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Omnichannel strategy
Maximize every customer interaction
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Deerfield Omnichannel:

Measuring Success

Strategy Technology Measure and 
Optimize

Advanced healthcare professional (HCP) targeting, optimization, and reporting

Data-Driven OptimizationFoundation Building

• Customer Segmentation

• Content Strategy

• Creative Concepting

• Story Mapping

• Journey state awareness

• Asset Development

• Media and Activation

• Data Centricity

• Profile enrichment (CDP, DMP)

• CRM Database

• Trx/Nrx Data Refresh

• Website survey cohorts

• Analytics Tools (e.g., Power BI)

• Tagging and Data Audit

• Physician level data

• Reach and frequency

• Attitudes and beliefs

• Journey progression

• Cost per reach

• Return on investment (ROI)
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Deerfield Omnichannel strategy

Market 
analysis

Brand
strategy

Business
science

customer

Foundational, 
corporate, 

product brand 
and story

Behavioral science
 Data analytics

Creative 
concepting

Content
strategy

Rational + 
emotional

Story
mapping

Customer 
segmentation

Vertical 
prioritization

Foundation 
building

Omnichannel
marketing + 

communications

Brand assets
Website

Scientific illustrations
Animations
Collateral

Sales materials
Data management

 

Right story
Right channel

Right time

AI/ML
analytics
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Omnichannel media ecosystem

Data

Warehouse

Integration and coordination across all communication channels 
to create a tailored and seamless customer experience
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HCP omnichannel ecosystem

Engagement Scoring

Quantity Frequency Recency

Content Dx Trx

Content Affinity

MOA

EFFICACY

SAFETY

DOSING

PATIENT SUPPORT

ACCESS

• High Trx Users

• Deciles

• New Writers

• Switch Trx

• BI Submissions

Segmentation

Custom Audiences

• Frequency Score >75

• Engagement Score >50

• Content Affinity = Topic

• Channel = Web

Predictive Audiences

Discover new audiences based 

on high-value segments 

Optimization and 
customized delivery

The relevant message...

to the right channel...

at the best time
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An example path toward omnichannel

Validate Observe Prepare Build Test/Learn Predict

The path to omnichannel maturity 

• The effectiveness of personal and NPP tactics are being governed by the silos in which they operate

• An omnichannel approach must be prioritized: Sales, CRM, marketing, and media are unable to reach their full potential of effectiveness

• Competitive advantage: Widen the gap over the next 5 years and increase the barriers for entry for competitors if operating with an 
omnichannel approach (before competitors figure it out)

If/when omnichannel 
workstream can start

Benchmarks, current sales, 
channel activity, TRx, and 
channel performance

Journey maps, business 
rules, channel activation, 
website enhancements

Collect data, analyze, learn, 
optimize, pivot tactics, 
swap/create new creative

Creative variations for 
specific audience segments, 
reporting enhancements

Algorithms to move closer to AI and 
ML. Next best action and data-driven 
optimization with Deerfield’s engine

• Leadership commitment

• Workstream setup

• Goals and measurement

• Roadmap, milestones

• Sales data, target lists, 
segmentation 

• Sales team buy-in

• IT/data/platform audit

• Privacy, legal, MLR

• Cross-team alignment 

• Existing historical KPIs, 
conversions, etc

• Review historical 
channel data

• Build measurement 
framework

• Reporting audit and  
roadmap of updates, 
new reporting needs

• Set benchmarks to 
evaluate value of 
omnichannel

• Implement digital 
capabilities to build and 
enrich customer 
profiles, prime profiles 
across platforms

• Collect, build, leverage 
customer research, 
ATUs, brand goals, 
strategic imperatives, 
target list priority 

• Content categorization

• Enhance website, CRM

• Creative variations     
built for specific 
segments/personas

• Media plan with tactics 
aligned to strategic 
imperatives to drive 
success toward goals

• Digital capabilities to 
capture attitudes and 
beliefs of targets

• Transparent reporting

• Creative variations          
built for specific    
segments/personas

• A/B testing,         
sequential messaging, 
modular content

• Report on test-and-learn 
successes and failures

• ROI-focused creative/ 
tactics to prioritize what    
is working, pivot from  
what is not

• Optimize sooner with Deerfield’s 
learning engine outputs for next 
best action across personal and 
NPP based on highest 
propensity to drive TRx/NRx

• Flexible media tactics configured 
for optimization automation 
(change/update upon receipt of 
new data)

• Influencer maps, digital   
customer scoring
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Deerfield Media – HCP and patient
HCP and patient digital journeys converging at point of care

Patient Experience HCP Experience

Patient Patient & HCP HCP

EHR/Telehealth

Point of Care

Mobile/App

Office visit, hospital stay, telehealth

Patient & Doctor Interacting
Patient Daily 
Activity

HCP Daily 
Activity

Banner ads

Paid search Paid search

KOL peer-to- 
peer videos

Waiting 
room 

displays

Journals 

Direct mail/ 
Email

Exam room 
wallboard

Brand.com DTC Brand.com HCP

Concierge 
SMS

Social media

Mobile/App

Banner ads

Third-party 
custom programs

Third-party custom 
programs

OOH
OOH

TV/CTV
TV/CTV

Social 
media

Patient 
testimonials


