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This report has been prepared for
the exclusive use of registrants to
the 2021 NPC Spring Webinar.
It provides observations on changes
to Pharma during Covid-19 and
discussion of the post-pandemic
industry roadmap.
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Where do we go from here?

Over the past 14 months, public discourse
around Pharma has undergone a series of
radical shifts. Heightened public interest
and Pharma's undeniable role in fighting
the pandemic has dramatically changed
the public perception of the industry,
which has manifested in public policy.
At the same time, the current environment
has pushed the industry toward new
digital and remote-enabled solutions.
Product launches, sales strategies, and
even healthcare systems are digitizing and
innovating faster than ever as a direct
response to Covid circumstances.
As vaccinations in Canada accelerate,
we're starting to see the light at the end of
the proverbial pandemic tunnel. We're
emerging into a world that has been
fundamentally changed. What does
Pharma's post-Covid roadmap look like?
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A recent report from StartUs Insights, a
European data science company,
outlined the projected top 10 Pharma
industry innovation trends for 2021. The
biggest segments: artificial intelligence
and machine learning (AI/ML), data &
analytics, flexible production, and
precision medicine.
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The mainstream adoption of digital
therapeutics and healthcare
applications of extended reality
technologies, meanwhile, are most
clearly understood as a response to
circumstances of the pandemic.

The report was based on analysis of
emerging solutions and their impact.
The authors cite the availability of new
tech, a favourable regulatory
environment, and inter-organizational
collaboration as drivers of innovation.

Life sciences innovations are
increasingly benefitting from new
digital technologies as vast amounts of
detailed data become available. The
report describes AI/ML applications for
drug discovery and development,
manufacturing optimization, and
designing effective launch strategies.

For Pharma, the report notes, Covid has
highlighted the need to build capacity
for rapid and accurate development of
new therapies and for mass production
of novel drugs and vaccines to meet
large-scale and high-pressure demand.

2021 Pharma Industry
trends; graphic from
StartUs Insights.
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A recent article from WIRED agrees on
the importance of tech for pharma. The
op-ed, Covid-19 Will Accelerate the AI
Health Care Revolution, highlights the
vital role AI/ML has played in spotting,
tracking, and otherwise managing the
Covid pandemic.
The author remarks that these “pockets
of excellence” are only a glimpse of
what AI will make possible in the future.
Before Covid, he writes, we did not
sufficiently understand the importance
of crucial data in our healthcare systems
and we didn't have the data we needed
to implement AI solutions.
Looking to the future, he writes that
“data, the lifeblood of AI, is now flowing.”
Even before the pandemic, the vast
amount of medical data available meant
that healthcare was “ripe for AI.” A 2019
report estimated a 42% compound
annual growth rate for artificial
intelligence healthcare markets,
comprising six major growth areas:
hospital workflow, wearables, medical
imaging and diagnosis, therapy
planning, virtual assistants, and drug
discovery. Covid-19 saw those trends
accelerate even more rapidly than
projected.
The author explains how using AI
models for drug discovery could spell
huge cost savings for Pharma—“with AI,
scientists can use machine learning to
model thousands of variables and how
their compounded effect may influence
the responses of human cells,” saving
money and time spent on a vast
majority of unsuccessful trials.
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Launching a product has also changed.
McKinsey & Company released a list of
tips for the industry in their
comprehensive article, Ready for
Launch: Reshaping Pharma's Strategy
in the Next Normal.
The McKinsey team say that as the
Pharma industry prepares to face the
uncertain post-Covid world,
personalization and digital enablement
will be critical components of
reconfigured commercial models.
They elaborate on the uncertainties
ahead—even pre-pandemic, drug
launches were complex endeavours;
McKinsey reports that 40% of drug
launches between 2009 and 2017 failed
to meet their two-year sales forecasts.
Per the article, “the economic
consequences of the pandemic have
added further complications to what
was already a risky launch environment.”
McKinsey analyzed product launches
from 2018 onward and saw substantial
disruption in all launches from February
to August 2020. Overall, companies
lowered their sales expectations by
more than 25%, representing a 9%
decline in the net present value of all
the drugs assessed, a total loss of
approximately $10 billion USD.
The article concludes that the traditional
launch model is losing effectiveness.
Going forward, the major shifts in how
Pharma companies interact with
healthcare professionals (HCPs) are likely
to present a serious challenge to the
former model, which relied heavily on
face-to-face meetings.
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A McKinsey survey of European HCPs
found that interaction with sales reps
had dropped an average of 70%.
However, the article notes, “HCPs'
adoption of digital channels and
telemedicine has accelerated for
interactions with patients and sales
reps alike; HCPs who are highly open to
remote engagement with sales reps
report conducting almost half of their
patient consultations remotely as well.”
The McKinsey article suggest five
strategies for developing a successful
product launch in the post-Covid
environment: personalized content,
analytics-enabled engagement,
innovative patient channels, nimble
frontline operations, and closed-loop
execution of launch plans.

The traditional Pharma
commercial model will
likely struggle to adapt
to a different world.
An article from Pharma Exec examines
the new field skills reps will need to do
their job in the digital era. A major step
will be for reps to think digital first, as
they adapt to the new engagement
preferences of HCPs post-Covid.
The authors reference a survey of 720
HCPs, 87% of whom said they prefer
either entirely virtual meetings or a mix
of virtual and in-person meetings, and
will continue to do so even after the
pandemic runs its course. Giving HCPs
the flexibility to meet in whatever
channel they prefer will be the key to
commercial success.
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Meeting Agenda
11:00am

WELCOME – Mitch Shannon
CEO & Publisher, Chronicle Companies

11:05am

PANEL INTRODUCTION – Ben Parry
Managing Director, The Pangaea Group

11:10am

NAVIGATING POLICY AND ACCESS – Brian Heath
Vice President & General Manager, Amgen Canada

11:20am

COMMUNICATION TRENDS WITH EXTERNAL
AUDIENCES – Marissa Poole
GM, Sanofi-Genzyme Canada & Sanofi Country Lead

11:30am

INCREASED ACCESS TO INFORMATION FOR
CANADIANS – Eileen McMahon
Senior Partner, Torys LLP

11:40am

INNOVATIVE SPOTLIGHT – Ben Parry

11:45am

PANEL DISCUSSION AND Q&A – Ben Parry

11:59pm

CLOSING REMARKS – Mitch Shannon
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Speaker Highlights
BRIAN HEATH
Vice President & General Manager of Amgen Canada Inc,
with over 20 years experience in the pharmaceutical and
biotech industries; member of the Board of Directors of
Innovative Medicines Canada and the Advanced Coronary
Treatment Foundation.

MARISSA POOLE
Country Lead, Sanofi Canada and General Manager, Sanofi
Genzyme Canada, with over 25 years in healthcare and
deep expertise in clinical research and development,
operations, commercialization, and medical affairs; CoLeader of the North American Gender Balance network.

EILEEN McMAHON
Senior Partner at Torys LLP and the Chair of Torys
Intellectual Property and Food and Drug Regulatory
Practices, one of a handful of Canadian lawyers advising
on regulatory clearance and intellectual property
protection of products.
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FIND US ON
TWITTER
@2021NPC
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For a weekly briefing on topics
pertinent to healthcare
marketers and executives,
subscribe to the NPC HealthBiz
Weekly newsletter by visiting
chronicle.healthcare.
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"Ideas in the Service of Medicine"

Discover and develop your highest potential in the Life Sciences

Now there’s a convenient, credible and enjoyable way to
develop essential skills that will propel your Life Sciences
career through the Covid disruption and beyond
Future-proof your career, on your own terms

Providing best-in-class continuing education for life sciences professionals at every
level, Chronicle.Academy is an accessible and effective way to master key marketing
concepts, strategies, technologies, and skills critical to business success in the 21st Century.
It’s a hassle-free way to maintain high competence in your professional career in
the Life Sciences. Chronicle.Academy's format can easily fit into every professional's schedule.

Faculty and case-studies from the real world

At Chronicle.Academy, our educational programs are designed and delivered by recognized leaders in
their disciplines; their experiences help you deepen your understanding of key concepts and prepare you
for professional development.

Who should enroll?

Chronicle.Academy is a community of Life Sciences professionals who meet in small groups to discuss
the latest topics and strategies for successfully navigating the ever-changing landscape of today's
pharmaceutical industry. It is the one-stop knowledge development resource for pharmaceutical leaders
in marketing, sales, and other stakeholder-facing areas who are seeking to increase their professional
value through continuous learning.
Featuring highly efficient and targeted small-group knowledge-exchange, Chronicle.Academy
provides real-world knowledge you can apply to your career, starting now.

Unique learning platform

Chronicle Academy offers convenient methods of learning at your own pace by interacting with experts
in the field and other professionals in a small-group setting. It's designed to provide a seamless, wellstructured, accessible and credible pathway to professional development and career growth that
includes individualized mentoring and peer review plus conveniently scheduled group meetings
facilitated by trained facilitators.
The Chronicle.Academy platform provides a range of features that facilitates knowledge-sharing,
collaboration, networking, and career development opportunities among our group. You’ll receive indepth and timely knowledge exchange through a flexible learning program that delivers on-demand
information you can use immediately to increase your professional value in the Life Sciences.

Learn what you need, when you need it.

PROGRAM IN DIRECT TO CONSUMER
MARKETING IN PHARMA BEGINS JUNE 3
REGISTER AT DTC.CHRONICLE.ACADEMY

Digitization and generational shift are reinventing doctor visits

Direct-to-consumer (DTC) healthcare marketing has
upended pharma across the U.S. during the past three
decades, bringing the healthcare conversation into living
rooms, not just examination rooms.
Now Version 2.0 of DTC has arrived ― powered by new predictive digital technologies
and methods, including artificial intelligence (AI) and machine learning. A new
generation of communications tools brings disease awareness and therapeutic options
to the patient’s phone and computer to encourage more personalized care for more
people more efficiently.
Driven by the Covid Age, telehealth and telemedicine patient consults have quickly become established
models of providing care in Canada. This reality recognizes and further extends the consumer
preferences of Millennial patients, which have made “Doctor Google” the defacto first stop on many
patient and caregiver journeys.
These trends carry strong implications for the mission of Canadian Life Sciences marketers. Those who
are indifferent to this movement risk becoming obsolete.
Although DTC advertising, American-style, is prevented in Canada (as in every other nation globally,
except New Zealand), existing and emerging consumer channels now enable informed discussions
between therapy suppliers and mainstream Canadians.
What are the allowed channels and techniques?
Which channels and which techniques are compliant and suitable?
Where might potential code breaches occur?
What is helpful to encourage positive patient outcomes?
What is ethical?
What must you avoid?
These questions have become even more urgent during the Covid disruption. In the aftermath of our
pandemic experiences, it will be essential to identify and develop the new pathways forward.

Now there's a new opportunity to extend your knowledge
and increase your professional value in the Life Sciences.

Introducing "Chronicle.Academy," from the organization that created and produces the National
Pharmaceutical Congress. It’s a convenient, credible and enjoyable way to master essential skills that will
carry your career forward through the Covid disruption and beyond.
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The ability to communicate directly with consumers and patients means

Chronicle.Academy’s next program is a three-session
course in Direct-to-Consumer (DTC)/Direct-to-Patient
Communications & Marketing in Canada
With the introduction of predictive digital technologies such as artificial intelligence
(AI) and machine learning, life sciences companies that effectively utilize compliant
forms of DTC can gather and analyze massive amounts of data from their
constituencies. This will provide deep insights into patient habits, preferences, and
needs. With this knowledge at their fingertips, brand managers in the life sciences can
better serve their communities while also gaining valuable feedback and future
development advice.
Chronicle.Academy offers efficient, targeted small-group knowledge-exchange aimed at working
professionals in Pharma, Biotech, Devices and related sectors. Through digital learning exercises led
by accomplished, recognized leaders, Chronicle.Academy respects your time and your many other
commitments. Our masterclasses enable you to efficiently attain the skills you need to grasp in the
emerging health economy.

Three learning modules. 12 outstanding international faculty
available through Video Lectures and Live Seminar.
A comprehensive course syllabus, providing readings and cases.
At the conclusion of the program, successful participants will be issued a
Document of Course Completion. (Share your Course Completion
Document in LinkedIn's Certifications section, and cite it in your CV.)
Course descriptions, faculty bios and program application available at
dtc.chronicle.academy. Enrollment is limited. The admissions committee will
give preference to working professionals currently in the Life Sciences or
those with equivalent credentials.
David Kreling, PhD
Professor, School of
Pharmacy, University of
Wisconsin - Madison,
School of Medicine and
Public Health

Full tuition for the program is $159 ,
with several scholarships and bursary
programs available.
Courses begin June 3, 2021.
Apply now at dtc.chronicle.academy
Shafiq Qaadri, MD, HBA
Lead Discussant,
DTC.Chronicle.Academy
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3

intensive learning modules
with curriculum geared to working Life Sciences professionals
created by master instructors, to make you

smarter quicker

module 1 | A Background of Pharma Marketing DISRUPTIONS
Economic underpinnings of Western healthcare;
150 Years of patent medicine promotion in North America
(medicine show roots of 19th C. remedies and elixirs);
Evolution from early to mid 20th-century influencers, ie
Gilbert R. Templeton and Frank Horner to modern
industry;
Effects of network radio and television post-WW II;
introduction of DTC by FDA in 1995 and success of Viagra;
The Canadian experience

module 2 | What Works and What Fails in Life Sci Messaging
Why DTC has only been implemented in the USA & NZ;
Physician attitudes towards DTC/P;
Cross-border spillover effects;
“The focus group is not your friend”;
Integrating DTC messaging with other tactics;
the realities of DTC; compliance, Health Canada and current regulatory
and stakeholder considerations

module 3 | New DTC/P Business Models and Emerging Opportunities
ram includes
g
o
r
p

A
B
C
D

Comprehensive course
syllabus & readings
Video lectures &
case studies

“It’s all about the data and analytics”;
Role of the Influencer;
Boot camp in data gathering, deployment and scraping;
What role will AI and advanced tech play in engagement and end-user
service?;
The matter of Rx, non-Rx, and cannabinoids;
How to create and deploy a sustainable DTC/P business model;
Case studies of ForHims, ForHers, Keeps, Roman, etc.

Live seminar with
panel discussion
Mentoring, networking
and alumni events
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