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OVERVIEW: DATA CHANGES EVERYTHING

Thanks to digital technology, we’re able to capture, 
store and analyze data like never before, and it’s 
affecting every part of our lives. Our Netflix and 
Amazon recommendations are so accurate they’re 
practically creepy. Music services like Spotify 
curate playlists of songs we’ve never heard — but 
instantly love. Home assistants driven by artificial 
intelligence — like Amazon Echo and Google’s  
Home — are pervasive, and continually getting 
smarter and smarter. 

But perhaps nowhere has data made such a sea 
change as in healthcare. From how we manage 
our own health, to the job of a physician, to the 
managed care industry, the surfeit of data has 
changed everything. And pharmaceutical  
marketing is no exception. 

Here, we investigate these seismic shifts driven  
by the omnipresence of data, the macro and micro 
trends that pharma marketers need to know, and 
how to apply the knowledge to stay ahead.     

THE EVOLUTION

How the Healthcare Landscape Has Changed  
in Recent Years and Decades 

You don’t have to look far to see headlines on 
how “big data” (or, in today’s lexicon, just “data”) 
is changing healthcare. Futurist Mary Meeker’s 
annual Internet Trends Report was full of health 
data news this year. 

So how is data changing healthcare? 

NOWHERE HAS DATA MADE SUCH 

A SEA CHANGE AS IN HEALTHCARE

http://www.slate.com/articles/technology/technology/2017/10/what_happened_to_big_data.html
https://www.intouchsol.com/blog/mary-meekers-2017-internet-trends-report-5-key-healthcare-takeaways
https://www.intouchsol.com/blog/mary-meekers-2017-internet-trends-report-5-key-healthcare-takeaways
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More Data Points 

The digitization of the workplace, of patient records 
— of, basically, the world — means that we have 
information. So much information. According 
to 2013 statistics, 90% of the world’s data has 
been created in the past two years. Exponential 
advances in processing speed and data storage 
make it possible to store and analyze quantities  
of data that were never before possible. The pace  
of advancement might be slowing, but for half  
a century, that processing power doubled every  
two years and changed the world with undreamed- 
of rapidity. 

More Calculations

According to PWC, countries that are more 
digitized derive 20% more in economic benefits 

than ones that are not yet digitized. Data sets alone 
mean nothing, but data analytics and data science 
make it possible to not only store, but learn from, 
that information. Those advances in computing  
let us do calculations impossible in a non- 
digitized world.

More Conclusions
 
Data capabilities have moved, and are moving,  
from historical to present to predictive to prescriptive. 
Once, we could use data to see where we’d been. 
More recently, we’ve become able to use real-time 
data to see where things are currently. Now, we can 
use data to predict where we’ll be. And increasingly, 
we can use data to guide us toward what we  
should do. 

The Evolution of Data Storage
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https://www.sciencedaily.com/releases/2013/05/130522085217.htm
https://www.sciencedaily.com/releases/2013/05/130522085217.htm
https://www.technologyreview.com/s/601441/moores-law-is-dead-now-what/
https://www.strategyand.pwc.com/media/file/Strategyand_Maximizing-the-Impact-of-Digitization.pdf
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Data’s Role in Healthcare 

Some two-thirds of major pharmaceutical and life 
sciences companies already use big data in their 
marketing efforts. But data’s role in healthcare may 
be hard to see because it’s so broad; it can look  
like many different things in practice. It may look 
like graphs displaying the results of a statistical 
analysis. It may look like a banner ad that offers  
a product suggestion based on your own recent 
online behavior. It may look like an alert on your 
device suggesting that you take an action. It may 
look like a look-alike model of your target audience, 
unveiling new ways of reaching them. 

The McKinsey Global Institute “estimates that 
applying big-data strategies to better inform 
decision making could generate up to $100 billion  
in value annually across the US health-care system, 
by optimizing innovation, improving the efficiency 
of research and clinical trials, and building new tools 
for physicians, consumers, insurers, and regulators to 
meet the promise of more individualized approaches.” 
In short: Big Data is a big deal. 

The Promise and Challenge of Big 
Data for Pharma 

Big Data Could Be a Health Care 
Game-Changer  

A Digital Revolution in Health Care 
Is Speeding Up 

3 Ways Big Data and Analytics Are 
Making Big Changes in Healthcare 

6 Things Every Brand Manager 
Should Ask to Maximize the Value 
of Big Data

How Data Science & Network 
Analytics Can Help Pharma Shift 
from Brand Centricity to Customer 
Centricity

SOME TWO-THIRDS OF MAJOR 

PHARMACEUTICAL AND LIFE SCIENCES 

COMPANIES ALREADY USE BIG DATA IN 

THEIR MARKETING EFFORTS

Nov. 2016

Feb. 2017

March 2017

May 2017

Aug. 2017

Sept. 2017

Big Data in Big Pharma Is Big News:  
The Past Year in Headlines

https://www.cuttingedgeinfo.com/2014/big-data-analytics-in-big-pharma-marketing/
https://www.mckinsey.com/industries/pharmaceuticals-and-medical-products/our-insights/how-big-data-can-revolutionize-pharmaceutical-r-and-d
https://hbr.org/2016/11/the-promise-and-challenge-of-big-data-for-pharma
https://hbr.org/2016/11/the-promise-and-challenge-of-big-data-for-pharma
http://www.cnn.com/videos/tv/2016/02/06/exp-gps-agus-sot-data-health.cnn
http://www.cnn.com/videos/tv/2016/02/06/exp-gps-agus-sot-data-health.cnn
https://www.economist.com/news/business/21717990-telemedicine-predictive-diagnostics-wearable-sensors-and-host-new-apps-will-transform-how
https://www.economist.com/news/business/21717990-telemedicine-predictive-diagnostics-wearable-sensors-and-host-new-apps-will-transform-how
https://www.inc.com/drew-hendricks/3-ways-big-data-and-analytics-are-making-big-changes-in-healthcare.html
https://www.inc.com/drew-hendricks/3-ways-big-data-and-analytics-are-making-big-changes-in-healthcare.html
http://www.mmm-online.com/sponsored/6-questions-every-brand-manager-should-ask-to-maximize-the-value-of-big-data/article/679802/
http://www.mmm-online.com/sponsored/6-questions-every-brand-manager-should-ask-to-maximize-the-value-of-big-data/article/679802/
http://www.mmm-online.com/sponsored/6-questions-every-brand-manager-should-ask-to-maximize-the-value-of-big-data/article/679802/
http://www.pharmexec.com/how-data-science-network-analytics-can-help-pharma-shift-brand-centricity-customer-centricity
http://www.pharmexec.com/how-data-science-network-analytics-can-help-pharma-shift-brand-centricity-customer-centricity
http://www.pharmexec.com/how-data-science-network-analytics-can-help-pharma-shift-brand-centricity-customer-centricity
http://www.pharmexec.com/how-data-science-network-analytics-can-help-pharma-shift-brand-centricity-customer-centricity
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THE PROMISE

Why Data Science Is Valuable for Pharma  
and Life Sciences

The healthcare industry has never had so many 
options to improve treatment. Digital data make  
it possible for research to be more extensive, results 
to be shared more broadly, and new treatments to 
be brought to market. Patients have never had so 
much data available to drive empowered decisions. 
Pharma marketers have never had so many services 
at their fingertips to identify and reach their  
target audiences. 

We live in a world of data, full of new data sources 
and tools that can be phenomenally powerful and 
phenomenally helpful. But it can be overwhelming. 

This new paradigm of data overload creates a need 
for new roles, new rules, new workflows and new 
solutions to maximize the understanding that can 
be gleaned from this data.  

“Data can be a very difficult topic with our pharma 
clients because, often, they don’t even know what 
they’re sitting on top of,” said Sam Johnson, director 
of the advanced analytics lab at Intouch Solutions. 
“Yet,” he pointed out, “they could be sitting on 
reams of information that could be very valuable 
in decision-making.” Even seemingly irrelevant 
or unrelated data points, when synthesized, can 
help us make better decisions faster, work more 
effectively and be more confident that what we’re 
doing is the best choice. 

"DATA CAN BE A VERY DIFFICULT TOPIC 

WITH OUR PHARMA CLIENTS BECAUSE, 

OFTEN, THEY DON’T EVEN KNOW WHAT 

THEY’RE SITTING ON TOP OF"
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THE IMPACT

Data, Data Science, Data Analytics:  
It’s Changing Healthcare

Of course, data-driven decision-making is not  
just about gaining access to data — though that 
is vital. It’s also about using systems (we’re well 
beyond spreadsheets) to help draw actionable 
conclusions from that data. Those data-powered 
conclusions can — and are — happening 
everywhere in healthcare.

How Data Is Changing Healthcare Today:  
Real Examples

• Patients can regain their normal lives while 
staying in touch with their care providers, 
thanks to data monitoring and digital connections 
to their healthcare providers. They can use Alexa’s 
Mayo Clinic app to get first-aid advice and call 
emergency services; have data predict whether 
they’re likely to get gestational diabetes; or 
compare hospital costs before they have  
a procedure.  

• Caregivers are finding that connected devices 
can help their loved ones stay safe and remain 
independent by using data to monitor and even 
predict dangerous situations. 

• Healthcare professionals can keep an eye on 
patients from far away, as rural care improves 
with telemedicine that can monitor and make 
predictions to keep patients healthy. 

• Payers are using data on patient outcomes and 
satisfaction to inform their negotiations.

• Hospital networks are moving from analog 
(think of the stereotypical whiteboard at a nurses' 
station) to digital systems to improve how rapidly 
and effectively they can treat patients. In one 
example, Cleveland Clinic learned that they 
were misdirecting their improvement efforts. 
Their chief experience officer said of the project: 
“All along, we thought our patient satisfaction 
scores were low because of terrible wait times, 
but instead, patients were much more concerned 
about receiving communication from the hospital 
workers and being treated with respect.”

• Clinical researchers are using predictive 
models to aim their studies toward “specific 
drug target and treatment goals.”  

• Citizen scientists are playing online games like 
EyeWire, enabling the crowdsourcing of data 
analysis to solve real scientific problems.

• Pharmaceutical manufacturers are 
implementing data-driven tools like artificial 
intelligence to improve drug discovery, supply 
chain logistics, and more. The Financial Times 
reported Novartis employs over a thousand 
“dual-qualified mathematicians and engineers  
to analyze big data.”

• Regulators are using data to keep patients safe. 
For nearly a decade, the Sentinel Initiative, the 
FDA’s electronic safety monitoring system, has 
been combining and reviewing information from 
electronic health records, insurance claims, 
registries and other sources.

https://www.fiercehealthcare.com/analytics/aha-s-most-wired-hospitals-favor-data-analytics-patient-communication-tools
https://medcitynews.com/2017/09/mayo-clinic-amazon-alexa/?_hsenc=p2ANqtz-_JvuBaf9f9hWJuUOJM0eucPHkMRql5F8U7G6soARfFvPZfQwCoTqiMv3KSmXbovb0XfD617sMxPPB7x8N6QxOg3G4CXOK0ZbMEmFYu9DkWFrTVv-0&_hsmi=56510643&rf=1
https://www.sciencedaily.com/releases/2016/06/160623115738.htm
http://www.baltimoresun.com/health/bs-hs-hospital-rates-20171017-story.html
https://blog.ioaging.org/caregiving/iot-sensors-and-data-collection-becoming-eyes-and-ears-for-home-caregivers/
https://hbr.org/2017/10/using-technology-to-improve-rural-health-care
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC4750833/
https://www.fiercehealthcare.com/analytics/pennsylvania-health-system-uses-real-time-data-to-improve-patient-throughput
https://www.healthcatalyst.com/how-cleveland-clinic-improve-patient-satisfaction-scores-data-analytics
http://www.mastersindatascience.org/industry/pharmaceuticals/
https://www.citizenscience.gov/2015/08/11/eyewire-brain-mapping/
https://www.reuters.com/article/us-pharmaceuticals-ai-gsk/big-pharma-turns-to-ai-to-speed-drug-discovery-gsk-signs-deal-idUSKBN19N003
http://www.pharmexec.com/supply-chain-analytics-pharma-s-next-big-bet
http://www.pharmexec.com/supply-chain-analytics-pharma-s-next-big-bet
https://www.fda.gov/Safety/FDAsSentinelInitiative/ucm2007250.htm
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Many of these applications were the goals of the 
HITECH Act of 2009, which aimed to “promote the 
adoption and meaningful use of health information 
technology.” But, of course, data analytics in 
healthcare also applies to another group of 
stakeholders: pharmaceutical marketers. 

“Once marketers realize what data they’re sitting 
on top of,” Johnson says, “they’ll see there are ways 
to leverage it and learn from it like never before.”
In fact, we’re already seeing marketers apply data 
science to improve their work. Following are just  
a few examples.

How Data Is Changing Pharma Marketing Today: 
Real Examples

• Programmatic media buying enables marketers 
to dramatically narrow their focus, find targets 
not previously reachable, and personalize 
strategies to cater to a precise audience’s 
interests and needs. In a recent case study, 
we demonstrated how the estimated cost per 
new start for a media campaign in an audience-
targeted segment was one-twentieth what  
it would be in a contextual segment. 

• New techniques, such as those applied recently 
by Intouch, can predict a payer’s likelihood to 
contract/cover a pharma company’s product(s). 
This allows the company to concentrate their 
market access reps on those accounts not likely 
to cover a product the following year, saving 
potential tens of millions of dollars when action  
is taken and coverage secured.

• Geolocation and geofencing make it possible 
for messages to reach individuals when they 
are in exactly the best place to receive it — 
whether that’s a physician at a conference 
booth, a student in a campus health center  
or a parent in a doctor’s parking lot. 

• Advanced social listening is revealing  
insights that marketers are applying well  
beyond social strategies to improve the  
entire multichannel ecosystem. 

• Personalized landing pages can bring readers 
who click on an email link to a brand.com page, 
highly customized to deliver hyper-relevant, 
actionable information. 

• Even simple apps can build relationships, 
bolstering trust and empathy with reminders, 
tips and updates that are issued based  
on a patient’s situation.

"THEY'LL SEE THERE ARE WAYS TO 

LEVERAGE IT AND LEARN FROM IT LIKE 

NEVER BEFORE"

https://www.hhs.gov/hipaa/for-professionals/special-topics/HITECH-act-enforcement-interim-final-rule/index.html
https://www.intouchsol.com/blog/firms-apply-programmatic-media-buying-predictive-targeting-astounding-results/
https://www.intouchsol.com/blog/data-driven-recipes-success-geolocation/
https://www.intouchsol.com/blog/data-driven-recipes-success-personalized-landing-page/
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Data as a Crystal Ball

Perhaps one of the most mystical aspects of 
data science in marketing is its power to predict. 
Predictive analytics are helping pharmaceutical 
marketers more effectively and efficiently use  
their marketing dollars for greater returns. 

As people move through their digital lives, they 
leave breadcrumbs which can be analyzed to 
understand their motivations and decision-making 
processes. Understanding their motivations offers 
us an opportunity to predict future behavior — 
so we’ll not only understand what a person has 
done, but also the potential for what they will do. 
Which means we can now predict the best target 
audience for our message or offer long before 
we’re in-market.

According to Johnson, “Many ROI calculations 
assume the right audience was targeted in the 
first place and focus on channel. But channel isn’t 
important until after the right target is determined. 
Organizations want marketing teams to be more 
efficient in spending before the measurement even 

occurs — this is precisely the role of data science 
and advanced analytics.”

Machine learning and advanced analytics are 
already proving successful at improving targeting, 
acquisition and retention before implementation 
and measurement. Marketers are more informed 
on not just where to spend their money, but who 
to spend their money on. The combination of 
these two factors is one of the most powerful 
opportunities that data science and machine 
learning offer.

Imagine being able to understand your professional 
target audience well enough to predict when  
a specialist is likely to prescribe, based on the tests 
they’ve ordered, their previous behavior and the 
behavior of their cohort. The precision that sales 
and marketing once had via in-depth conversations 
between physicians and sales representatives  
is becoming possible again, thanks to digital data  
— and can even be improved upon.  

PERHAPS ONE OF THE MOST MYSTICAL 

ASPECTS OF DATA SCIENCE IN 

MARKETING IS ITS POWER TO PREDICT
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From This to That: How Data Is Already 

Transforming Pharma Marketing

FROM THIS TO THAT

Patient data was locked behind HIPAA HIPAA-compliant methodologies that can 
leverage patient data have emerged

HCPs were the primary prescription 
decision-maker

Consumers are empowered by publicly 
available information and self-tracked data, 
and payers have heavy influence over what 
meds are prescribed and filled

Marketers observed contrived focus 
groups to learn about their audiences

Data is used to validate and build patient 
profiles based on actual behaviors

Pharmas were afraid of what they might 
“hear” through social listening

Marketers apply insights from mass 
amounts of social listening data to their 
entire multichannel ecosystem

“Web analytics” represented the 
regular, static reporting of how a website 
was performing

“Data analytics” is moving decision-making 
from historical to present to predictive 
to prescriptive

Marketers made decisions based on 
gut, personal preference, or limited 
data at best

Marketers make much more informed 
decisions based on real ROI data, and 
programs are optimized on the fly

?

! #
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THE FUTURE

The Data-Driven Cuture of Healthcare Blends 
Optimism and Enthusiasm With Realism  
and Practicality

Data can help handle the political arguments 
about healthcare. In the United States, cost 
continues to be a hot-button issue in healthcare.  
In the past decade, costs were contained in large 
part by lower utilization, but in the future, experts 
think pricing will become a greater focus. 

How will issues like this play out in practice? Many 
things remain to be seen, but this much is clear: 
strategic conversations will continue to draw 
information from ever more data sources. A cycle 
must also begin to come into play: all outward-
facing sales and marketing efforts should return 
data inward for further refinement of efforts. 

Healthcare Will Meet Rising Consumer Expectations

Consumers are becoming accustomed to seamless 
digital experiences. From our homes to our cars, our 
devices to our workplaces, we expect the systems 
with which we interact to know our history and our 
preferences, to offer exactly the option we need, 
and to let us complete transactions with a few  
taps. The healthcare system should be no different. 
In fact, 59% of U.S. online shoppers expect their 
healthcare customer service to be as good  
as Amazon’s.* 

As healthcare practices, hospitals, pharmacies  
and patients themselves increasingly generate and 
share data, pharma brands have an opportunity  
to turn that raw data (as Amazon so famously 
does) into safe, helpful experiences. 

CONSUMERS ARE BECOMING 

ACCUSTOMED TO SEAMLESS 

DIGITAL EXPERIENCES

*Cybercitizen Health® U.S. 2016, Cybercitizen Health® Europe 2016, ePharma Consumer® 2015

https://www.pwc.com/us/en/health-industries/health-research-institute/behind-the-numbers.html
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As one example, data-driven chatbot technology 
can be put to use to help triage patients, offer 
treatment education, and help people modify 
and improve their health behaviors. Bots that can 
learn and become smarter with experience, and 
ones with whom the average consumer is already 
comfortable interacting, are already taking some 
of the burden of smaller interactions away from 
overtaxed healthcare professionals and letting 
them focus on where they’re needed most. 

As expectations soar thanks to our experiences 
with the Amazons of the world, we’ll soon find 
ourselves in that future that once seemed so  
far away.

• How will insurance look in the years to come?  
Recently, Bloomberg suggested, “Big Data 
Is Coming to Take Your Health Insurance,” 
and forecasted a future in which universal 
government coverage may be the only solution. 
When CVS pledged to buy Aetna in December, 
they promised their merged data would give 
them the opportunity to “make real change.”

• Will the idea of “creative advertising” become 
obsolete? “Data is the new creative” has been  
a mantra of the advertising industry for years 
already, and agencies are scrambling to staff 

analysts and data scientists. Intelligent use  
of data has the potential to fully drive creative 
and program optimization decisions — especially 
in a world where consumers refuse to view 
interruptive traditional advertising, demanding 
only hyper-relevant messages.

• Will there be a need for marketers at all? 
Harvard Business Review and others have 
pointed out that artificial intelligence can 
begin to create content — but, so far, only very 
templated information. So our jobs are safe for 
now. But how much of the role of a marketer 
will be changed as marketing becomes more 
and more automated, as tactics begin to change 
instantly in response to events and predictions? 

• How will the central role of the physician 
change? As gastroenterologist Dr. Bryan 
Vartabedian noted, “Much of what we once 
did with our eyes, hands, and ears has been 
replaced by machines” — and some say that the 
majority of a physician’s work “will eventually be 
outsourced to algorithms and other artificial tools 
of clinical reasoning.” He doesn’t believe the sky 
is falling, but does point out, “The progression  
of technology calls upon us to undertake  
a critical rethinking of what we are doing now.”

That sounds like excellent advice for all of us.

DATA HAS THE POTENTIAL TO FULLY 

DRIVE CREATIVE AND PROGRAM 

OPTIMIZATION DECISIONS

https://www.bloomberg.com/view/articles/2017-08-04/big-data-is-coming-to-take-your-health-insurance
https://www.nytimes.com/2017/12/04/health/cvs-aetna-merger.html
https://www.ama.org/publications/MarketingNews/Pages/data-science-latest-in-demand-skill-marketing.aspx
https://hbr.org/2017/07/why-ai-cant-write-this-article-yet
https://www.statnews.com/2017/10/16/artificial-intelligence-physicians/
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Big Tech Will Further Infiltrate the Big Pharma 
Party — Invited or Uninvited

Tech players are doing their best to enter healthcare 
— sometimes forcing pharmaceutical manufacturers 
to choose between competing or partnering with 
this new category of competition. Not only are 
innumerable tech startups popping up in healthcare, 
but the biggest technology companies are making 
moves, too. To further foster tech-enabled health 
innovations, in September, the FDA announced 
it would lower regulatory hurdles for several big 
technology companies that are developing low-
risk medical software. Apple, Alphabet, Fitbit and 
Samsung are among them.     

Apple’s interest in health spans from hardware 
to software to new business models. What’s 
underpinning it all? Health data. 

• Apple’s hardware not only collects fitness  
data, but the company is exploring whether 
the Apple Watch can monitor glucose levels 
and detect atrial fibrillation. And they’re likely 
onto something, since the FDA just approved 
the first medical device accessory for the Apple 
Watch: KardiaBand, a personal EKG reader. 

• Apple’s software, HealthKit, is a hub for 
consumers to connect all their health and 
fitness data (and for professionals to view it). 
CareKit helps people manage chronic illness, 
and its open-source ResearchKit made it easy  
to create apps for clinical research. 

• It also was recently reported that Apple has 
considered expansion into health clinics.

The question is not whether Apple has access to a 
tremendous reserve of aggregated health data, but 
rather, what exactly the company plans to do with it.

https://www.technewsworld.com/story/84621.html
https://techcrunch.com/2017/11/30/fda-clears-alivecors-kardiaband-as-the-first-medical-device-accessory-for-the-apple-watch/
https://www.cnbc.com/2017/10/16/apple-considered-acquisition-of-crossover-health-part-of-health-push.html
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Google’s Verily Life Sciences is working with Duke 
and Stanford on the Baseline Project, an effort  
to collect health data from 10,000 volunteers  
and make it available for researchers. 

Facebook is testing pattern-recognition algorithms 
to spot users who may be suicidal or at risk of self-
harm. While not commercialized, the effort could  
be a bellwether for more predictive capabilities  
to come.

Amazon has a variety of healthcare-focused 
efforts: from its secret healthcare lab, code-named 
1492, to its efforts to break into pharmacy sales, 

to investments in places like cancer-genomics 
company Grail. Among other benefits, experts 
note that Grail’s massive data needs make them 
an ideal new customer for Amazon Web Services. 
Amazon Web Services, by the way, is the biggest 
Cloud service company in the world — bigger 
than its next 14 competitors combined. It hosts 
millions of websites — and all the data those 
websites generate.

Even older tech companies are getting into the 
game: Nokia has acquired smart-device company 
Withings for its digital health unit. 

NOT ONLY ARE INNUMERABLE TECH 

STARTUPS POPPING UP IN HEALTHCARE, 

BUT THE BIGGEST TECHNOLOGY 

COMPANIES ARE MAKING MOVES, TOO

https://www.technologyreview.com/s/604224/googles-massive-health-study-seeks-10000-volunteers-to-give-up-their-medical-secrets/
https://www.scientificamerican.com/article/can-facebooks-machine-learning-algorithms-accurately-predict-suicide/
https://www.cnbc.com/2017/07/26/amazon-1492-secret-health-tech-project.html
https://www.cnbc.com/2017/05/16/amazon-selling-drugs-pharamaceuticals.html
https://www.cnbc.com/2017/07/26/amazon-sees-grail-as-a-special-opportunity-for-its-cloud-business.html
https://www.cbsnews.com/news/cloud-computing-loudoun-county-virginia/
https://www.cbsnews.com/news/cloud-computing-loudoun-county-virginia/
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And, of course, IBM’s Watson supercomputing 
technology is being applied to a variety of marketing 
services. In an example close to home, Intouch 
used IBM Watson’s customer profiling platform, 
Personality Insights, to better inform consumer-
facing content we were creating for a pharma 
brand. Using proprietary tools, Intouch collected, 
processed, and verified social listening data from 
multiple sources and fed the data into IBM Watson’s 
Personality Insights engine. The engine then applied 
linguistic analytics and personality theory to infer 
attributes from the unstructured text. From there, 
Intouch performed statistical analyses to build  

a concept of the personality and preferences 
of both the patient community as a whole, and 
individual preferences over time. In other words, 
we used unstructured social listening data to gain 
insight into how and why our patient community 
thinks, acts and feels, so that we could better 
provide content to serve their needs —  
no guesswork required.

Cautionary Tales

Admittedly, there’s been plenty of hope and hype 
around buzzwords like "big data" and "artificial 

Intouch performed
social media listening

Intouch conducted statistical analyses 
and profiled the patient and patient community

Intouch collected, processed 
and verified the data and fed 
it to IBM Watson.

IBM Watson performed linguistic 
analysis and applied personality theory

Hyper-Relevant, Cross-Channel
Content that Resonates

IBM Watson
Personality Insights

Intouch Solutions
Advanced Analytics Lab

RESULT



16 THE DATA WILL SEE YOU NOW: WELCOME TO THE FUTURE OF HEALTHCARE

Gartner Hype Cycle for Emerging Technologies, 2017
SOURCE: GARTNER.COM/SMARTERWITHGARTNER
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intelligence." The media often speak of AI as 
though it’s one quantifiable “thing” — as though, 
for instance, IBM Watson is a small sentient oracle 
that sits on a table in a room, waiting for people 
to enter one at a time to ask questions. And we 
can benefit from remembering the Gartner Hype 
Cycle, an annual chart tracking the hype around 
new technologies. By Gartner’s measure, machine 
learning has now surpassed the “peak of inflated 
expectations,” still years away from realizing its  
full potential. 

It’s vital to remain critical of solutions that sound 
too good to be true or that don’t come with good 
explanations for a layperson. Some suppliers have 
been hyped to their detriment, seeing critical 
backlash for overselling their capabilities. 

Expectations must be practical. Some data solutions 
can add to, rather than reduce, the complexity of  
a program. While data analytics often aim to provide 
ease of use for end users, making that happen can 

create complications behind the scenes, particularly  
in the beginning as disparate data sources  
are combined. 

The Promise of Data in Healthcare  
Remains Powerful

There’s no shortage of data. “Finding value in the 
data is the hard part,” Intouch’s Johnson points out. 
“What are the hidden stories and patterns that we 
can use to create competitive advantage in the 
most efficient and effective way possible?” That’s 
exactly what he and his team do every day.
Handled properly, data analytics helps everyone 
win, providing new capabilities in myriad ways 
throughout the healthcare ecosystem: 
• Patients get the help they need. 
• Caregivers are able to safeguard their  

loved ones.
• Payers can provide better coverage with  

less waste.

https://www.gartner.com/smarterwithgartner/top-trends-in-the-gartner-hype-cycle-for-emerging-technologies-2017/
https://www.gartner.com/smarterwithgartner/top-trends-in-the-gartner-hype-cycle-for-emerging-technologies-2017/
https://www.statnews.com/2017/09/05/watson-ibm-cancer/
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• Hospital networks can care for their  
customers better.

• Healthcare professionals are able to spend 
more time interacting with patients and less time 
doing paperwork (assuming EMRs eventually 
deliver on their promise of efficiency). 

• Researchers can improve their odds of discovering 
life-changing medicines.

• Marketers are able to make the most important 
connections with the people who matter most.

• Regulators are able to get more treatment options 
approved and keep a better eye on the ones  
in-market. 

• We are all able to work together to improve health.

The pharmaceutical industry is known for being 
slow to adopt, and this has remained true for digital 
initiatives. However, the age of digital data  

is unquestionably changing healthcare in innumerable 
ways. We are seeing pharma marketing evolve — 
though perhaps not as rapidly as other industries. 
Our counterparts from just a couple of decades 
ago — marketers from the 1980s and 1990s — 
would be flabbergasted by how much — and 
how quickly — we’re capable of analyzing and 
understanding today. 

Data analytics can help us not only understand the 
healthcare environment, but help us discover ways 
to affect positive change. 
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FURTHER READING

Learn More About Using Data to Help Your Brand 

Talk to your Intouch team, check out the links 
throughout this report, and visit these recent Intouch 
reports and conference recaps for more information 
on how data technology can change your business.

Blog Posts, White Papers and Articles

• 6 Questions Every Brand Manager Should Ask 
to Maximize the Value of Big Data

• Big Data for Big Decisions

• Data Science: Nerds Love It, and So Should You

• Innovating During Disruption and Change 

• Machine Learning 101: What Is It and What’s 
It Mean for Pharma?

• Customer Experience — What’s Old Is New Again

• The Robots Are Coming: The Evolving Role  
of Machine Learning and Artificial Intelligence  

in Healthcare Marketing

Conference Recaps 

• South by Southwest Interactive

• Digital Healthcare Coalition West Coast Summit

• Adobe Summit

• Apple Worldwide Developer Conference

• Digital Pharma West

http://www.mmm-online.com/sponsored/6-questions-every-brand-manager-should-ask-to-maximize-the-value-of-big-data/article/679802/
http://www.mmm-online.com/sponsored/6-questions-every-brand-manager-should-ask-to-maximize-the-value-of-big-data/article/679802/
https://www.youtube.com/watch?v=0LqO1o9NEA8
https://www.intouchsol.com/blog/data-science-nerds-love-it-and-so-should-you
https://www.intouchsol.com/blog/innovation-during-disruption-and-change
https://www.intouchsol.com/blog/machine-learning-101-what-is-it-and-whats-it-mean-for-pharma
https://www.intouchsol.com/blog/machine-learning-101-what-is-it-and-whats-it-mean-for-pharma
https://www.intouchsol.com/blog/customer-experience-whats-old-is-new-again
https://www.intouchsol.com/blog/the-robots-are-coming-the-evolving-role-of-machine-learning-and-artificial-intelligence-in-healthcare-marketing
https://www.intouchsol.com/blog/the-robots-are-coming-the-evolving-role-of-machine-learning-and-artificial-intelligence-in-healthcare-marketing
https://www.intouchsol.com/blog/the-robots-are-coming-the-evolving-role-of-machine-learning-and-artificial-intelligence-in-healthcare-marketing
https://www.intouchsol.com/Blog/sxsw-2017-disruption-democratization-and-human-centered-design
https://www.intouchsol.com/blog/dhc-west-coast-summit-recap
https://www.intouchsol.com/blog/adobe-summit-2017-its-all-about-the-experience
https://www.intouchsol.com/blog/wwdc-2017-apple-takes-ar-vr-and-machine-learning-to-new-heights
https://www.intouchsol.com/blog/digital-pharma-west-from-anticiating-needs-to-measuring-success
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