
WORKING DRAFT

Last Modified 3/18/2014 11:48 AM Eastern Standard Time

Printed 3/18/2014 11:50 AM Eastern Standard Time

Disruptive Forces in 
US Healthcare
Capturing the Digital Opportunity

CONFIDENTIAL AND PROPRIETARY
Any use of this material without specific permission of McKinsey & Company is strictly prohibited

Pharmaceutical Information Systems Association
July 24, 2013



L
a

s
t M

o
d

ifie
d

 3
/1

8
/2

0
1

4
 1

1
:4

8
 A

M
 E

a
s
te

rn
 S

ta
n

d
a

rd
 T

im
e

P
rin

te
d

 3
/1

8
/2

0
1

4
 1

1
:5

0
 A

M
 E

a
s
te

rn
 S

ta
n

d
a

rd
 T

im
e

McKinsey & Company |

Sastry Chilukuri

Partner, McKinsey & Company

� Strategy, technology and operations for Pharma, 

Med Device and Government

� 6 yrs with GE Healthcare in various roles

� BS, Indian Institute of Technology (IIT); MBA, Kellogg  

Rena Rosenberg

Partner, McKinsey & Company

� Branded and Generic Pharmaceuticals 

� Digital Marketing and Sales 

� PhD, Economics, University of Chicago



L
a

s
t M

o
d

ifie
d

 3
/1

8
/2

0
1

4
 1

1
:4

8
 A

M
 E

a
s
te

rn
 S

ta
n

d
a

rd
 T

im
e

P
rin

te
d

 3
/1

8
/2

0
1

4
 1

1
:5

0
 A

M
 E

a
s
te

rn
 S

ta
n

d
a

rd
 T

im
e

McKinsey & Company | 2

Disruptive forces shaping the US 
Healthcare industry

� Capturing the Digital Opportunity

Contents
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The current landscape represents unprecedented shifts across the 
industry

12

12

Arkansas Payment Improvement Initiative (APII):

William Golden MD MACP

Medical Director, Arkansas Medicaid

UAMS Professor of Medicine and Public Health

William.Golden@arkansas.gov
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Innovative payment models are increasing dramatically, with Accountable 
Care Organizations in over 40 states

SOURCE: Croshaw 2011

Million insured lives

Number of ACOs affiliated with hospitals in each state

Zero 1-2 3-5 3-9 10 plus

PROVIDERS

The spread of Accountable Care Organizations (ACOs)

McKinsey & Company 23|

Primary care shortage is worsening, with less than 30% MDs in 
primary care, down from over 50% thirty years ago

130,000 
deficit

Close to 40% 
of projected 
shortage is PCPs

PROVIDERS

20072003199919951991

Percentage of med school 
graduate who said they intended 
to go into primary healthcare
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Predicted physician supply 
vs. demand
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9 

042003

2010–16

Average
Total

: $21.7B
: $152.0B

2003–09

Average
Total

: $10.6B
: $74.0B

1 Defined as all drugs with peak sales greater than $50 million

SOURCE: Evaluate Pharma

Period examined in this report

Forecast period for the purposes of this report

The pharmaceutical industry is facing an unprecedented 
wave of patent expirations over the next 5 years  
US sales in USD billions

PHARMACY

Total prior year sales of all drugs expiring in a given year

ACA and 
Exchanges

Innovative 
care models

Primary care 
shortage

Generics 
rise

M&A
State Innovation 

Models
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Providers are struggling to maintain future profitability 
with declining reimbursement

SOURCE: Objective Health Outside in Reform Impact estimates; CMS Cost Reports 2010

2016 2019

(today)

# of hospitals 
(per 50 bp segment)

Impact on 
EBITDA margin 
(bp) based on 
reform model2011 median hospital EBITDA margin2 =  7% 

2019

~90% of hospitals will see 
contraction of margins as 
Medicare and overall 
reimbursement per patient 
declines
Average margin moves 
down 400bp

2019

~90% of hospitals will see 
contraction of margins as 
Medicare and overall 
reimbursement per patient 
declines
Average margin moves 
down 400bp

800

600

400

200

1,000

+100 +200 +300 +400 +500-200-300-400-500-600-700 -100 0

1,200

1 3248 US acute care hospitals modeled in Objective Health; assumes all states expand Medicare and hospitals do not make changes to cost or revenue 
2 Median determined by margin at 50% of hospital market revenue

Distribution of reform impact on hospital customer’s EBITDA margins1 

2016

~70% of hospitals expected to 
see a contraction of margins 
due to a decrease in 
reimbursement; this is 
tempered by an increase in 
number of insured
Average margin moves
down 100bp

2016

~70% of hospitals expected to 
see a contraction of margins 
due to a decrease in 
reimbursement; this is 
tempered by an increase in 
number of insured
Average margin moves
down 100bp

PROVIDERS
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Six strategic priorities for providers 
PROVIDERS

Implement broad-ranging cost control programs,
(“Medicare margin” efforts)

1

Build sufficient scale in core hospital operations (through in-region 
M&A or outsourcing), and expand across the continuum of care

2

Drive physician alignment to support efficiency and quality improvements
and improve care coordination

3

Explore the full range of innovative reimbursement models (including 
episode-based payments, ACOs or even IDNs)

4

Create a distinctive capability in infrastructure that addresses value 
over volume (e.g., EHR & IT infrastructure to allow for data exchange)

5

Strengthen retail capabilities, including more sophisticated value-based 
pricing, direct-to-consumer and direct-to-employer supplemental care products

6
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New types and combinations of intermediaries are emerging

Wholesaler Retailer PBM PayorWholesaler Retailer PBM

2007 Today

CHANNEL
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Involvement in 
delivering outcomes

Negotiating on 
rebates / COGs, to 
preserve shrinking 
EBIT margins

Scaling mid-size 
players to be more 
competitive (e.g., 
Catamaran)

Investing in specialty 
to differentiate and 
grow

Differentiating on cost 
by offering narrow 
formularies and more 
aggressive product 
management

PBMs

Intermediaries – strategic priorities
CHANNEL

Providing care  or 
collaborating with 
providers 
(CVS Minute Clinic; 
Walgreens activity in 
vaccines)

Growth of 
omnichannel
(drugstore.com and 
Amazon)

Increasing  
involvement in 
adherence / outcomes 
(CVS Pharmacy 
Advisor)

New approaches to 
and emphasis on 
private label 
(front-store excellence 
in WAGS/Alliance 
Boots)

Playing in specialty 
(Walgreens / ABC)

Value chain migration 
(e.g., Medline)

New sites of care 
(e.g., McKesson and 
DSSI, Cardinal and 
AssuraMed)

New value added 
services / solutions 
for providers, payors, 
manufacturers

Strategic redirection 
(e.g., Celesio)

Globalization (e.g.,  
Amerisource Bergen / 
Alliance Boots)

Retailers Distributors
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Key changes to payor market resulting from healthcare reform

SOURCE: Affordable Care Act; MPACT; McKinsey estimates; state regulations

Changing 
economics

Consumer-
driven market

Key 
consumer 
insights

New 
distribution 
channels

New 
bases of 
competition

▪ By 2016, ~40% of lives in plans actively chosen by consumers

▪ Individual market 60-70% low/middle income consumers (<400% FPL)

▪ Employer market increasingly consumer choice-driven (e.g., defined 
contribution private exchanges)

▪ Brand and price matter 

▪ Majority say they will trade off provider access to optimize price

▪ Many first time buyers likely to seek multiple channels and consultative 
support

▪ Alternative channels (vs. broker, telesales) expected to grow

▪ Health plans expect operating margins at 2%-5% similar to government 
programs

▪ Risk adjustment rules (3R’s) will influence economics – e.g., relative 
value of compliant, chronically ill patients more valuable than relatively 
healthy patients

▪ Competition largely by state and local market

▪ Increasingly consolidated marketplace with significant new entrants 
(e.g., in managed Medicaid)

PAYERS
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Five strategic priorities for payors

2

Further drive down cost (“bend the trend”) through innovative 
“re-found” health care value approaches, e.g.,
▪ Develop narrow networks and new care / payment models
▪ Manage high-risk patients with improved care management

1
Reduce traditional medical and admin costs to compete in more price-
sensitive world

3

Shift to a consumer-centric business model and organization
▪ Evolve offerings to compete in consumer-driven markets
̶ Attract profitable high-risk patients
̶ Build capabilities in consumer insights and marketing  
̶ Develop new pricing approaches to replace traditional underwriting

▪ Develop consumer-facing and care management capabilities to win in the 
growing government (Medicare and Medicaid) segment 

4 Determine which businesses / markets to play in

5
Prepare for new competitors entering the market 
(e.g., Medicaid pure plays, providers, other smaller players)

9

PAYERS
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93

212

198

47

25

46

14

2009

305

Individual purchase2

Uninsured

Private exchanges

Group insurance1

2016

330

0

SOURCE: MPACT Release 4.9.4.1

1 Includes Medicare (FFS, MA), traditional health plan, medicaid
2 Includes individual coverage, MA-PDP

% of consumers 
choosing their own 
health plan

15%15% 28%28%

Within a plan, decisions in treatment and 
provider selection

Choice of plans (unconstrained)

Millions of members

Choice of plans among options defined by 
employers (e.g., private exchange)

▪ ~ 25M newly insured Americans, with 
most as more active “selectors” of 
coverage

▪ Degrees of consumer choice:

PATIENTS
What is the impact on patients?  Many more (confusing) choices …

Impact of reform on insurance market
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… and a digital reaction

59%59%
Searching for 
health info online

98%98%

26%26% 67%67%
Engaging in social 
media on health

50%50% 84%84%
Using mobile 
devices for health

18%18% 51%51%
Using health-
related apps

Patients/Caregivers Providers

PATIENTS
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TA categories Primary care examples

Hypertension 
Cholesterol

55% of 
spend

>90% discounts
up to 70+% rebates

Specialty care examples

Insulin 
DPP4s 
SABAs

30% of 
spend

Up to 60+% rebates

Human 
growth 
hormone

5% of 
spend

Up to 50+% rebates

Combo ICS/ 
LABAs for 
asthma

8% of 
spend

Up to 20% rebates

MS (inj’s) 
Anti-TNFs
Hemophilia 
Infertility

70% of 
spend

Up to 10% rebates

Anti-clotting 
agents

7% of 
spend

0-1% rebates

Orphan txs
HIV 
Most of Onc

25% of 
spend

0-1% rebates

Access environment

▪ Payer control is 
tightening 

▪ In some cases, 
net prices are 
falling

SOURCE: McKinsey industry intelligence, expert interviews

▪ Limited payer 
control

▪ Prices are 
increasing rapidly 
(up to double digit 
YoY growth) and 
rebates are 
nowhere close to 
keeping up with the 
price increase

Hard to 
substitute 
once patient is 
on treatment

Highly 
challenging to 
substitute

Generics 
available

No generics 
but highly 
substitutable

Implications vary across portfolio – US pharma access environment 
diverging
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Increased healthcare consumption, and 
potentially in new outlets

What does this all mean?

More healthcare spending

Governments, payors, consumers, and 
employers will all seek greater value

Greater value orientation

Margin pressures mean players must evolve 
and differentiate on value

Margin squeeze

Consumers changing coverage face 
complicated healthcare landscape

Confused consumers What role will 
technology play in 
all this disruption?
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� Disruptive forces shaping the US 
Healthcare industry

� Capturing the Digital 
opportunity

Contents
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There are six main drivers of digital transformation 
for Pharmaceutical companies

Healthcare IT: Most transactions are digital now Social media use driving insight and influence

Mobile healthcare becoming platform for 
interactions

Sensors providing real time insight on patients

Big data/advanced analyticsGenomics driving more personalized care

Source: McKinsey
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Delivery 
Excellence

(IT Infrastructure, 
Application 

Mgmt, Lean IT)

Strategic 
Enterprise 

architecture

Strategic 
Sourcing

Next Generation 
Infrastructure

Digital 
Customer 

Engagement 
(e.g., Clinicians, 

Consumers)

Digital 
Enterprise
(e.g., Field 

Force, G&A, 
Supply Chain)

Advanced 
Analytics
(e.g., R&D, 

RWE, Safety)

Strategic areas 
of focus

Core IT 
Performance
Core IT 
Performance

Technology 
Enablement
Technology 
Enablement

Digital
Strategy
Digital
Strategy

Need for a top-down technology enabled strategy

Role in digital 
health 

ecosystem

Disruptive 
technological 

innovation

21 3
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Data 
ecosystem

Modeling 
insights 

Data modeling

“Black box”

Heuristic insights

“Smart box”

Workflow 
integration

Process redesign

Tech-enablement

Adoption

Internal

External

Capability building

Change management

Source 
of value1 2 3 4 5

Modeling
insights

Data 
ecosystem Adoption

Workflow 
integrationSource of value

▪ Advanced 
statistical analysis 
to drive business 
insights

▪ Codified heuristics 
dispersed in the 
organization to 
enhance analytics

▪ Management of 
large pools of 
internal and 
external data

▪ External 
strategic 
partnerships

▪ Developed frontline 
and management 
capabilities 

▪ Proactive change 
management and 
tracking of adoption 
with performance 
indicators

▪ Easy-to-use user 
interface built in 
the platform

▪ Redesigned 
processes to 
embed rules in the 
workflow

▪ Clear articulation 
of the business 
needs for 
advanced 
analytics and 
assessment of 
expected impact

Ensuring business impact from advanced analytics requires 
covering the five bases

1

CAPTURING THE VALUE
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Traditionally unstructured data sources are yielding more insights

Pharmacos are better able to integrate data sources due to increased 
insights from unstructured data, easier access to unstructured data, 
and advanced capabilities to capture value in structured data

Unstructured Structured

Illustrative 
data
Illustrative 
data

Sample 
vendors / data 
sources

Sample 
vendors / data 
sources

▪ Social media data 
(e.g., leading 
consumer 
complaints)

▪ Search engine data 
(e.g., search terms 
pairings as a proxy 
for adverse events)

▪ Genomics

▪ EMR / EHR
data (e.g., 
relapse rates, 
comorbidities)

▪ Lab test data

▪ Supply chain 
data (e.g., 
months on hand, 
stock-out rates)

▪ PV data (e.g., 
adverse events)

▪ Claims registry 
data

1

CAPTURING THE VALUE
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▪ Gender

▪ Age

▪ Household/billing address

▪ Number of people on plan

Multiple stages along the journey – Telco Example

Factual identity data

Level 1

Level 2

Level 4

Level 5

Level 3

▪ Billing preferences –

paper, online, mobile

▪ Payment history and type 

(credit, debit, cash)

▪ Credit/history score

Billing data

▪ POS data – location, time, 

amount, product

▪ Channel preferences and 

behaviour (through e.g., 

Clickfox)

▪ Online channel behaviour 

(sales and service)

Usage data

Network data

▪ Location

▪ Voice, SMS and data 

usage (CDR/ DDR))

▪ Data consumption and 

type (e.g., online 

browsing, app types)

▪ VOD usage (amount, 

time, etc) and type (e.g., 

Tbox)

▪ Music consumption (e.g., 

Mog)

Response data

Marketing response data

▪ Contact history

▪ Campaign response

▪ Offered products

▪ Real time IMEI location

▪ Fixed connection location

▪ Housing lists

▪ Phone numbers

▪ Further demographic 

information

External data

Unstructured data

▪ Social media – e.g. 

LinkedIn data allows us to 

segment customers by 

occupation, recent 

promotion, etc…

▪ E-mail

▪ “Big data” insights

▪ E.g., through partnering 

with a major retailer

▪ Spending habits –

average spend per month, 

preferred payment types, 

etc…

Partner data

1

Internal data sources External data sources

CAPTURING THE VALUE
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Example – Pharmacos need to integrate internal and external data 
sources to execute Big Data opportunities 

Real world data

Healthcare consumer data

Non-healthcare data

Level 1

Level 2

Level 3

Level 4

R&D data

Internal data sources External data sources

▪ Clinical trial data (e.g., trial 
parameters, outcomes) 

▪ Genotypic data 
(e.g., DNA, RNA, CNV data)

▪ Phenotypic data

▪ Biomarker data (e.g., 
proteins that indicate disease 
progression)

▪ EMR data (e.g., diagnosis, 
treatment, test results)

▪ Diagnostic results data (e.g., 
tissue samples, imaging 
scans)

▪ Medical claims data 
(e.g., medications 
reimbursement data)

▪ Registry data

▪ Safety and PV data (data on 
AEs before / after drug launch)

▪ Medical device data (e.g., 
data from sensors, 
smartphones)

▪ Academic research and 
publications data

▪ Epidemiological data

▪ Administrative clinical data 
(e.g., admission, discharge, 
transfer data)

▪ Prescription claims data 
(e.g., dosage data from 
PBMs)

▪ Clinical and pharmacy 
dispensing data (e.g., refill 
data from retail pharmacies)

▪ Drug order and sales data 
(e.g., transaction records of 
drug sales)

▪ Social media data (e.g., 
commercial and safety 
observations from patient 
online communities)

▪ Payment accountability data 
(e.g., timing of credit card 
payments and rent payments; 
Medication Adherence Score 
data)

1

CAPTURING THE VALUE
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Lots of confusion and misunderstanding about emerging data 
technologies and platforms

“Everyone talks about 
Hadoop, we need one, too!”

“We have bought a SAP 
HANA license, reports will 

be much faster soon”

“Big Data is all about 
unstructured data”

“Big Data will replace my 
entire data warehouse!”

“We need to integrate 
weather data into our 

DWH!”

“Our technology 
partner tells us we need to 

replace our existing DWH with 
MPP technology to 

catch up”

“Can we run our financial 
reporting with MapReduce? I 

think Hive can help”

“We can outsource all data 
to Amazon Web Services“

“In-memory makes 
decisions in real time”

“Big Data is for marketing –
they have bought Netezza to 

do it”

1

EMERGING DATA TECHNOLOGIES AND PLATFORMS
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Web plat-
form

Orders, 
logs, …

CRM

Orders, 
logs, …

ERP

Orders, 
logs, …

SCM

Orders, 
logs, …

Example “reference architecture”

Systems of 
record / 
Operational 
applications

Data inte-
gration & 
transformation

Common data 
access

Data 
warehousing

Business 
analytics

Data access & 
services

Staging

Extract

Transform

Load

(Near) real-
time loading

Traditional 
ETLDirect 

feeds

Operational 
data reposi-
tories ODS +/-

Traditional 
DWH

Big Data production 
DWH

Analytics 
sandbox

+
+

Reporting/ 
Dashboards

OLAP
Statistics 
tools

Visualization
Experimental 
tools

Data & analytics 
services 

Applications
Direct (via 
user)

Manual 
feeds

APIs

High-performance layer

External 
data

1

2

3

4

5

6

Analytics
/ Visua-
lization

Business 
use

Business 
use

Data

1

EMERGING DATA TECHNOLOGIES AND PLATFORMS
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Data governance is becoming increasingly centralized

Examples from "data-driven" industry leaders

"The new leader was 100% dedicated to 
data and analytics, and was able to engage 

in business-terms and translate under 

the covers into technology moves."

Dedicated 
leader

Mix of business and 
technology mindset, vision 
of where data can drive 
competitive advantage

Demand-
driven

"... deep understanding of business drivers 
and economics created an heat map of 

where data could make a real difference."

Business perspective on 
where data can drive profit-
driving decisions

Org 
enablement

"We had one group across the globe to 

manage all our system instrumentation 

and data warehousing needs. They also 
built our tools and led advanced analytics."

Global, centralized BI 
group responsible for 
insights, engineering, and 
demand planning

Specialists of predictive 
analytics, machine learning, 
data visualization skills

Talent "The BI team was full of PhDs and 

‘super-brains’. These guys were at 
the cutting-edge."

1

GOVERNANCE
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Many organizations have created leadership positions focused 
on data and insights 

Sally Hinds

▪ At Thomson Reuters: Global Head of Enterprise Data Management.  Runs the Thomson 
Reuters Enterprise Platform for Data Management (TREP DM) business line.

▪ Prior to this role:
– HSBC, head of global market data team, Global Head of Enterprise Data Mgmt.
– Credit Suisse, program manager on reference data management

Eric Schadt

▪ At Mount Sinai: Director, Icahn Institute for Genomics and Multiscale Biology.  Oversees 
generation and integration of large-scale molecular profiling and clinical data for constructing 
molecular networks.

▪ Prior to this role:
– Chief Scientific Officer at Pacific Biosciences
– Executive Scientific Director of Genetics at Rosetta Inpharmatics

Eugene Kolker

▪ At Seattle Children’s: Chief Data Officer.  Responsible for data analytics to identify methods 
for more efficient and effective management of patients with complex diseases, like diabetes.

▪ Prior to this role:
– Affiliate  Associate Professor, Department of Biomedical Informatics, University of 

Washington School of Medicine
– Founder and President, the BIATECH Center

John Bottega

▪ At Bank of America: Chief Data Officer. Responsible for the banks data management 
strategy, policy and governance. He reports to Bank of America's CIO, Marc Gordon.

▪ Prior to this role:
– CDO at Citigroup
– VP and Chief Data Officer, Federal Reserve Bank of New York

1

GOVERNANCE



L
a

s
t M

o
d

ifie
d

 3
/1

8
/2

0
1

4
 1

1
:4

8
 A

M
 E

a
s
te

rn
 S

ta
n

d
a

rd
 T

im
e

P
rin

te
d

 3
/1

8
/2

0
1

4
 1

1
:5

0
 A

M
 E

a
s
te

rn
 S

ta
n

d
a

rd
 T

im
e

McKinsey & Company | 2525

▪ Canned messages 
▪ Videos/presentations
▪ Tailored to screen

Opportunity now to evolve the pharma commercial model

KOLKOL/
HCPs

Networks, systems and 
segments that may span 
multiple geographies

▪ Mining online discussions 
▪ Clickstream data 
▪ Tech-enabled devices

▪ Virtual clinical support 
▪ Patient identification 

▪ 24x7 CSF 
availability with 
option to call

▪ Post videos, 
research, messages 

Market 
research

Territory

Access Tools

KOL

Tracking Insight 

Channels Content

Online/offline 
Tracking

Territory

Current One version of the future

▪ Web traffic
▪ Product perception 

in online community
▪ # of postings, # of 

physicians 
engaged, frequency 

Customer journey 

2
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Algorithms 
identify pain 
points 
to target for 
interventions
▪ Needle 

phobia
▪ Lack of 

early 
efficacy

▪ Financial 
hardship

Algorithms 
identify pain 
points 
to target for 
interventions
▪ Needle 

phobia
▪ Lack of 

early 
efficacy

▪ Financial 
hardship

Company proprietary data

Digital customer engagement is an example of how big data 
insights can be used to create impact ILLUSTRATIVE

Personalized 
webpages based on 
search history

Targeted 
YouTube videos

Optimized nurse  
call center

Tailor interventions at most effective 
points in the customer journey

Customized app 
with reminders 
and resources

Purchase behaviors Social

Ethnographies 3rd party payments

Decision Journey Health data

Integrate data from multiple sources to 
create a 3600 view of the patient

Co-pay 
card data

Call center / 
speech analytics 

Clickstream / 
Online browsing 

2
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▪ Using advanced analytics of mem-
bers to design tailored services

▪ Quantifies the member’s risk of 
serious conditions (e.g., heart 
attack, stroke, cancer, onset and 
complications of diabetes), 

▪ Prioritizes actions the member can 
take to reduce their risk based on 
their preferences

▪ Activates the patient and improves 
adherence

▪ Used for innovative disease 
modelling

Source: www.healtdata.gov/blog/archimedes

5yr Cardio-
vascular
risk

-13%

X 6
Statin Rx
Fill rate

Meaningful impact on risk and 
adherence

Kaiser Permanente has used integrated software and data 
solutions to improve services and outcomes

2
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Optimize paid 
media

Level 0

Level 1

Single channel 
optimization 

Level 3

At scale 
deployment 

Level 4

Beyond 
commercial

Level 2

Multichannel 
excellence  

A pharmaco’s customer transformation journey depends on your 
starting point and the organization’s ambition

Apply single 
channel approach 
across channels 
(+ launch new 
channels) by  
understanding  
each channel’s   
role in combination 
with others across 
customer journey

Digitize 
workflows and 
processes, train 
on new skills and 
use as basis to 
deploy test and 
learn and data / 
insights globally, 
across brands; 

Build test & learn 
capabilities in an 
owned channel 
by building 
throughput

Improve spend 
efficiency by 
migrating to lower 
cost channels while 
maintaining top line

Leverage 
foundational  
capabilities in data 
discovery, analytics, 
insights across other 
functions; free up 
cash by optimizing 
back end 
infrastructure 

Level of ambition depends on how broadly you wish to scale 

2
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Leading practices for building a “Digital Enterprise”

‘Digital’ transformation

Approach

Analytics

End-
products

Scaling

Agenda

Traditional transformation

ACTION FIRST – Embed strong bias
to action and operational orientation to
capture impact

Conduct analysis; identify
and size the opportunity

DATA IMMERSION – Attain full data
access to enable holistic analytics and
capability building

Analysis based on looking at only 
a limited set of 
information 

INTERACTIVE TOOLS – Bring insights
to life through interactive, digital end 
products to change behavior

Application of tried and true tools 
and frameworks to deliver insights

FULL IMPLEMENTATION – Scale
solutions and create organizational
stickiness and maximum impact

Milestones including traditional 
progress reviews and workshops

2-3 Strategy Agenda or Functional 
areas

ACROSS VALUE CHAIN – Apply deep
analytics and functional expertise
across the value chain

3
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How IT projects are typically run … How industry leaders drive Digital …VS.VS.

▪ Over-engineered specs

▪ Late or very late delivery

▪ Operating model implications 
discovered late

▪ “Not what the business wanted”

Business defines full 
set of requirements
Business defines full 
set of requirements

IT translates into 
technical specs
IT translates into 
technical specs

IT selects vendorIT selects vendor

Large-scale 
implementation prog.
Large-scale 
implementation prog.

Company-wide 
roll-out
Company-wide 
roll-out

This means teams will need to work very 
differently together

▪ Business, IT, partners on same team

▪ Hypothesis-led thinking

▪ Fail fast, fail often

▪ Build capabilities iteratively

Source: McKinsey

Driving a successful digital enterprise is fundamentally different from 
typical ‘IT’ business transformations

Prototype

Prioritize

Test with users

22

11

33

44

Agile sprint
“work cycle 

for sub-
deliverables”

Configure or 
develop

3
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▪ End-to-end redesign and digitization
of the mortgage application process:
– From-scratch design of a new “end-

to-end” process
– Reiterations/improvement of the 

manual process in the work cell
– Agile development of the IT solution 

(iPad), successive versions 
immediately tested on staff and 
customers, and improved

Processing time for applications 15 min 

▪ service take-up rate, showing very 
high satisfaction among pilot cus-
tomers

▪ loan applications are fully handled 
by the program

▪ cost reduction

▪ Digital optimization of relationship 
initiation process:

– Application of end-to-end digital
optimization techniques: reducing 
the number of documents, simplifying 
flows, etc.

– Definition of new performance 
indicators and dashboard

capacity freed up in the teams 
concerned

reduction in conversion times 

Visibility achieved throughout
the operational chain, with 
indicators, directly usable for 
strategic control

75%75%

50%50%

70%70%

30%30%

80%80%

50%50%

-

Redesigning and digitizing key processes underpins : banking 
examples

ExampleExample

ImpactImpact

3

Which core pharma
processes could benefit?
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The “Business Sphere” 
(high-tech conference room)

Context: P&G utilise real-time/ continuous 
data in their daily decision making

What’s the innovation

“All of this comes with our strategy of 

being the most digitally enabled company 

in the world” 

Robert McDonald, former CEO

▪ Every employee has a 
‘cockpit interface’ on their 
computer – important metrics 
are tracked real time and 
they-re alerted to respond/ 
make decisions when go out 
of tolerance range

▪ Weekly meetings (virtual and 
physical) with leadership team 
around the world to make 
business decisions 
harnessing real-time and 
continuous data

P&G harnesses large and real-time data for technologically enabled 
decision making

3
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▪ “Status update" and 
“about me“ feature allows 
personalization of content

▪ Top 5 lists (hive fives) 
allow users to outline 
ideas and invite colleague 
comment

▪ Event pages publicize 
and create buzz around 
upcoming events

▪ Users rise in status when 
networks are deeper and 
wider

“Beyond the desire to share with 

colleagues on a personal level, 

we also found Beehive was used 

to network with those who can 

assist in career goals within IBM”

SOURCE: DiMicco, J.M; Millen, D.R; Geyer, W; Dugan, C; “Research on the use of Social Software in the Workplace,” 
2008; Geyer, W; “Beehive-Social Networking inside IBM,” 2007 

IBM's ‘Beehive’ enables employees to network in an interactive format3
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How some leading pharmacos have started their journeys

▪ Top level commitment

▪ Investing in data, analytics and digital

▪ Actively shape the immature ecosystem 
(e.g., data vendors, tech companies)

▪ Building capabilities around next-gen 
infrastructure (i.e. cloud)

▪ Developing new measures of economic 
impact and measures of success

▪ Aggressively pursuing talent

▪ Launching change management programs 
to educate and convert brand teams, TA 
heads, researchers and senior management
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Thought-starter questions

▪ What changes in the Healthcare ecosystem most impact your 
business? 

▪ What steps have you taken to build flexibility and agility into 
your platforms?

▪ What is your innovation agenda – partnerships/ new offerings?

▪ What are your areas of strategic focus?


