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Healthcare Professional (HCP) 
engagement is entering the era of 
artificial intelligence (AI). Having 
embraced omnichannel engagement, 
automation and other digital 
transformations, pharma companies 
are now exploring how AI can empower 
their teams to improve HCP targeting, 
content creation and other tasks. This 
white paper explores the rise of AI 
alongside other trends and developments 
revealed in our latest 2024 survey 
of almost 250 industry leaders.

The paper examines how executives across marketing, 
commercial and medical affairs functions are 
responding to the maturation of generative AI while 
refining their approaches to omnichannel, social 
media, educational activities and other important 
traditional and emerging aspects of HCP engagement. 

Our data provides a close look at the channels and 
activities that companies are prioritising today, as well 
as how teams expect their budgets to evolve in the 
coming three to four years. Finally, throughout the paper 
the survey data is complemented by expertise from 
industry leaders who share insights into how trends and 
technologies are shaping their day-to-day activities.

AI IS REVEALING THE POTENTIAL 
FOR TRUE OMNICHANNEL

AI projects are under way or in the pipeline at more 
than 80% of the companies covered by the survey, 
with content creation, market research and digital 
marketing campaigns the most common uses of HCP 
engagement. The activity points to the potential for 
AI to facilitate key aspects of successful omnichannel 
campaigns such as consistent and personalised 
communication across traditional and digital channels. 

OMNICHANNEL IS ENABLING EVENT ACTIVATION

The survey shows meetings and events, both in-person 
and virtual, and email marketing campaigns remain 
key areas of investment in 2024. Conversations with 
industry leaders show pharma companies striving 
to improve the orchestration of those channels and 
other media. Their aim: to enhance engagement of 
HCPs before, during and after events, and maximise 
the impact of large investments in conferences. 

EXECUTIVE 
SUMMARY 

“ WE START SEEING MORE AND MORE ENGAGEMENT ACTIVITIES THAT  
ARE POWERED BY AI. SOME COMPANIES ARE A BIT MORE RELUCTANT,  
A LITTLE BIT MORE SHY, OTHERS ... ARE GOING FULL ON AND USING AI,  
AS APPROPRIATE AND AS COMPLIANT, IN MANY, MANY DAILY TASKS”  
Susana Bento, Global Omnichannel Operations Lead, Grünenthal
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EDUCATIONAL PLATFORMS ARE 
ATTRACTING INVESTMENT

The forecast suggests that the effectiveness of 
educational platforms in meeting HCP demands 
hinges on their ability to offer personalized, flexible, 
and on-demand learning opportunities. This trend 
is further amplified by the ongoing digitalization, 
enhanced global accessibility, and the integration 
of multimedia content. Significantly, 57% of survey 
respondents anticipate increasing their investments 
in such educational platforms, indicating a 
robust growth potential and a shift towards more 
dynamic and user-centric educational models.

SOCIAL MEDIA ADVERTISING IS 
EXPECTED TO INCREASE

Social media advertising is set to benefit from the 
biggest funding boost of any channel in the next three 
to four years, with 16% of respondents predicting that 
their budgets will grow by 10% or more. Companies 
are still working out strategies in an evolving 
landscape but the unique opportunities for targeting, 
engagement and community building have moved 
social media to the top of industry to-do lists.

Denis Conlon, VP, Global Marketing, Elsevier, Pharma 
and Life Sciences Solutions, explains the case for 
investing in social media in terms of how changes in 
physician behaviour are creating opportunities for 
companies to add value: “It is clear why pharmaceutical 
marketers and medical affairs professionals are 
increasingly interested in amplifying their presence 
on these platforms. Investing in social media activities 
not only aligns with the evolving dynamics of physician 
engagement but also offers a unique opportunity to 
contribute value to these professional communities 
through relevant, high-quality content and support.” 

16% 
of respondents 
predicting that their 
social media budgets 
will grow by 

+10%
or more

57% 
of respondents intend 
to increase spending on 
education platforms, 
making them the top 
target for additional 
educational  
investment.
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The stage is set for a golden age of HCP engagement. The entry of digital 
native healthcare professionals (HCPs) into the workforce has created an 
engaged set of customers who are actively seeking information. At the 
same time, the proliferation of channels has given marketing and medical 
affairs professionals more ways to engage HCPs than ever. Yet, the trends 
have spawned both major improvements and new problems.

Challenges tied to abundance have replaced old 
problems linked to the scarcity of information, 
channels and interactions. Time-pressed HCPs are 
inundated with content and overwhelmingly prefer 
information from independent sources over pharma 
companies.1 To cut through, marketing and medical 
affairs teams need to provide HCPs with easy access 
to relevant, reliable and up-to-date information.

As companies strive to personalise content and 
orchestrate channels, they are exploring AI tools that 
could automate workflows and provide data-driven 
insights into the best ways to engage HCPs.

To unpack the latest developments in HCP engagement 
in 2024, we surveyed 246 global industry executives in 
medical affairs, marketing, commercial strategy, and 
product or brand marketing. In addition, six leading 
experts shared their views on the trends the survey 
uncovers. The survey is a follow-up to research done in 
2021 and 2023 and shows how the industry is evolving.3,4

INTRODUCTION 
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ABOUT THE SURVEY

For our latest industry trends research, we surveyed 246 leading pharma, 
biotech and medtech executives globally working in medical affairs, marketing, 
commercial strategy and product or brand marketing at manager-level and 
above. The focus was on those with responsibilities for regions that include 
North America, Europe and Asia Pacific. Regions are usually not exclusive.

What type of organization do you work for?Which of the following best describes  
your seniority?

Which regions are you responsible
for in your current role? Select all that apply.

What function are you most closely aligned with?
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The 2023 survey showed how omnichannel engagement of HCPs had 
risen quickly in importance over the previous 18 months, a period that was 
significantly affected by COVID-19. The 2024 survey shows marketing and 
medical affairs professionals are now working to refine the new playbook. 

OMNICHANNEL IS KEY TO THE EVENT JOURNEY 

The industry’s priority channels for 2024 reflect 
experience of what has worked since in-person activities 
resumed. Dan Johnson, Head of BU GI, Neuroscience, 
Vaccines and Established Brands Switzerland, Takeda, 
says the amount of face-to-face interactions and the 
value they create was interesting to see, adding that 
Takeda has worked to optimise “engagement points 
and moments that matter face to face” while creating 
and using more digital tools and programs.

Alexander Frenzel, Multi-Channel Marketing Lead, Global 
Business Franchise Fertility at Merck KGaA, hit on similar 
points. Frenzel has focused on improving customer 
journeys around events, with a particular emphasis on 
standardising and digitising engagement. Fahad Jameel, 
Senior Director, Medical Excellence, Region North 
West Europe at Novo Nordisk, named similar work on 
congresses as the big shift at his group over the past year.

“Before a congress we send email teasers of what HCPs 
may look forward to. During the congress we have daily 

updates, and after the congress we summarise events 
beyond Novo Nordisk content. We make some content that 
is more holistic about recent advances and their clinical 
impact using short videos or podcasts,” Jameel says. 

The strategy is aligned with the preferences HCPs have 
expressed in other surveys. Globally, 63% of physicians said 
events and congresses influence their treatment decisions.5 
Another survey found 81% of physicians want to access key 
takeaways for scientific meetings they are unable to attend.1 

Running omnichannel campaigns that include in-person 
events is a primary investment focus. Nearly 80% of 
respondents said that they plan to allocate funds to in-
person meetings and events in 2024. These events are as 
popular as direct, face-to-face activities conducted by sales 
representatives, both being top promotional channels

Event-focused omnichannel strategies are made possible 
by shifts in how HCPs consume content. According to 
Susana Bento, Global Omnichannel Operations Lead 
at Grünenthal, the HCP workforce increasingly skews 
toward people who look to digital channels first.  

LATEST TRENDS IN 
HCP ENGAGEMENT

“ HAS THERE BEEN A DRAMATIC SHIFT IN HOW WE ENGAGE? 
NOT REALLY. HAVE WE BEEN STARTING TO ENGAGE MUCH 
SMARTER? YES.” 
Dan Johnson, Head of BU GI, Neuroscience, Vaccines and Established Brands Switzerland, Takeda
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How important are the following factors in your decision making 
process about promotional activities?

How will you split out your promotional budget in 2024?

How will you split out your print vs. digital budget in 2027?

58%42%

78%22%

Print Digital

Print Digital

76% 18%

84% 13%

61% 25%

43% 34%

54% 27%

37% 49%

“There’s a general acceptance that the new go-to-market 
model is omnichannel, and they don’t see it as a terrible 
invasion of privacy or overwhelming,” she explains.

Bento’s insights are reflected in the move from print to 
digital. In 2024, respondents are expecting to allocate 
42% of promotional budgets to print, with the rest 
going into digital. By 2027, the survey predicts print’s 
share of budgets will have fallen to 22%. Comparing 
the 2023 and 2024 surveys suggests the shift from 

print to digital may be going slower than expected. 
Print’s share of budgets was actually higher in 2024 
than 2023, when it accounted for 32% of spending. 

As companies consider where to invest, they continue 
to be guided by the quality of content, information 
needs of the physician, and the availability of metrics 
to track effectiveness. The survey shows those factors 
are the top three drivers of decisions about promotional 
activities in 2024, as they were one year earlier. 

SOCIAL MEDIA: A PROMISING WORK IN PROGRESS

Social media offers unique opportunities to engage HCPs, 
both before, during and after events, and as part of day-
to-day marketing and medical affairs activities. Many 
companies are taking advantage of the opportunities, 
but the survey suggests that overall the industry is 
still figuring out how to approach social media. 

In 2023, around one-fifth of respondents were unlikely 
to invest in social media advertising. The remaining 
respondents were split evenly between people who 
were somewhat or very likely to put money into 
advertising on social media. In 2024, the figures were 
similar, with a dip in the proportion of people who are 
very likely to invest being the most notable shift. 

1. See methodology in appendix A.

Quality of content

Physician information 
needs

Availability of metrics back  
to track effectiveness

Physician channel 
preferences

Ability to target 
individual physicians

Cost

 Somewhat important     Very important



Social media 
advertising

Sales rep-led 
activities - in-person

Meetings and events -  
in-person

Meetings and events 
- virtual

Email marketing 
campaigns

9 UNVEILING TOMORROW: TECH-POWERED SHIFTS IN PHARMA COMMERCIALIZATION

Using the scale below, please indicate whether your company is planning to increase or decrease 
your promotional marketing budget for the following activities in the next 3-4 years?

Increase: 10%+       Increase: 5-10%       Increase: 1-4%       No Change       Decrease: 1-4%       Decrease: 5-9%       Decrease: 10%+  

“THE EXPANDING ROLE OF SOCIAL MEDIA WITHIN THE MEDICAL COMMUNITY 
MARKS A PIVOTAL CHANGE IN HOW HEALTHCARE PROFESSIONALS INTERACT, 
LEARN AND COLLABORATE.” 
Denis Conlon, VP, Global Marketing, Elsevier, Pharma and Life Sciences Solutions

Elsevier’s Conlon made the case for using the platforms 
more, explaining, “The expanding role of social media 
within the medical community marks a pivotal change in 
how HCPs interact, learn and collaborate.” In addition, he 
argues the shift in physicians’ behaviour shows the need to 
strategically enhance investment in social media channels. 
By doing so, they can effectively engage with these “vibrant 
communities, offering insights and resources that are 
aligned with the physicians’ quest for knowledge and peer 
support”. His belief is that such targeted investments 
promise to foster stronger connections with HCPs, elevating 
the quality and impact of discourse on these platforms.

 

While there are a few leading HCP-specific social networks 
being used regionally, globally LinkedIn is the social 
media platform of choice for HCP engagement, with 
experts explaining how it allows targeted promotions 
to drive traffic to events. Jameel named YouTube as 
another platform where Novo Nordisk has achieved good 
results by running adverts for events before medical 
education videos. The focus on LinkedIn and YouTube 
is aligned with where physicians congregate online, 
with an Elsevier survey finding they are two of the three 
most widely used platforms.6 WhatsApp is the third.

The findings align with the commentary of experts. Johnson 
says his team at Takeda uses social media “sparingly”, 
adding that “we’re very restricted in what we can do”. 
Similarly, Jameel says people are “risk averse”, and Novo 
Nordisk’s use of social media in his region is limited. 

Yet, the 2024 survey suggests a big shift is coming. Over 
the next three to four years, 16% of respondents expect to 
increase promotional marketing budgets for social media 
by at least 10%. That makes social media the area most 
likely to receive a 10% or more budget boost. Social media 
is also the second most likely activity to receive a budget 
increase of any size, after email marketing campaigns. 

16% 17% 26% 36% 3%

10% 26% 30% 27% 8% 3%

12% 20% 25% 37% 3% 3%

14% 16% 23% 33% 11% 3%

15% 9% 15% 36% 18% 4% 4%
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Medical affairs        Marketing, commercial, product or brand marketing   

ASK THE EXPERTS 

Q. How are you approaching the 
engagement of HCPs on social media?

The survey found social listening is the top social media 
activity in 2024, as it was in 2023, but the proportion 
of people engaging in the activity fell by more than 
10 percentage points. The other main shift is a drop 
in the number of people who are engaging with HCP 
key opinion leaders (KOL) or patient influencers, 
an activity that tied for third place with live event 
and conference support in the latest survey.

A. “HCPs are more and more 
comfortable to get their content on 
LinkedIn, or in some areas even on 
TikTok or on Twitter/X. LinkedIn seems 
to be quite a handy way to reach out 
to HCPs. For wider audiences, the likes 
of Instagram or Twitter seem to be 
well rounded but it varies depending 
on the content, on the specifics of the 
disease you are addressing. I haven’t 
seen great things on Snapchat or on 
BeReal. Facebook is outdated.”

Susana Bento, Global Omnichannel 
Operations Lead, Grünenthal

A. “LinkedIn is probably the biggest 
channel that we’re using from a social 
media perspective, because a lot of 
HCPs are on LinkedIn and we can do 
pretty targeted advertisements. We 
have very clear policies around LinkedIn 
and we’ve found it to be a reasonably 
effective channel. It’s been useful, 
particularly if we want to market an 
event that we have coming up.”

Dan Johnson, Head of BU GI, 
Neuroscience, Vaccines and Established 
Brands Switzerland, Takeda

A. “I use social media around events. 
We’re driving traffic with pre- and 
post-engagements of customers. 
We use our corporate channels to 
drive people to digital twins of our 
congress booths as we promote 
events. Afterwards, we share videos 
that we take at the congress and so 
forth. That’s our standard. We are 
actually scaling it back a little bit this 
year because it was too much.”

Alexander Frenzel, Multi-Channel 
Marketing Lead, Global Business 
Franchise Fertility, Merck KGaA

What type of activities are you doing 
on social media in 2024?

16%

16%

18%

21%
Social listening

Connecting with 
physicians

Live event and 
conference support

KOL/HCP and 
patient influencer 
management

What type of activities are you doing on social media in 2023? (Select all that apply)

Social listening

HCP KOL/patient 
influencer
Connecting with 
physicians
Live event & 
conference support
Monitoring, moderation 
& adverse event
Research, insights, 
and planning
Advertising clinical 
trials
Other

50%33%

30%22%

20%22%

23%15%

18%9%

15%9%

18%5%

8%7%



Extremely likely       Somewhat likely       Not so likely        Not at all likely       Don’t know      
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Findings from the survey show companies continuing to invest in medical 
education and largely sticking with the areas they prioritised in 2023. The 
top five areas of investment were the same in 2023 and 2024 but the order 
changed; the proportion of people likely to spend on continuous medical 
education (CME) fell and webcasts of scientific events claimed the top spot.

The survey results align to findings about HCP channel preferences. A 2023 survey of HCPs found workshops and in-
person and virtual congresses were among the most important channels for accessing scientific content.1 Similarly, the 
industry’s belief that treatment guidelines are particularly important to HCPs is validated by physician surveys.2 

EDUCATIONAL 
ACTIVITIES

How likely are you to invest in 2024 in the following medical educational products?

7%24% 6%

6%24% 6%

9%32% 11%

6%32% 7% 2%

8%

62%

61%

47%

50%

59% 18% 13%

Webcasts of scientific sessions / 
meetings/conferences

Continuous medical education 
(CMEs)

Patient education materials

Proceedings of scientific sessions 
/ meetings / conferences

Educational platforms  
(e.g resource centres)

For each of the types of written educational content listed below, could you evaluate their effectiveness 
and informativeness for HCPs?  

5%7%15%71%

3%7%8%26%56%

8%7%34%49%

9%6%31%51%

Treatment guidelines

Patient education
materials

Clinical Case Studies

KOL curated content

They are very important, and I rely on them       They are somewhat important, but I could get by without them  

They are not important, and I usually ignore them        Don’t know       Not applicable      



They are very important, and I rely on them       They are somewhat important, but I could get by without them  

They are not important, and I usually ignore them       Don’t know      
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In other areas, there are slight disconnects between what the industry thinks HCPs want and what HCPs say they want.  
A HCP survey found short videos are the second most in demand type of content, behind short-form text.1 Almost half of 
respondents to our survey said short-form video is very effective, putting it behind longer-form communication while still 
showing it is an important medium. Short-form videos ranked first, followed by scientific session webcasts, in our earlier survey. 
The findings suggest more data is needed and a mix of formats are required to meet the specific needs of different physicians.

For each of the types of mixed media educational content listed below, could you evaluate their 
effectiveness and informativeness for HCPs?

Continuing Medical Education  
(CME) Courses or Interactive

Webcasts / webinars 
of scientific sessions

Conference / Scientific
Session coverage

Short Form Video

Other, specify

Podcasts

7%3%31%58%

6%15%33%46%

10%24%43%23%

60%40%

7%7%27%60%

6%10%28%56%
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Increase: 10% or more       Increase: 5% to 9%      Increase: 1% to 4%       No change      

Decrease: -1% to -4%       Decrease: -5% to -9%      Decrease -10% or more       Dont know      

Looking ahead, education platforms, patient education materials and continuing medical education (CME) 
were again the three areas most likely to receive increased investment in the coming years. Education 
platforms, such as resource centres, and patient education materials led the way, with respectively 57% and 
55% of respondents predicting they will increase spending in the next three to four years. These two areas 
are also the most likely activities to receive budget increases of 10% or more in the coming years. 

Sharon Levi, Business Insights Director, Global 
Commercial Sales and Marketing at Elsevier, says 
the expectation that education platforms and patient 
education materials will see the biggest increases in 
budget in the next three to four years seems logical, 
and in line with current trends in healthcare.

“Digital platforms offer scalable, accessible and diverse 
ways to provide education. They can be continuously 
updated with the latest information, making them a 
valuable resource for both HCPs and patients. These 
formats align well with the current trends toward 
digitalisation, global accessibility and the preference 
for engaging and multimedia content,” says Levi. 
“Additionally, they offer opportunities for more personalised, 
flexible and on-demand learning, which are highly 
valued in today’s fast-paced medical environment.”

In the omnichannel era, digital education platforms 
are part of an interconnected set of channels that 
allow companies to connect with physicians and 
monitor interactions. Johnson gave an example of 
the integration of channels in action at Takeda.

“We have an ADHD hub that has been proven really 
effective and is becoming a very concrete data source 
for us to show, ‘Okay, we know we had a face-to-face 
interaction, we know they have been on the ADHD hub, 
we know they’ve watched these videos’. We then know 
we should be following up, and so the whole process 
becomes more interconnected,” Johnson says.

Using the scale below, please indicate whether you are planning to increase or decrease your medical 
educational budget for the following activities in the next 3-4 years?

8%  4%33%         21%         24%         10%

8%  4%30%         20%           21%       16%

8%  4%36%         26%            11%          13%

9% 233%        19%          22%          14%

9% 340%         21%            14%          12%

Educational platform  
(e.g resource centres)

Patient education 
materials

Proceedings of scientific sessions / 
meetings / conferences 

Research/data/analytics  
(e.g., IQVIA, INFORMA)

Continuous medical 
education (CMEs)
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The 2024 survey shows that AI is starting to make its mark on HCP engagement. 
Over 80% of marketing and medical affairs teams are either already working 
with AI or actively considering using the technology in the near future.

Content creation and management is the most common use case for AI, according to the survey. The finding 
reflects the potential for AI to streamline the process of generating drafts, suggesting improvements and helping 
to optimise and personalise content for different platforms and audiences, including people who speak different 
languages.  Market research and consumer insights analysis, digital marketing campaigns and social media 
analytics, and monitoring and analysing scientific literature and competitive intelligence tied for second place.

ARTIFICIAL 
INTELLIGENCE

Is your marketing or medical affairs teams currently working with AI, and if so, in what capacity?

No, but we are actively considering 
working with AI technology in the near 
future

Yes, we are currently working with AI

No, we are not currently working with 
AI, and do not have plans to do so in 
the future
I am not sure or do not have this 
information

42%

13%

41%

4%

In which of the following areas related to marketing and medical affairs does
your organization currently utilize AI tools? 

Content creation and management 
(e.g., educational materials, marketing 
content)
Market research and consumer insights 
analysis

Digital marketing campaigns and 
social media analytics

Monitoring and analysing scientific 
literature and competitive intelligence

51%

48%

48%

48%

Elsevier’s Conlon explains that the advent of AI in medical publishing is enabling marketers and medical affairs 
professionals to tailor content dynamically for diverse physician audiences. Using AI algorithms, teams can analyse 
complex datasets to understand and predict the unique preferences and needs of different medical specialists. 
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At Novo Nordisk, Jameel’s team is putting AI into action and has guidance for how to use ChatGPT to create content.  
The initial focus is on creating written content for emails but he also sees video and podcasts as potential future use cases.  

Grünenthal’s Bento shares additional insights on how AI is enabling omnichannel. The foundations of successful  
omnichannel campaigns are unchanged. Companies still need to explore synergies between channels, tell a story in  
a logical sequence and have a positive impact on the customer. The difference is how compliantly captured data  
and AI combine to personalise and automate the customer journey.

“I know that after a rep visit Dr. X will receive an email. That email will take him to a landing page or to a website  
and that website will invite him to attend the webinar, which will be followed by another email and eventually a rep  
or a MSL interaction. This orchestration, which at the end is what structures your customer experience, can be automated  
in most cases,” says Bento. 

“This capability not only enhances content relevance and engagement but also seamlessly integrates with an 
omnichannel marketing approach, ensuring consistent and personalised communication across various platforms,” 
says Conlon. “The result is a more informed, engaged and responsive physician community, benefiting from targeted 
insights and information crafted to support their specific clinical interests and patient care objectives.” The survey 
reveals that the industry has a similar vision for AI. 

Approximately what percentage of the tools and services currently offered by your organization  
to physicians incorporates AI technology or assistance?

13%

81%0-20%

21-40%

41-60%

61-80%

4%

1%

1%81-100%
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How do you envision the role of AI evolving in pharma marketing and medical affairs over the  
next 5 years?

26%

28%

39%

4%

3%

1%

Companies believe less than 10% of physicians are resistant to the technology. The belief that HCPs are open to AI and judge 
the tools based on their efficiency, accuracy and reliability is supported by surveys of physicians. While there are high levels of 
excitement about the technology, concerns about the consistency of the nascent technology remain.7,8 

How would you rate the general appetite and openness of physicians towards adopting AI-based tools 
and technologies?

Somewhat Open - Physicians show 
a moderate level of interest and 
willingness to adopt AI-based tools.

Neutral - Physicians are indifferent 
and show neither strong support nor 
opposition towards AI-based tools.

Very Open - Physicians are highly 
enthusiastic & proactive about integrating 
AI-based tools and technologies.

Somewhat Resistant - Physicians are 
cautious or reluctant about adopting 
AI-based tools and technologies.

50%

13%

29%

9%

Very Resistant - Physicians are largely 
opposed or resistant to the integration 
of AI-based tools and technologies.

0%

The adoption of AI is in its infancy, with most respondents saying less than 20% of the tools and services 
they provide to physicians incorporate the technology. Nevertheless, the direction of travel is clear. Almost 
40% of respondents to our survey expect AI to become a core component of all major functions. One in four 
respondents say AI will have a transformational impact and drive major shifts in strategies and operations. 

Significant expansion in AI usage, 
becoming a core component of all 
major functions

Steady growth & integration,  
with AI supplementing  
existing practices

Transformational impact, with AI 
leading to major shifts in strategies 
and operations

Uncertain or minimal change, with 
potential challenges hindering AI 
adoption

Limited growth, with AI remaining a 
niche tool in specific areas

Others (please specify)
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Elsevier’s Levi explains how AI may benefit HCPs: “AI tools that can streamline workflows, reduce administrative 
burdens and assist in clinical decision-making can be highly attractive for saving time and increasing 
efficiency. Time saved through AI can be redirected towards patient care, allowing physicians to spend 
more time with their patients, thus potentially improving care quality and patient satisfaction.”

What do you believe are the key factors that influence physicians’ willingness to
embrace AI tools in their practice?

Time savings and increased 
efficiency

Ease of integration with existing 
workflows and systems

Perceived accuracy and 
reliability of AI tools

74%

58%

68%
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ASK THE EXPERTS
Q. How are you using AI in physician-facing marketing or medical affairs? 

Survey findings show marketing and medical affairs professionals have the highest hopes for AI in 
personalised HCP communication and engagement strategies, advanced analytics for understanding 
prescribing behaviours, and predicting patient outcomes and optimising treatment

Xxxxxxxx

A. “Fine tuning segmentation and 
targeting. Being 
able to profile customers, create 
audiences, design personas, and 
use those personas and those 
audiences to drive a campaign. 
That’s a classic usage.”

Susana Bento, Global Omnichannel 
Operations Lead, Grünenthal

A. “We have a lot of pilots going 
on right now. We are looking at 
how we can use AI for analysis 
and help us do the right allocation 
of channels for different HCP 
segments. That is a big focus, 
common to medical and marketing.”

Fahad Jameel, Senior Director - 
Medical Excellence, Region North 
West Europe, Novo Nordisk

A. “We’re really going deeper into 
the data that we have internally 
from all of our sources. We’re 
trying to predict which content is 
working most effectively, through 
which channels, for which HCP. It’s 
about looking back at our data and 
identifying the micro-segments 
or the specific things that have 
driven outcomes to learn what 
we should be doing more of and 
what we should be doing less of. 
Bringing the personalisation of 
content to life through AI is where 
we’re really focused right now.” 

Dan Johnson, Head of BU 
GI, Neuroscience, Vaccines 
and Established Brands 
Switzerland, Takeda

For which of the following applications do you foresee AI tools being most important in the context of 
pharma marketing and medical affairs, specifically with respect to physicians?

Advanced analytics for 
understanding physician prescribing 
behaviours and preferences

AI-driven tools for patient 
outcome prediction and treatment 
optimization advisories for physicians

Personalized communication 
and engagement strategies with 
physicians

Development and dissemination 
of tailored educational and 
training materials for physicians

70%

60%

67%

60%
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Asked about the future of marketing 
and medical affairs, experts predict 
everything from incremental 
improvements in current practices to 
AI-powered social media avatars. Teams 
are optimising workflows that emerged 
relatively recently with the onset of the 
omnichannel era, while keeping track 
of potentially disruptive technological 
developments on the horizon.

Johnson expects to continue investing more heavily 
in digital while “very strongly rationalising” congress 
attendance. Takeda is working with AI technologies 
that could reveal the best uses of its marketing budget, 
enabling the company to maximise the impact of 
its spending, but for now Johnson faces “a bit of a 
balancing act”. AI may soon show some channels to 
be an inefficient use of spend money but Takeda needs 
to be competitive today, and that means continuing to 
invest in areas it believes have worked in the past. 

The focus on analytics extends to social media, where 
Johnson thinks there are probably opportunities 
for data mining that Takeda is yet to fully explore. 
Takeda has sourced and cleaned data over the past 
year with a view to learning how it can improve 
activities such as targeting on LinkedIn. 

Merck KGaA’s Frenzel noted the potential for AI avatars 
to start participating in social media, citing his research 
student’s work on digital influencers to show how the online 

world could change. AI technologies are already creating 
social media posts behind the scenes but digital influencers 
make the role of technology explicit. He is also interested 
in how AI can continue to change content production. 

“In the production of social media content we’re struggling 
with having actors that are diverse enough. That’s one 
thing that I am looking into, to see whether we can 
basically produce our content using AI,” says Frenzel.

Questions remain. Will the potent mix of new 
technologies change how healthcare is delivered, 
and what other forces might combine to force a 
fundamental shift in how companies engage HCPs? 
Johnson thinks significant change is coming.

“At some point in time, the model that we’re currently 
running is going to run its course and we’ll need to find 
a new way of operating, or at least shift to meet that 
change. I don’t exactly know what that looks like but I do 
think it’s bubbling away in the background. In 10 years’ 
time, I’m not sure we’re going to be talking about how to 
optimise the subject line of an email,” Johnson says.

Beneath the fast changes and uncertain future, 
companies can still rely on some tried-and-trusted 
ideas. Bento, an advocate of AI and technology, 
stresses the need for a “delicate balance” between 
“new toys” and the basics of HCP engagement. 

Companies still need to know their customers, 
understand their needs, and provide them with the 
right content and the right experience. That means 
understanding the consumption preferences of HCPs. 
With that foundation in place, marketing and medical 
affairs professionals can use new technologies to 
optimise and automate processes that maximise the 
impact of their investments in HCP engagement. 

THE FUTURE OF 
HCP ENGAGEMENT
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