached 
4K+ unique HCPs of 
which 82% ARE ON 
OUR TARGET LIST. This 
is outstanding 
engagement and a 
great result.

Brand Director, 
Top10 Biopharma

IQVIA

Increased 
promotional ROI20% 

Increased 
revenue40% 

Increased customer 
engagement25% 

Reduction in total
cost of ownership35% 
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CONTACT US
iqvia.com

Interested in hearing more about Agile Brand Promotion, please contact Matt Smith, Senior Principal,  
New Commercial Models & Digital Health.

Informed insights and suggestions 

Engagement activation

Customer 
strategy 

Customer
data 

Content enablement

Optimized 
impact

Pharmaspectra

Omnichannel 
navigator 
platform

Thought leader
network

OCE
personalOCE digital Contract sales and 

medical solutions 

Agency partnerships OCE content

Next best engine Omnichannel triggers 
and alerts 

OneKeyTM

BrandImpact

Channel
dynamics 

Go-to-market
strategic design
Brand and 
commercial 
strategy
Field force 
architecture 
and effectiveness
Enterprise 
transformation
strategy
Organizational 
change 
management

Media Operating
SystemDigital 

Behavior 
Data

mailto:matthew.smith2@iqvia.com

