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Your hosts for today

SANDER GEYSENPAULINE SCHOLLER
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Ground rules
• This webinar will take around 40 minutes
• You can submit questions at any time via the “Questions” box. 

Questions will be summarized and addressed after the webinar. 

• Please give us your feedback!
– Right after the webinar a short satisfaction survey will be launched. 

We would love to know your opinion!

• The webinar will be recorded and made available after the session. 
We will send you an email with the details
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Profile of respondents

Regional split of respondents

90%

6%

2%

1%

1%

Industry representation

Europe 
n=156

72%

11%

11%

6%

US 
n=14

Other 
n=23

APAC 
n=23
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Profile of respondents

Geographic scope Function representation

Regional HQ
15% 

Global HQ
26% 

National/Local
59%
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The following report is focused on 
European respondents 

active in Biopharma
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49%

48%

34%

33%
164 / 400

PERFORMANCE, EU Biopharma, 2024 (n=141)

Inspired by Dannemiller’s variation of the Gleicher formula (Source: Dannemiller and 
Jacobs, Changing the way organizations change. A revolution of common sense. Journal 
of Applied Behavioural Science (1992))
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Maturometer 2024

Digital budgets have 
declined, returning to 
2020 levels. 

What could be the 
reason for this? 

• ROI questions
• Fully satisfied with 

current activities
• Internal disconnect 

between teams

Which percentage of your budget is allocated to digital initiatives this year?

14%
16%

19%

22%

19%

23%

27%
28%

32%

24%

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

2024, EU Biopharma, n=96
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POLL: Is the percentage of budget allocated to digital similar for both global and local teams?

• Yes, both global and local teams allocate a similar portion of their budget to digital.
• No, global teams allocate a larger portion of their budget to digital.
• No, local teams allocate a larger portion of their budget to digital.
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Maturometer 2024

Global HQ allocates 
more than twice the 
percentage of their 
budget to digital vs 
local teams.

Which percentage of your budget is allocated to digital initiatives this year?

Regional HQ
(n=18)

Global HQ
(n=23)

National / Local
(n=54)

2024, EU Biopharma
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Maturometer 2024

HQ decision-makers are 
more confident in their 
omnichannel 
investments than local 
staff.

How certain are you that your omnichannel investments and measurements are optimal?

Local
(n=72)

HQ
(n=46)

2024, EU Biopharma
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Maturometer 2024

6%

71%

23%

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Dissatisfied Neutral Satisfied

Though few are 
dissatisfied, most 
respondents are neutral 
(not satisfied) with 
omnichannel efforts.

How satisfied are you with your current digital/ omnichannel activities? 

2024, EU Biopharma n=141
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What is the perception of HCPs?
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Maturometer 2024

HCP satisfaction with
omnichannel has 
remained stable for 
years now. 

Will we see a change in 
the 2024 results coming
out end of September?

How satisfied are you with your current digital/omnichannel activities? 

33%
41% 44% 44% 45%

59%
52% 51% 50% 51%

8% 7% 5% 6% 4%

Q4 2019 Q4 2020 Q4 2021 Q4 2022 Q3 2023

(Very) dissatisfied
Neutral
(Very) satisfied

n=4584 n=3029 n=4661 n=4956 n=4031

Source: 2019-2023
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Maturometer 2024

Key manageable 
barriers for 
omnichannel in the 
industry today are: 

• ROI questions
• Internal knowledge gaps
• Lack of technology
• Clear strategies

What are potential bottlenecks for digital in your organization? 

2024 (n=141)

2023-2024, EU Biopharma

Not enough internal knowledge

Lack of robust technologies

No clear digital strategies

ROI questions

16%

7%
7%

8%
8%

9%
15%

4%
2%
2%

7%
5%

5%
5%
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1. Unanswered ROI 
questions
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Maturometer 2024

Pharma is strongly 
dependent on reach 
KPIs, and misses out 
on connecting those 
with conversion KPIs 
(attitude/behaviour) to 
measure true ROI.

Which of the following items can you track at the individual level throughout the launch cycle? 

2024, EU Biopharma, n=141
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Maturometer 2024

How important is benchmarking as a driver for 
omnichannel excellence for you?

Few are benchmarking 
today, and satisfaction 
with those that do is 
low. 

How satisfied are you with your current omnichannel 
benchmarking activities?

2024, EU Biopharma, n=141 2024, EU Biopharma, n=44
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Maturometer 2024

Benchmarking 
satisfaction is low due 
to focus on internal 
metrics.

Which omnichannel benchmarking parameters are you considering? 

2024, EU Biopharma, n=141

88%

70%

52%

12%

30%

48%

Internal quantitative metrics Internal qualitative metrics External metrics

No
Yes
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1. Unanswered ROI 
questions

2. Lack of internal 
knowledge & insights
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Maturometer 2024

Digital knowledge 
levels are going down 
for a third year in a row.

Do you feel that you have sufficient knowledge of all opportunities offered by digital for your business activities

2023
(n=217)

2022
(n=127)

2022 - 2024, EU Biopharma

2024
(n=141)
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49%

48%

34%

33%

164 / 400

Daiichi-SankyoEU Biopharma

Maturometer 2024

In a context of low “internal 
knowledge”, it is expected 
insights are gathered 
externally.

Despite confirming the 
importance of such insights, 
the industry is (surprisingly) 
underleveraging customer 
insights.

HQ
Local

Robust insights

Robust insights

HQ EU Biopharma – n=57
Local EU Biopharma – n=83
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1. Unanswered ROI 
questions

2. Lack of internal 
knowledge & insights

3. Selective 
technology investment
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49%

33%

164 / 400

Daiichi-SankyoEU Biopharma

3. CAPABILITY TO CHANGE

Capability 
to change

48%

34%

Maturometer 2024

Technology

Cx programme

Channel mix

Biopharma continues to focus 
on technology while seemingly 
neglecting some of the basics, 
such as channel mix, customer 
experience, and training.

Staff well-
trained

2024, EU Biopharma n=141
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Maturometer 2024

What’s the current level of adoption of AI in your company’s customer engagement efforts?

2024, EU Biopharma, n=141

There is significant 
interest in AI, but its 
effective 
implementation 
remains challenging.
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Maturometer 2024

98% believe AI will add 
value, but there is no 
clear idea of where it 
will impact yet.

What AI solutions will have the biggest value in the omnichannel space in the next 2 years? 

2024, EU Biopharma, n=141
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1. Unanswered ROI 
questions

2. Lack of internal 
knowledge & insights

4. Effective global-to-local 
strategy formulation

3. Selective 
technology investment
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49%

48%

34%

33%

164 / 400

Daiichi-SankyoEU Biopharma

Maturometer 2024

The industry has a clear idea of 
“where it wants to be” in 2–3 
years (vision); however, they 
are struggling to formulate a 
plan on “how to get there” 
(strategy).

HQ is more optimistic on this 
topic than Local. 

Vision

Strategy

Leadership

HQ
Local

Vision

Strategy

Leadership

HQ EU Biopharma – n=57
Local EU Biopharma – n=83
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Maturometer 2024

Unsurprisingly, 
smaller European 
markets rely more 
heavily on HQ-
generated content. 

But is HQ-produced 
content tailored to 
those smaller 
markets?

To what extent do you leverage digital content from the Global/Regional teams?

2022 - 2024, EU Biopharma

Other EU
(n=29)

EU5
(n=54)
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Maturometer 2024

How do you involve key local markets in your digital planning today?

HQ currently tends to 
create central 
blueprints and assets 
which are then shared 
for local adaptation.

2024, EU Biopharma n=53

29%

20%

15%

14%

14%

9%

AS-IS
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Maturometer 2024

How do you want to involve key local markets in your digital planning in the future?

TO-BE

HQs plan to shift to 
co-created campaigns 
and improve local 
performance 
measurement.

2024, EU Biopharma n=53

29%

20%

15%

14%

14%

9%4%

24%

21%

6%

12%

33%

AS-IS
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1. Unanswered ROI 
questions

2. Lack of internal 
knowledge & insights

5. What is your 
experience?

3. Selective 
technology investment

4. Effective global-to-local 
strategy formulation
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POLL: 
Do you believe budgets for digital and omnichannel in your organization are under pressure as well?

• Yes

• No

• Don’t know
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POLL: 
Which of the following barriers do you believe is primarily responsible for this in your organization?

• Unanswered ROI questions
• Lack of internal knowledge and insights
• Lack of foundational enablers (channel mix, customer experience programs, content production, etc.)
• Ineffective global-to-local strategy formulation
• Other
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Maturometer 2024

2024 (n=141)

When looking at 
pharma’s ambition for 
the next 2 years – a lot 
matches to the 
challenges that were 
highlighted.

Please indicate the importance of these topics to your organization in the next 2 years

2024, EU Biopharma

19%

13%

12%

10%

9%

7%

7%

7%

6%

5%

4%



Thank you!

SANDER GEYSEN
sander.geysen@precisionaq.com

PAULINE SCHOLLER
pauline.scholler@precisionaq.com
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Our omnichannel solutions offering

We are...
omnichannel enthusiasts
industry experts
digital strategists
data analysts
trusted advisors

We offer…
end-to-end and cross-functional omnichannel 
consulting, products and upskilling – 
built on a robust evidence base – 
to boost your customer engagement

R E I M A G I N E  C U S T O M E R  E N G A G E M E N T
SERVICES PRODUCTS

Scan the QR-code to learn more
or email us at: customercare@precisionaq.com
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Please give us your feedback!

Right after the webinar a short satisfaction survey will be launched. 
We would love to know your opinion!
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Talk to us about how our strategic consulting services – fuelled by the 
latest HCP and industry insights pulled from our Navigator365™ and 
Maturometer™ research – can help accelerate your journey towards 
delivering an unparalleled omnichannel customer experience.
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Descriptions drivers/enablers

NEED FOR 
CHANGE

VISION & 
GOALS

CAPABILITY 
TO CHANGE

FIRST STEPS

OC technologies
Having the right 
omnichannel 
technologies in place

Board support
Having a strong 
digital/omnichannel 
team with Board support

Staff well-trained
Staff is well-trained in 
digital

Change management
A strong and motivational 
change management 
communications 
programme

Channel mix
Robust process for 
channel mix 
decisions

360° HCP database
An integrated 360° HCP 
database across all channels 
(online, offline, marketing, 
sales, medical, ...)

Channel acceptance
Having a good view of 
channel acceptance (digital, 
personal, ...) at the 
individual HCP level

Innovation-
oriented culture
Having a strong 
innovation-oriented 
culture in place

Agile
Applying design 
thinking/agile to 
accelerate the digital 
transformation

Customer journey mapping
Customer journey mapping to 
design integrated omnichannel 
customer experiences at 
every touchpoint

Crossfunctional teams
Sales, Marketing and Medical 
collaborating as a crossfunctional 
team to design and execute 
omnichannel customer journeys

Cx programme
Having a strong 
customer experience 
programme in place

Rich digital assets/content
Having a rich offering of digital 
assets and (modular) content 
in place to accelerate 
customer adoption

Burning platform
A strong sense of urgency 
to change the traditional 
customer engagement 
model

Board priority
The Board gives high 
priority to digital 
transformation

Business cases
The development of 
strong, quantified business 
cases to drive the digital 
transformation programme

Robust insights
Robust insights in key 
digital customer trends

Digital 
transformation vision
A strong vision/aspiration 
for digital transformation

Leading by example
A strong Inspiring senior 
leadership and “leading 
by example” on the 
digital journey

Multiyear strategy
A detailed multiyear 
strategy (multiyear 
roadmap etc.) for digital 
transformation

Momentum
Having a strong 
momentum for the digital 
transformation programme

Pilots
Doing set of well-
metricised omnichannel 
pilots with clear 
ROI/results outputs

Tracking
Tracking the progress of 
the digital transformation 
journey on a widely 
shared dashboard

Benchmarking
Having a robust process 
for omnichannel/Cx 
benchmarking vs 
competition


