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 HELPING YOU FIND THE BEST 
TALENT DURING COVID-19 

We know that hiring the right people is a critical 
part of business success, especially during these 

challenging times. 

With over 8 years’ experience working in the 
healthcare and pharmaceutical industries, we 

utilise our knowledge and far-reaching connections 
to help you fi nd the right talent that will drive your 

business forward

CONTACT US

www.gorelyrecruit.com+44 (0) 124 533 4450 karen.lee@gorelyrecruit.com

A s the novel experience of lockdown 
starts to fade, and we commence our 
preparations for life post-coronavirus, 
the pharmaceutical industry is being forced 

to consider what their version of ‘the new normal’ will 
look like. Throughout the crisis, pharma has taken great leaps in 
innovation and proven itself more capable and resilient than ever imagined. And so, in order 
to keep this momentum going, we must reflect and take these lessons with us into this next 
chapter.

While attending the virtual Cannes Lions Live 2020 event, we were inspired by the stories 
shared, showcasing the use of creativity for good during the pandemic. Our feature article, 
‘Awakening Creativity to Combat the Crisis’, explores the influx of creativity we have seen during 
the pandemic. Companies are using creativity in their marketing campaigns to bring about 
positive change to some of the communities most impacted by COVID-19, such as our frontline 
healthcare workers.

In keeping with our focus on creative transformation, this issue’s catalyst interview is with 
Francesca Wuttke, Chief Digital Officer, Almirall. Francesca shares inspiring insights, from the 
importance of innovation in connecting with patients, to her mission to guide the industry away 
from convention and toward positive change.

We hope that you enjoy uncovering these critical topics in this issue of GOLD and that, as you 
hear from some of the incredible thought leaders transforming pharma today, you will feel 
inspired, motivated, and as proud as I do to be working in an industry with such a focus on 
creating life-changing solutions, particularly in this time of crisis. 
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magazine in accordance with the Creative Commons Attribution-Non Commercial 4.0 (CC BY-NC 4.0) license. The views 
and opinions expressed in this publication are those of the individuals involved and do not necessarily reflect the official 
policy and opinion of any other organisation or company, including the European Medical Group. 

ISSN 2632-8534 Copyright © 2020 European Medical Group LTD. All rights reserved.

Spencer Gore,

Chief Executive Officer

 THE 
CONTRIBUTORS 

 THE 
CONTRIBUTORS 

Words by
Michaila Byrne

Isabel O’Brien

Kirstie Turner

Edited by
Lenos Archer-Diaby

Katherine Colvin

Rachel Donnison

Katie Earl

Anaya Malik

Layla Southcombe

Production & Design
Roy Ikoroha 

Emma Rayner

Stacey Rivers

Warren Uytenbogaardt

Commercial & 
Marketing 

Sen Boyaci  
Head of Content  

Marketing

 
Daniel Healy 

Senior Project Director

3

https://www.gorelyrecruit.com
mailto:karen.lee%40gorelyrecruit.com?subject=
https://www.gorelyrecruit.com
mailto:karen.lee%40gorelyrecruit.com?subject=
https://www.gorelyrecruit.com
https://www.emg-health.com


54

CONTENTS 

News
SPOTLIGHT

05

Marketing
THE MARCH OF THE CMOS 

06

Marketing

AWAKENING CREATIVITY 
TO COMBAT THE CRISIS   

08

Catalyst of Pharma

FRANCESCA WUTTKE 
14

Infographic

THE GROWING  
PHARMACEUTICAL WORKFORCE   

18

International
THE RISE OF INDIA 

20

R&D
STREAMLINING R&D WITH 3D 

22

Medical Affairs
A NEW TRACK FOR SCIENTIFIC EXCHANGE  

24

Medical Affairs
MOTIVATING A NEW WAVE OF ADHERENCE   

26

Medical Affairs
RAISING THE VOICES OF RARE DISEASE

28

Tech/Digital
PHARMA’S CALL OF DUTY  

30

Tech/Digital
PRESCRIBING A DOSE OF DIGITAL THERAPEUTICS

32

Tech/Digital 
SPOONFUL OF HEALTHCARE APPS   

33

Medical Affairs
DRUGS: IT DOES EXACTLY WHAT IT 
SAYS ON THE LABEL

34

08

14

06

20

30

28

News

5

12 Tech/Digital
LAUNCHING THE FUTURE OF 
TECHNOLOGY IN 3…2…1… 

SPOTLIGHT 

19
JUNE

GSK and Clover 
Pharmaceuticals’ vaccine, 
S-Trimer, enters human 

clinical trials

JULY
24

Novartis launches unique initiative 
to supply low- and lower-middle-
income countries with affordable 

access to COVID-19  
symptom treatments

25
JUNE

NICE recommends Roche’s 
revolutionary cancer 

treatment, entrectinib

JULY
01

European Commission 
approves Marketing 

Authorisation for 
Janssen’s Ebola vaccine 

for preventative measures 
against the disease

JULY
21

AstraZeneca and the University of 
Oxford’s COVID-19 vaccine shows 

strong results in the ongoing  
Phase I/II trial

JUNE
30

FDA announces it will 
require 50% efficacy for a 

COVID-19 vaccine to  
be approved

JULY

JULY

13

30

FDA announces it will 
resume ‘prioritised’ domestic 
manufacturing inspections

Johnson & Johnson’s vaccine, 
Ad26.COV2.S, protects against 

COVID-19 in pre-clinical studies

JUNE
26

WHO launches $18 billion 
COVID-19 initiative to 

steamroll global R&D efforts 
and manufacturing and 
distribution capabilities

JULY
09

Gilead launches Phase Ia study on 
inhalable version of their drug, 

remdesivir

17
JUNE

Novavax appoints 
AstraZeneca heavy-weight, 

Filip Dubovsky, as new Chief 
Medical Officer 

In this issue of GOLD, we highlight some of the top news stories from the pharmaceutical industry 

that have been in the headlines over the past few months. The COVID-19 pandemic continues to 

dominate affairs, as vaccines and treatments gain momentum in trials, and initiatives launch to 

accelerate any potential solutions. Amid all of this, other important approvals, appointments, and 

positive acts of social responsibility have taken place. 

08
JUNE

Eli Lilly and Co. and Junshi 
Biosciences trial COVID-19 

antibody treatment, JS016, on 
first healthy volunteer 
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THE MARCH 
OF THE CMOS

On 11th March 2020, WHO declared the 
coronavirus outbreak a pandemic and Chief 
Marketing Officers across all industries had 
to abandon their forecasts, KPIs, and 5-year 

plans, in favour of a more agile and intuitive approach 
to marketing. Before COVID-19, we may have eye-rolled 
at calls for a corporate ‘pivot’, but the pandemic has 
transformed this into a mantra, aligning CMOs in their 
mission to ensure their brands are valuable in a time of 
crisis. 

This collective refocus has led to an increased need for 
cross-industry learning, a thirst that was quenched by 
Cannes Lions Live 2020. The event hand-picked leading 
CMOs from all corners of the business world to come 
and share their experiences for the benefit of their 
contemporaries. 

The line-up included Mathilde Delhoume, Global Brand 
Officer, LVMH, who captures the importance of the 

cites the importance of gut instinct: “Reacting to 
what is happening right now is the best strategy. 
We’ve always forecasted to where we want to be, 
but we haven’t really paid attention to the present 
moment in its fullness.”

Speed has also been crucial, with teams needing 
to streamline their operations to match the 
fluidity of life under COVID-19: “We prioritised 
ruthlessly because otherwise you get lots of 
‘busy doing’, and then we were very clear around 
making sure that people were empowered, to get 
speed and agility,” says Rogers. 

One of the universal re-routers has been a shift 
towards digital solutions, with CMOs recognising 
the need to replace physical experiences with 
online alternatives to align with consumer needs. 

The pharma industry has often been criticised 
for its hesitancy towards digital, yet Saint John 
reveals that this has been a difficulty affecting 
all: “It has been really challenging because for 
most of us, even though we dipped our toe in the 
water of digital action, it hasn’t been the core of 
the business. It hasn’t been the way to primarily 
engage consumers,” she says.   

Despite this challenge,  Rogers reveals that 
pharma has proven itself to be more digitally agile 
than could have been predicted: “Our industry 
can be very proud of itself because we all did an 
incredible pivot, very fast,” she says. 

Not only has the way consumers are looking 
for information changed, but also the type of 
content they have been looking for: “The role of 
marketing and the creative industries has really 
never been more important; it’s very clear that 
businesses need to step up. Be both a force for 
growth and a force for good,” says Marc Pritchard, 
Chief Brand Officer, Procter & Gamble. 

Words by Isabel O’Brien 

Lessons Learned by  
CMOs during 
COVID-19
 
 
•  Understand company 

purpose
•  Use company 

infrastructure to  
fulfil purpose 

•  Ensure all 
communications  
are useful

•  Create empathetic 
and entertaining 
communications

•  Accelerate projects 
that fit the current 
climate 

•  Increase social 
listening and 
customer research 

Source: WARC, 2020

Outlook of CMOs 
during COVID-19

Focus

44%
balancing near and 
long-term

16%
focussing on long-term

40%
focussed on very  
near-term

Clarity

44%
feel clearer on  
brand strategy

12%
feel clearer on 
marketing strategy

44%
have equal clarity on 
marketing and brand 
strategy

Source: Siegel+Gale, 2020

The COVID-19 global 

crisis has been a catalyst 

for putting CMOs at 

the forefront

“We’ve definitely seen more embracing of, 
and pull for, more entertainment. Right 
now, people want brands to be useful and 
they don’t just want to be advertised at. 
So, how do you shift that relationship and 
make sure you’re engaging?” asks Rogers. 

For GSK, this has meant creating story-
led, interactive campaigns focussing on 
the most relevant products in their OTC 
portfolio. This has included promoting 
products that serve as treatments for 
symptoms of COVID-19, reminding people 
to maintain healthy habits like allergy care 
and dental hygiene, and advocating the use 
of vitamins and minerals, at a time when 
global populations are more invested in 
health. 

Fundamentally, CMOs have been tasked 
with looking at consumers as people, rather 
than customers: “COVID-19 concerns 
people; they have concerns around their 
safety, their anxieties. We must speak to 
these messages; we must find solutions for 
those issues within our businesses. And 
now we have racial and social unrest too, 
how does that also impact our businesses?” 
asks Saint John. 

At a time when businesses are addressing 
diversity and representation in their 
organisations, it has also been the role 
of CMOs to harness their platforms to 
support and promote positive social 
change. For pharma in particular: 
“Our brands serve all people and it’s so 
important to make sure that we’re doing 
the right things,” says Rogers. “We have a 
lot of spending power. We can make a big 
difference.”

Whilst 2020 may be remembered as a time 
of crisis, for CMOs it has been a moment 
where their missions aligned and industry 
lines blurred; the position taking on new 
meaning and purpose. As Delhoume 
concludes: “Our motto is to reframe 
and shift the functional description of 
marketing from B2B and B2C, to become 
what we call B4H: brands for humans.”

CMO role in the current climate: “The COVID-19 
global crisis has been a catalyst for putting CMOs 
at the forefront, as this has been a moment where 
brands can really help humanity with meaningful 
acts.”

Speaking on behalf of the pharmaceutical industry 
was Tamara Rogers, Chief Marketing Officer, GSK, 
who corroborates this mission to adjust brands to 
maximise utility: “As we came into this year, we 
had a clear kind of prioritisation for how exactly 
we were going to deploy our plans. Then this 
pandemic hit. We decided to course correct and 
shift in a number of areas. We had to look at our 
brand portfolio through the eyes of the consumer, 
and really make sure that we were living up to our 
purpose.”

To fulfil this new responsibility, Bozoma Saint 
John, former Chief Marketing Officer, Endeavor, 

Marketing - Cannes Lions Live 2020 Cannes Lions Live 2020 - Marketing
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Marketing - Cannes Lions Live 2020

We are surviving this, 
and we are coming 
up with amazing 

creative ideas

Words by Kirstie Turner 

8 9

Cannes Lions Live 2020 - Marketing 

As industries around the world have come together to combat the 
COVID-19 crisis, marketers have been experiencing an awakening of 
creativity. Many companies are channelling this influx of creativity 

for good, from encouraging social distancing to providing much-
needed PPE and health products for front-line workers. 

AWAKENING
CREATIVITY

CRISIS
TO COMBAT THE

98
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Marketing - Cannes Lions Live 2020

P&G would donate products to families in need. 
And it worked: today, #DistanceDance has been 
viewed >16.9 billion times, inspiring 3.4 million 
videos posted for product donations.” 

P&G noted that this was not about recognition, 
but about doing the right thing during these 
difficult times: “Most had no idea that P&G were 
involved, and that is okay. The mission was to 
help keep people safe,” adds Pritchard. Many 
campaigns during the lockdown share this focus 
on the outcome, rather than on recognition. 
Pritchard reminds us: “Being a force for good is 
about action, not headlines.” 

When the bubonic plague struck 17th century England, 
Isaac Newton found himself in a year-long quarantine 
that proved to be rife with inspiration. It was during 
this time that his theory of gravity spawned, said to 

have been inspired by an apple tree outside his window. 

Amidst the COVID-19 lockdown, creativity is shining through once 
more, bringing a little light to these devastating times. Marketers 
are not sitting still, waiting for the apple to drop and yield a stroke 
of inspiration; they are sowing seeds of creativity and sprouting 
campaigns with a positive purpose. The fruits of their labours may 
well change the landscape of healthcare marketing forever. 

The influx of creativity we have seen during the pandemic is 
explored at Cannes Lions Live 2020 where Alina Kessel, Global 
Client Leader, WPP, says: “We are surviving this, and we are coming 
up with amazing creative ideas. Creativity flourishes in the hour of 
need and that always makes me feel optimistic. We will come up 
with different, better solutions because we have to.” Organisations 
are considering how they can channel this creativity for good, to 
help those most in need. 

From encouraging people to improve hygiene habits to stop the 
spread of the coronavirus, to supporting our healthcare workers 
around the world, creative pharmaceutical and healthcare marketing 
has taken on a new role – it is now a necessity, not just a tool for 
success. Daniel Bonner, Global Chief Creative Officer, Wunderman 
Thompson, outlines: “Rarely have we seen brands, businesses, 
humans, and communities using creativity not to compete, but 
applying creativity in a bid to survive.”

Marketers are exploring how their audience’s needs may have 
altered. “We have to think about how people are feeling emotionally 
and psychologically; most people are feeling vulnerable and a little 
uncertain of the future. They are really thinking about their health. 
Health really matters and it isn’t until you lose it that you realise 
how precious and valuable it is,” explains Tamara Rogers, Chief 
Marketing Officer, GSK. Creativity is being channelled into problem-
solving and strategy-based campaigns that answer people’s needs. 

Pharmaceutical companies are taking this time to revisit their ethos. 
“At GSK, all of our brands have been guided by their purpose, and 
having this health crisis made us go back to what our purpose is and 
what our brands are all about,” continues Rogers, asking: “Are the 
pieces of work and the creativity that we put out there true to the 
original purpose that our brand set out to deliver against?” Having 
an influx of creativity has been instrumental in the pandemic, but it 
is critical to step back and assess whether it is adding true value.  

For many, this has been successful. Examples of this flourishing 
wave of creativity are everywhere. Mark Read, Chief Executive, WPP, 
comments: “This pandemic has forced collaboration in a new way… 
you can see it in the work.”  Notably, for many, it has not been about 
recognition or winning awards for their creativity, but about doing 
something good. 

Marc Pritchard, Chief Brand Officer, P&G, outlines one initiative: 
“We launched the #DistanceDance, where TikTok star Charlie 
D’Amelio created an original dance and challenged others to stay 
home and stay safe. For the first 3 million original videos posted, 

This unique campaign was not just 
about words, but about translating them 
into action, as Braams continues: “All 
campaigns were backed up with action: 
we donated products for healthcare 
workers, schools, and communities, and 
I think what is truly outstanding is that 
the work has been developed in a truly 
agile fashion, by smart marketers who 
have perfectly understood the mood 
of the consumer and their needs.” The 
pandemic has been a life-altering time 
for many people, so striking the right 
message and following this up with 
tangible actions is critical. 

Many global organisations have been 
surprised by their ability to be agile 
with their marketing efforts and want 
to ensure that they carry this forward 
into the future. Lorraine Twohill, Chief 
Marketing Officer, Google, says: “What 
I have learnt through all of this is just 
how fast we can move – the agility and 
creativity. I want to think ‘how do we 
not lose this incredibly new, fast, and 
fluid way of working and this incredible 
creativity’ as we come out of this and life 
feels more normal again?” 

Cleve Gibbon, Chief Technology Officer, 
Wunderman Thompson, adds: “We are in 
a crisis at the moment, but we also need 
to look to the future and see whether we 
can pivot to something so that when we 
come out of this, we have a better place to 
take ourselves.” As we have seen, during 
times of crisis, innovation thrives, but 
how can we take these learnings with us 
as we move past the pandemic? 

For now, Rogers reminds us that: 
“Necessity truly is the mother of 
innovation.” We have seen an influx of 
creativity and inspiration, but we have 
also seen companies assessing how they 
can use this creativity for good. The 
industry’s marketers must continue to 
nourish the seeds of inspiration and 
channel creativity to help the patients 
and healthcare workers we serve, both 
during these testing times and into a 
post-COVID world.

Another stand-out example is Dove’s ‘Courage 
is Beautiful’ campaign, which features images of 
frontline healthcare workers around the world 
who have markings on their faces from wearing 
PPE. Discussing the campaign, Conny Braams, 
Chief Digital & Marketing Officer, Unilever, 
says: “I think it truly captures how the world 
was feeling and continues to feel about frontline 
heroes. We are measuring engagement and it 
has been outstandingly positive. The 30-second 
film was posted organically on Twitter and 
Facebook, with results beyond anything we have 
ever seen on those channels before. Across our 
social channels, we’ve seen almost 100% positive 
sentiment in comments.” 

Source: Edelman, 2020

Source: Cannes Lions Live, 2020

of people want 
advertising to focus on 

how companies can help 
with pandemic-related 

challenges

are not paying attention 
to new products unless 
they are designed to 
help with pandemic-
related challenges

want brands to only 
speak about products 

if they are showing 
awareness of the crisis 

and its impact

84%

54%

77%

Cannes Lions Live 2020 - Marketing

• Ogilvy and Dove – 
Courage is Beautiful  
The ‘Courage is 
Beautiful’ campaign 
shows the markings 
left on healthcare 
workers faces from 
wearing PPE. Dove 
donated €5 million 
worth of products and 
PPE to governments 
and NGOs 

• Lifebuoy – 
Handwashing 
Campaign 
Lifebuoy’s 
COVID-19 PSA 
named their biggest 
soap competitors, 
encouraging hand 
washing regardless 
of the brand. The 
message reached 
>300,000 households 
within 24 hours 

• WPP and Sensodyne 
– Oral Hygiene Tips  
GSK’s oral health 
brand, Sensodyne, 
asked doctors around 
the world to film 
themselves from home 
giving quick tips for 
patients to ensure oral 
health did not suffer 
during lockdown 

• P&G and TikTok – 
#DistanceDance  
This viral TikTok video 
that encourages users 
to stay at home and 
stay safe has inspired 
3.4 million videos 
resulting in millions 
of product donations 
from P&G to help the 
crisis 

Creativity for Good
During the Pandemic   

Importance of Using
Marketing for Good 

Necessity truly 
is the mother 
of innovation
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“Shoot for the moon. Even if you miss, you’ll land among 
the stars.” Norman Vincent Peale’s eloquent musings 
remind us to always approach tasks without limitations 
in our minds: a mentality fully embraced by innovators 

of technology. From marketing to R&D, the tools available to the 
pharmaceutical industry are game-changing; but when this technology 
is combined with creativity, the potential is infinite. On their mission 
to improve outcomes for all patients, pioneering technology serves as 
pharma’s rocket; the vehicle to take them on the journey, and creativity 
the fuel to ignite an impactful launch.  

At Cannes Lions Live 2020, speakers explore the power of melding 
creative ideas with innovative technology. Bob Lord, SVP, Cognitive 
Applications, Blockchain and Ecosystems, IBM, says: “When we marry 
creativity and technology, we can solve real problems.” Projects that 
utilise these two powerful elements should not be launched for the 
sake of innovation, but as agile solutions to real problems. 

For pharmaceutical companies, innovative thinking and utilisation 
of technology are hugely impactful. Cleve Gibbon, Chief Technology 
Officer, Wunderman Thompson, asks: “How do we use technology to 
moon-shoot us into the future? It cost $1 billion and took 13 years to 
do a DNA sequence 15 years ago. Today, you can do a DNA sequence 
in the time it takes to flush a toilet – for cents on the dollar.” This has 
proved vital this year as researchers race against time to find a vaccine 
for COVID-19, kicked off by the identification of the DNA sequence. 

Technology in the realm of health is predicted to grow exponentially 
in the near future. Mike McGee, Chief Creative Officer and Co-
Founder, Framestore, explains: “Over the coming decades, technology 
will have a transformative effect on all of our lives. It promises 
a greater depth of understanding that will benefit a wide range 
of human endeavours, in areas including medical diagnosis and 
treatment.” It is clear that technology can have a transformative 
impact, but what role does creativity play? 

McGee goes on to explain: “Imagine having a virtual collaborator 
that could learn your personal aesthetic and deliver a composition or 
design that was already in your style. The longer you collaborate with 
it, the better it would know you. Or imagine a collaborator who could 
perfectly imitate you and challenge you to outdo yourself.” Creativity 
thrives in collaboration, but even more so when your collaborator can 
learn your style and challenge you to think bigger and bolder than 
ever before.

As technology advances, we can test and trial things in a much 
shorter time period. William Bartlett, Executive Creative Director, 
Framestore, says: “What excites us about computers that can teach 
themselves is that they offer new ways to enhance our creative 
processes.” The benefits are multi-faceted, as Bartlett adds: “Speeding 
up existing techniques will provide us with more time to experiment, 
iterate, and ultimately take more creative risks.” 

Lord shares one example when creative thinking was applied to a 
current challenge, and technology was used to drive the solution: 
“COVID-19 has everyone looking for answers, which has resulted 
in a strain on businesses, government agencies, and healthcare 
organisations. It has been very challenging to keep up with the 
demand. In response, IBM developed the Watson Assistant for 

Innovative technology has changed the game in pharma, from AI-powered 
marketing campaigns to DNA sequencing tools. When this technology is 

combined with creative thinking, the potential for success is vast. It is critical 
for pharma to marry creativity with technology as they drive towards a patient-

centric future. 

Citizens: providing an AI-powered, virtual agent that 
helps governments and organisations to deliver life-
saving information.” 

IBM identified the challenge, and then thought 
about how they could apply their tools in a unique 
way to address it. “We pre-trained Watson Assistant 
with COVID-19 questions via the IBM Cloud and 
have been offering the tool free for 90 days to any 
organisation or government that wants to deliver 
fast, accurate answers to their customers, employees, 
and citizens. This is a clear opportunity to apply AI 
to quickly answer common questions on a very large 
scale, without overwhelming contact centres where 
human agents are needed to help those who truly 
need them,” adds Lord. 

While the potential is exciting, it is critical to 
remember that technology is merely the vehicle to 
reaching a goal, and creativity the fuel it needs to 
complete the journey. We cannot let this distract 
from the mission itself: helping patients. “We’re not 
distracted by the excitement of the latest gadgets – in 
the end, they are just tools, powerful tools for sure, 
but technology is a means to an end,” says Bartlett.  

Regaining this focus can be challenging, especially 
as the technology innovation market is so saturated. 
Lord advises companies to keep it simple and choose 
solutions that add value: “Invest in technology that 
serves your employees and customers and then make 
sure that your creative teams are working hand-in-
hand with data scientists and developers to get that 
core insight into your consumer.” 

After all, it is not rocket science; technology should 
be used to enhance the ideas and strategies that help 
to achieve patient-focussed goals. Bartlett considers: 
“Will machine learning one day be coming up with 
the ideas too? We’ll have to wait and see. The future 
is going to be an exciting place to work.” For now, 
the mission brief is in: engage technology, utilise 
creativity, and prepare for patient centricity to take 
off.

7 Biggest Technology Trends in 2020 

1. Artificial Intelligence 
2. 5G Data Networks 
3. Autonomous Driving 
4. Personalised and Predictive Medicine 
5. Computer Vision 
6. Extended Reality  
7. Blockchain Technology 

Source: Forbes, 2019 

12 13

Words by Kirstie Turner 

LAUNCHING THE FUTURE 
OF TECHNOLOGY IN 

3...2...1...
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Francesca Wuttke is the Chief Digital 
Officer at Almirall. Francesca spoke to 
us about using innovation to improve 

treatment for patients, the digital 
transformation at Almirall, and the 

evolution of her long-standing career. 

Our patients stand to gain 

the most from all of our 

activities within pharma

Catalyst  
of  
Pharma 

Interview 

Francesca Wuttke
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HOW HAS YOUR CAREER EVOLVED, FROM 
UNDERTAKING WORK AND RESEARCH IN 
HIV AND AIDS TO YOUR WORK IN BUSINESS 
DEVELOPMENT, TO YOUR CURRENT 
POSITION IN THE PHARMACEUTICAL 
INDUSTRY? 

The red line across everything that I have done in 
my career, whether it was private equity, consulting, 
early- and late-stage development, and now digital, was 
to bring innovation to patients as quickly as possible. 
That was true of my initial research days, about 25 years 
ago, in the HIV and AIDS space where I was managing 
clinical trials. This drew me into basic science and 
research and my PhD thesis was on using cell therapy 
approaches in HIV. I then switched gears and worked 
on accelerating the development of innovative biotech 
opportunities through private equity investment. After 
that, I went back to academia to create spinouts and 
partnerships based on the technology being developed 
by the scientists and researchers. After a few years of 
starting and running a biopharma consultancy, I went 
to pharma. I initially worked on the development side, 
then later, on commercial strategy around a portfolio of 
cell and gene therapy programs at Novartis. From there, 
I went to Merck’s Global Health Innovation Fund where 
I was managing European digital health investments. In 
February of 2019, I joined Almirall where I am leading the 
Digital Office and the company’s transformation efforts.

TO WHAT EXTENT HAS YOUR 
BACKGROUND IN PHARMACOLOGY 
IMPROVED YOUR ABILITY TO MAKE 
INVESTMENT AND STRATEGY DECISIONS IN 
THE LIFE-SCIENCES INDUSTRY?

With my training as a basic scientist, I am able to speak 
the same language as our research colleagues. Whether 
we are discussing clinical innovation from a clinical 
research perspective, working on basic science innovation, 
discussing a potential licensing or an M&A partnership, 
having that knowledge has been enormously helpful in 
my career. Also, having a PhD in the biological sciences 
has allowed me to work with a more critical eye. We 
always joke that in the journal clubs we would tear apart 
the papers of the most pre-eminent scientists; I think that 
this questioning of whether things that are being done 
need to be done in a specific way has certainly helped in 
my current role as we are trying to do things that are more 
ground-breaking and innovative in the industry. 

WHAT ARE THE MAIN CHALLENGES YOU 
HAVE SEEN IN SUCCESSFULLY UTILISING 
DIGITAL TECHNOLOGIES TO ENHANCE 
CONVENTIONAL TREATMENTS?

The hiccups that I had anticipated were more in terms 
of convincing people who had typically done things 
in a more traditional way to change their approach. 
There was a little bit of uncertainty initially, but I 
would say that the islands of scepticism are now few 
and far between and even many of our initial sceptics 
have since become our greatest champions. This has 
enabled us to have complete buy-in from them and 
demonstrate how this innovation can bring value to 
them and to different parts of their businesses. That 
transition has been a really exciting and fulfilling one 
and I think allowing people to join you on the journey 
to transform the company is great. It is the times when 
people see the value that digital innovation and digital 
solutions and services can bring to their own part of 
the business that have been really fulfilling. 

YOU ARE CURRENTLY INVOLVED IN 
DEVELOPING AND EXECUTING END-
TO-END COMPANYWIDE DIGITAL 
TRANSFORMATION AT ALMIRALL. HOW 
HAVE YOU GONE ABOUT ENSURING 
THAT ALL DEPARTMENTS ARE ON BOARD 
WITH THIS DIGITAL TRANSFORMATION? 

Different from the approach in a lot of other 
companies, our mandate is really an end-to-end, 
enterprise-wide digital transformation. We are 
looking at everything: from our data analytics team 
looking at back-office automation and robotic process 
automation in finance, manufacturing, HR, and 
especially in our customer facing models, through 
to AI-driven discovery in our early-stage research or 
software enabled clinical trial management solutions 
for our clinical research colleagues, as well as some 
interesting digital therapeutics projects . We are 
working to provide digital solutions and services to 
better engage with our patients and physicians. 
It is important that the digital efforts are across the 
whole company and not siloed within only the Digital 
Office. As a team, we endeavour to work in a very 
cross-functional way so that everyone’s objectives are 
aligned and we can move forward for the good of the 
business. I am strongly opposed to just throwing cool 
technology at a problem – the first question I always 
ask of the team is ‘what is the problem to be solved?’ 
and then I ask, ‘can it be solved via a technological 
or digital solution?’ If not, let’s not to do it because 
it doesn’t make sense to do so. That being said, there 
are a lot of problems that we certainly can solve with 
innovative solutions. 

LOOKING AHEAD, DO YOU EXPECT TO SEE 
DIGITAL CLINICAL TRIALS UTILISED ON A 
MORE WIDESPREAD BASIS IN THE PHARMA 
INDUSTRY, PARTICULARLY IN THE WAKE OF 
COVID-19? 

Absolutely. COVID has brought a level of comfort with 
technology as we have all been forced to interact in 
a more virtual way as a result of confinement across 
the globe. Technology-based solutions play a key role, 
especially during the COVID-19 pandemic when I have 
been involved in conversations asking: how do we 
virtualise our trials? How do we utilise more innovative 
approaches like telemedicine and patient captured 
imaging? At Almirall, we have the advantage of focussing 
on medical dermatology, which is a very visual area of 
medicine and well-suited to this type of technology. 
We must always ask: how can we appropriately leverage 
technology not to remove the physician, but to better 
support the physician? The goal is to help them and allow 
them to get more precision in their diagnosis, treatments 
and segmentations in a more meaningful way. 

WHAT HAS BEEN YOUR BIGGEST 
MOTIVATION THROUGHOUT YOUR 
CAREER? 

I’m interested in cutting-edge projects, so being at 
the vanguard, where it takes a lot of thinking through 
different scenarios and trying to understand how to get 
things done in a new environment, is attractive. For me, 
the focus has always been on the patient. Our patients 
stand to gain the most from all of our activities within 
pharma. The question I always ask is: how can we bring 
solutions to patients that are truly innovative and that 
truly change their lives and have an impact on their day-
to-day? This is relevant to everything I have done: from 
working in research, to my time in academia and private 
equity, and now working in digital innovation in pharma. 
The goal has always been to try and accelerate evidence-
based therapeutics so they can get to our patients faster 
and better, with stronger data, and hopefully cheaper as 
well. 

Catalyst of Pharma Catalyst of Pharma 

We are trying 
to do things 
that are more 
ground-breaking 
and innovative 
in the industry

Many of our initial 
sceptics have 
since become our 
greatest champions
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THE GROWING 
PHARMACEUTICAL WORKFORCE

2030 WORKFORCE 
PREDICTIONS FOR THE 
PHARMACEUTICAL INDUSTRY
By 2030, the UK will need 133,000 new jobs 
across the life sciences industry, including: 
•43,000 biopharmaceutical jobs 
•19,300 R&D jobs
•6,400 manufacturing jobs 

DRIVERS FOR CHANGE
In order to prepare for a rise in pharmaceutical 
role numbers across the world, we look at 
what the industry can do to implement a skills 
action plan to prepare for this increased need 
for skilled and specialist roles. 

CELL AND GENE 
THERAPY RECRUITMENT
To highlight the changes to specific sectors in pharmaceutical 
industry recruitment, we look more closely at the cell and gene 
sector in the UK. Among predictions for a growing employee 
base in this industry, there are significant concerns over the 
availability of skilled individuals to fill these roles in coming years.

MANUFACTURING WILL 
REQUIRE AN ADDITIONAL: 
•1,400 by 2022
•3,300 by 2026
•5,700 by 2030 

PHARMACEUTICAL R&D WILL 
REQUIRE AN ADDITIONAL:
•4,300 by 2022 
•10,000 by 2026
•17,300 by 2030

SERVICE AND SUPPLY WILL 
REQUIRE AN ADDITIONAL:
•3,800 by 2022
•8,800 by 2026
•15,300 by 2030 

Throughout the world, the pharmaceutical industry employs more than 4.4 million people, and 
this number is forecast to grow in the coming years. We showcase the predictions made for the UK 
biopharmaceutical workforce, highlighting where additional jobs will be needed and the number of highly 
skilled or specialist workers that will be required. In order to fulfil this growth, we look at what the industry 
needs to do to reach these goals and focus in on recruitment in the cell and gene therapy sector.

Source: Science Industry Partnership, 2019

Source: Science Industry Partnership, 2019

Source: Science Industry Partnership, 2019

of the workforce will need to be 
at degree level or above

By 2024, the UK’s Cell and Gene 
Therapy industry anticipates a 

growth in employee numbers of

112%
+

of these raised concerns over 
recruitment of skilled individuals 

as a growth issue

83%

of cell and gene companies 
are increasing their employee 

numbers within the next 5 years 

98%
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ATTRACTION AND PERCEPTION 
Create a strategy that showcases to the public and prospective employees the 

attractiveness of working in the industry

INTEGRATION OF SKILLS 
Create a sector-based skills strategy to align future forecasts with the skills and training 

currently available

OPERATE IN A GLOBAL ENVIRONMENT 
Maintain a world-leading stance in the life sciences industry by facilitating a global 

workforce, through the expansion of digital capabilities

CREATE AND INCENTIVISE APPRENTICESHIPS 
Invest in the creation of apprenticeships across all functions of the pharmaceutical industry, 

opening up more opportunities to recruit from more diverse backgrounds

Source: Science Industry Partnership, 2019

believe that due to automation and 
data management, digital skills will 
be essential for the future workforce

63%

60%
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From chaiwallahs in the bustling streets of Delhi, 
to pharma executives in the high-rise boardrooms 
of Mumbai, business and collaboration are firmly 
entrenched in India’s DNA. As a rich, blossoming 

economy with a diverse, growing population, it should come as no 
surprise that up next to join the ranks as India’s newest, greatest 
export (alongside diamonds, spices, and world-class cricketers) is 
pharmaceutical drugs. India is proving itself to be one of the next 
major players in the pharmaceutical industry: a competitor in 
some areas, a partner in others. 

Global pharma cannot afford to ignore the fact that one-sixth 
of the world’s population resides in a country also projected to 
become the most populous in the world by 2050. In addition 
to this, India is seeing stronger higher education systems 
and a growing middle class who can afford access to Western 

medicines. Dr Mukesh Kumar, Vice President & Head, Clinical 
R&D, Cipla, attributes much of India’s success to the “visionary 
leadership and talent in the country supported by internal and 
external ecosystems.” The market opportunities are glaring, but 
this aside, having internalised and prioritised the ‘three As of 
healthcare’: accessibility, affordability, and availability, India has 
become a global pharma player in its own right. Kumar confirms: 
“The Indian pharma industry has played a significant role in 
making drugs accessible and affordable not only in the developed 
world, but also in the developing world.”

India is gaining momentum outside of its borders, making waves 
in two very crucial and increasingly sought-after niches; the 
country is one of the largest vaccine producers and the largest 
exporter of generic drugs in the world. Kumar continues: “Indian 
pharma has played a very important role in manufacturing 

affordable medicine. Similarly, Indian pharma 
has got huge potential for optimising the 
cost of development across the development 
stages, through discovery, preclinical, and 
clinical.” Following this year’s coronavirus 
pandemic outbreak, Bill Gates, Founder, 
Microsoft, made the grand prediction that the 
Indian pharma industry would feasibly be able 
to produce COVID-19 vaccines not just for the 
country, but for the entire world. 

Distance and population density are two 
critical factors that greatly affect access to 
diagnosis and treatment in India. As part 
of its purposeful move from a primary to a 
tertiary healthcare system, telemedicine is a 

key area in which India have been ahead of 
the curve for approximately two decades, far 
superseding most of the West. Speaking on 
Asia Pacific regions, Julien de Salaberry, CEO 
& Founder, Galen Growth, comments: “In the 
developing markets, there is this huge hunger 
to overcome barriers and to hack our way 
to an outcome or solution, which is a huge 
breath of fresh air. In Europe you can’t help 
but feel that people are spending more time 
trying to build a wall around something to 
protect it rather than necessarily trying to get 
to the next level of improvement, particularly 
in healthcare where there are fantastic 
opportunities.” India may be an young 
market, but it is fast growing in capability.

The country has long faced significant 
challenges when it comes to the provision of 
healthcare due to its sheer size, a fact which 
has only intensified with the COVID-19 
pandemic. Speaking at Cannes Lions Live 
2020, Dr Krishnan Ganapathy, Director, 
Apollo Telemedicine Networking Foundation, 
outlines his mission “to make distance 
meaningless, and make geography history,” by 
using the great potential of telemedicine to 
leapfrog access limitations. He is optimistic 
that telehealth and teleconsultations will 
become the “new normal” in India, a direct 
by-product of this crisis. “Until recently, 
telemedicine was confined to about maybe 
20 reasonably big players. It was extremely 
difficult to convince the 500,000 registered 
medical practitioners in India that remote 
healthcare was a possibility and that they 
needed to embrace telemedicine. The interest 
is now here.” India’s Prime Minister has 
made telemedicine a priority, and by having 
governments and legislators recognise 
telemedicine in this way, it can become an 
integral part of healthcare delivery systems.

India has long stood as a vibrant, colourful 
tapestry of culture and history, adored by the 
world over, but in recent years it has proved 
itself to be a formidable competitor and a 
potential partner in the pharmaceutical space. 
In accounting for its locational challenges, 
India has kept patients at the core, holding 
access and affordability as the final endpoint. 
With global pharma settling in for some 
fundamental shifts, India shines as both a 
model to be replicated and an attractive, but 
largely untapped, market for R&D and clinical 
trials, bursting with boundless potential in 
the years to come.

20 21

Words by Michaila Byrne

THE RISE OF INDIA 

Source: (Deloitte, 2020)

The Indian 
pharmaceutical 
industry’s annual 

revenue amounts to

$38
billion

International - Cannes Lions Live 2020 Cannes Lions Live 2020 - International

Source: PwC, 2020

Source: InvestIndia, 2020

of drugs sold in India 
are off patent

of vaccines and 20% 
of the world’s generics 

are supplied by 
Indian pharmaceutical 

companies
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LET US TAKE CARE OF YOUR 
PODCASTS AND WEBINARS 
Reach a relevant and engaged audience of 480,000 

healthcare professionals with bespoke webinar and podcast 

packages from EMG-Health 

WHAT YOU GET

>  Briefing call with a project manager 

>  Dedicated team to help create your product 

>  Podcasts and webinars hosted on EMG-Health website 

>  Customisable marketing packages 

For more information, contact Dan Healy, Director: 
dan.healy@emjreviews.com 

If we visualise 3D printing as a Rubik’s cube, each block 
representing a different application, we can see the infinite 
number of possibilities presented by this technology. Whilst 
its uses are expansive, the pharmaceutical industry cannot 

always innovate for innovation’s sake; rather, it must invest in 
the applications that deliver the best outcomes for the highest 
number of patients. 

So, what is the industry’s unique solution? The initial hook of 
3D printing was centred around personalising medications for 
individual patients: “3D printing can combine several medicines 
into a single ‘polypill’ for patients with chronic illnesses who are 
maintained by complicated medication regimens,” says Dr Alvaro 
Goyanes Goyanes, Co-Founder, Director of Development, FabRx. 
Whilst beneficial on an individual level, the necessity of this 
application has been questioned, with experts divided on whether 
this level of personalisation should be prioritised in already 
overstretched healthcare systems.

As a result, the preferred use of 3D printing has shifted from 
personalisation to streamlining, with pharma examining 
combinations that could revolutionise R&D:“During the drug 
development pipeline, small batches of medicines are required 
for pre-clinical and clinical studies. Flexible 3D printing can speed 
up the process by amending the dose and design according to 
the research requirements,” says Goyanes Goyanes. “In addition 
to this, adjustments to the excipients or salt forms can be made 
without prolonging the pre-medical assessment timeline and at a 
lower cost.” 

Given that drug development is the most inefficient and high-
cost section of the pharmaceutical lifecycle, there would be a 
vast knock-on benefit for both drug producers and patients if 
experimentation was faster and more economical. 

Another section of R&D cycle that could benefit from 3D printing 
is clinical trials: the technology could be used to manufacture 
replica organs to be used as test subjects. This is a new and largely 
unexplored application, but this July, a potentially game-changing 
trial was launched by Bayer and Tel Aviv University. The project 
tests the safety and tolerability of selected drugs on induced 

Words by Isabel O’Brien

pluripotent stem cell-derived 3D printed heart tissue: “Up to now, 
the predictions on future prospects made by preclinical research 
have been primarily based on animal experiments. The fact that 
its results cannot be transferred one-to-one to humans has long 
been known to be a shortcoming,” explains a Bayer spokesperson 
for the project. “It also allows for the fabrication of bio-structures 
with a high degree of complexity, with detailed tissue architecture 
and heterogeneous cellular composition.”

Not only desirable from a scientific perspective, given that 3D 
printed organs can replicate the human response better than 
animal models, this is a step towards reducing reliance on a 
controversial testing practice: “In addition, there is the growing 
pressure – from society, but increasingly also from regulatory 
authorities – to dispense with animal testing altogether.”

If we’re looking at how 3D printing can benefit the highest 
proportion of patients, it is key to direct our gaze to R&D, of 
which every drug, for every disease, must pass through; common 
or rare, geriatric or paediatric – this is the part of the supply chain 
that does not discriminate. If we can relieve stress points here, 
we will have solved pharma’s Rubik’s cube puzzle: delivering an 
application that delivers the best outcomes for all.

STREAMLINING 
R&D WITH 3D

Flexible 3D printing can

speed up the process by

amending the dose and

design according to the

research requirements
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One of the major logistical

and resource barriers

to online external

engagement is building

targeted awareness

What is the 
biggest barrier to 
implementing digital 
initiatives?

• Proving ROI of digital 
• Cultural resistance 
• Inadequate digital 

resource and 
capabilities 

• Other
• Compliance 
• Disconnected affiliate, 

regional, and global 
strategies

Source: eyeforpharma, 2019 

Source: McKinsey, 2020

of MSLs are engaging 
physicians using virtual 
engagement platforms 
launched or upgraded 
in Q1 of 2020

The transition from one period to another can bring about 
a spell of reflection, much like watching the countryside 
fly by from a train window. The COVID-19 pandemic has 
plunged medical affairs into one such transition, forcing 

them to switch track to virtual engagement tools to ensure ongoing 
scientific exchange in a time of crisis.

This switch has presented challenges, starting with morphing 
medical education from a physical to an online experience: “One 
of the major logistical and resource barriers to online external 
engagement is building targeted awareness, sharing of voice, and 
gaining attention in an environment where there is an abundance 
of noise, as nearly all engagements are going virtual,” says Mansi 
Jamindar, Associate Director, Global Medical Communications Lead, 
Sanofi Genzyme. 

The webinar space in particular has erupted into a bustling, inner-
city station. Whether a HCP is a cardiologist, a radiologist, or a rare 
disease specialist, there will be countless trains they can board to 
further their knowledge, creating a risk of potential participants 
being left behind, dazzled on the platform.

Cutting through this commotion is vital and attracting the 
right registrants can be done with a multichannel marketing 
strategy: “Targeted online HCP awareness campaigns include 
advertisements in relevant journals, sponsored social media, 
search engine optimisation, and third-party medical education site 
advertisements,” explains Jamindar. 

Partnering with journals or medical education sites can be 
particularly useful, as this allows MA access to parties of already 
engaged databases of HCPs: “We’ve noticed a huge increase in the 
demand from both our clients and our subscribers for webinars 
during the COVID-19 period,” says Daniel Healy, Chief Commercial 
Officer, EMG-Health. “Collaborations of this nature are particularly 
impactful, in that we are able to get across a targeted message to 
HCPs, which is delivered by a selected expert in a particular area.”

The right experts must be procured to ensure high average time in 
spent session values, plus healthy poll and Q&A participation: “It’s 
important not to overuse one speaker and to have the right mix, by 
introducing up-and-coming ‘rising star’ speakers alongside,” says 
Kumaran Krishnan, Medical Affairs Director (Europe), Teva 
Pharmaceuticals. 

An engaging subject is also crucial, with MA needing to balance 
its own interests with that of their prospective audience: “The 
topic may be an interesting one, however, if it has been discussed 
several times over, it might not attract an audience. Topics that are 
controversial and have a high debate potential are often ‘audience 
magnets’,” continues Krishnan.   

Whilst medical education is one side of the exchange, the other is 
the gathering of insights, which has been given a virtual makeover. 
MA has been utilising the exciting new route of online discussion 

platforms to virtually obtain clinical knowledge from key 
opinion leaders: “Online discussion platforms are a powerful 
tool as they enable pharma companies to engage with 
external stakeholders asynchronously. This is a huge bonus 
for external stakeholders like HCPs, who are juggling hectic 
work schedules,” says Spencer Gore, Chief Executive Officer, 
EMG-Health.  

This lack of timetable allows HCPs to come to these 
discussions in their own time; carefully consider questions, 
thoroughly evaluate data, and overall engage more deeply 
with a topic than they could during a live presentation. 
Whilst the number engaged is less, the opportunity for in-
depth engagement with a topic is much higher. 

Whilst there is much value, MA must be clued up on 
compliance, as any points will be submitted in writing, 
rather than verbally as they would be in a physical meeting. 
However with the right approach, this challenge can be 
easily overcome: “From a regulatory standpoint, these 
platforms can actually also be very beneficial. As long as MA 
successfully educate participating stakeholders on what is 
compliant and what is not, this actually makes it easier to 
prevent a conversation from heading in a non-compliant 
direction than it may be on a live discussion,” continues 
Gore. 

Whilst MA is chugging down a rapidly evolving track, tools 
exist to facilitate the continuation of scientific exchange. 
Rather than thinking whimsically of the past, this virtual 
future and its challenges are to be embraced, with Jamindar 
concluding: “Online platforms provide an unsurpassed 
opportunity for global reach compared to live events, as they 
are unencumbered by logistical, travel, or HCP cost barriers.”

95%

Words by Isabel O’Brien

A NEW TRACK 
FOR SCIENTIFIC 
EXCHANGE

Medical Affairs Medical Affairs
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W hen considering the 
vast challenge of 
medication adherence, 
the proverb ‘you can 

lead a horse to water, but you can’t make 
it drink’ springs to mind. Pharmaceutical 
R&D spending is predicted to hit $181 
billion per annum by 2022, as the 
industry strives to continually improve 
outcomes for patients, but without 
improved adherence, new treatments will 
not reach their full potential. Medical 
affairs have the skillset to be the leader 
in the adherence challenge – guiding 
patients through the treatment journey 
and offering education, motivation, and 
support to reach the final destination: 
improved quality of life. 

To address the complexities of medication 
and lifestyle adherence, better education is 
critical. As the communicators of scientific 
knowledge, MA are in a unique and 
suitable position to carry out this task. Eric 
Bouilloux, Associate Vice President, Scientific 
Affairs, Accord Healthcare, discusses: “MA 
have a critical role to play as suppliers of 
key medical education to the HCP and, 
where appropriate, to patient association 
groups. MA need to fully fulfil that role of 
data dissemination in the ever-evolving 
disease knowledge state and provide 
all the information and tools enabling 
efficient and the most convenient use of 
products available to the patient across the 
spectrum of options.” It is not simply about 
telling patients why they should take their 
medication – but providing support for the 
challenges that lead to poor adherence.

Technology is being utilised to identify poor 
adherence and spark conversations around 
the issues that lead up to this. Konštacký 
explores: “There are gadgets which help you 
to see, for instance, where patients are using 
their long-term asthma medication, like 
inhaled corticosteroids, and you can learn 
that they have been spraying their inhaler 
20 times, moments before entering the 
doctor’s office, so they can pretend to comply. 
It is important to explain to the patient 
that they are not cheating their doctor, but 
themselves.” Often, patients are giving up 
on medication or lifestyle changes before the 
impact is visible, so they aren’t aware of the 
benefits they could be missing out on. 

MA need to fully fulfil 

that role of data

dissemination in the

ever-evolving disease

knowledge state

For many patients however, education is 
not enough. They may be well aware of 
the ramifications of not adhering to their 
treatment plan, but still choose not to. 
The negative impact or challenges may 
outweigh the benefits. In these cases, MA 
may have to look not just at education, but 
at motivation. Konštacký says: “The role of 
medical affairs is not to scare patients, but 
to create motivational tools. Motivating 
patients will be an even more prominent 
task in upcoming years.” 

“Some companies use gamification. In 
diabetes for instance, patients can collect 
points for insulin treatment adherence, 
and the pharma company, based on the 
level of adherence, donates insulin to 
developing countries on your behalf,” 
continues Konštacký. Tools such as 
this can encourage better adherence in 
patients motivated by doing something 
positive for those less fortunate, rather 
than being guided by education on how 
this insulin will impact their own lives. 

Konštacký shares another approach: “You 
have some gamification that plays on 
the community element, where patients 
can compete with other diabetics to 
improve adherence.” Again, this captures 
a different segment of patients, who may 
be driven by the feeling of community, 
or by a competitive spirit. For Konštacký, 
elements such as these “tick all the boxes 
for an impactful MA tool.” The adherence 
challenge is vast – and tools such as these 
can help MA along the way.

By developing a strategy that begins with 
an investigation into the reason for poor 
adherence, followed by an approach 
towards addressing these challenges, MA 
can use their unique standpoint to educate 
and motivate a new wave of adherence for 
patients, ultimately serving their long-
term quality of life. We must work to show 
patients that there is a light at the end of 
the treatment tunnel, offering support and 
knowledge in swathes along the way.

Adherence is a complex issue that occurs 
for a multitude of reasons across the patient 
journey, from avoiding side effects and lack of 
understanding, to lack of funds or accessibility 
to collect prescriptions. It is not just relevant for 
medication, but also for lifestyle choices, which 
can significantly impact treatments. Michal 
Konštacký, Global Medical Affairs Director, 
Takeda, explains: “Medications which don’t 
immediately affect somatic symptoms typically 
have poor adherence. Patients with chronic 
diseases like asthma, COPD, lipid disorders, and 
diabetes not only have suboptimal adherence to 
medication, but also to other recommendations 
such as suggested diet or regimes (e.g., smoking 
cessation) which might be crucial to long-term 
treatment outcome.” 

Source: Medication Adherence Alliance, 2020

1 million

1/4

of chronic disease 
patients do not take 
their medication as 

prescribed

emergency 
hospital visits and 

hospitalisations could 
be avoided each 

year with improved 
adherence in diabetic 

patients

of new prescriptions 
are never taken to a 

pharmacy to be filled

50%

MOTIVATING A 
NEW WAVE OF 
ADHERENCE

Words by Kirstie Turner 
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Source: Forbes, 2020

Source: ABPI, 2020

Source: Rare Disease Org, 2019

rare diseases are 
known to exist

people will be 
impacted in their 
lifetime by a rare 
disease

Accurate diagnoses of 
rare disease patients 
take on average

< 10,000

1/17

> 4 years

Through the process of trying to
find answers, they become highly 
educated, and set increasingly
high expectations for their care

improve the scientific literature on the condition. Where there’s 
a will, there’s a way, and with mobilised patients and caregivers 
carving their own paths, there is no shortage of ‘will’ in this space.

Jha emphasises that structural barriers delaying and preventing 
access to treatment are an additional important factor at 
play here, and MA have an opportunity to implement more 
institutional and wide-reaching changes: “MA can contribute by 
improving access to medicines by addressing barriers that delay 
and prevent access. This is not just pricing, but also policing 
shaping and regulatory approvals by working very closely with 
government, academia, and patient associations and groups.”

Rare disease patients are tenacious, and their diseases are 
complex, but MA are well suited to tackle these challenges. If 
pharma continues to support carers as well as patients, collaborate 
with pillars of the rare disease community, and become active 
advocates for the education of all stakeholders, the knowledge gap 
that exists in the rare disease space will begin to close. 

No matter our unique passions, experiences, or conditions, we 
are not alone in the world, and with the democratisation of 
information combined with our freedom to share and connect, 
there is hope that these more niche, atypical conditions will one 
day receive the same attention that more common illnesses have 
today.

From birdwatchers to metal detectorists, train spotters to 
puppeteers, corners of the internet have bonded tribes of 
passionate, like-minded individuals from across the world 
who share one unifying identifier. Rare disease patients are an 

increasingly empowered subset of this shift. Having once believed their 
experiences to be entirely unique to them, the nature of our changing 
world is connecting and educating these once solitary patients; but the 
extensive knowledge gap of their conditions remains shrouded in mystery. 
How can medical affairs collaborate with these invaluable patients as they 
seek to overcome the distinct set of challenges that rare diseases present?

No matter how taxing their conditions, rare disease patients are coming 
out of the shadows as authorities in their own ‘specialist subjects’. Jason 
Bradt, Head of Rare Disease North America, MA, Ipsen, explains: “Rare 
disease patients and their support systems often have long and arduous 
journeys to get to a correct diagnosis. Through the process of trying 
to find answers, they become highly educated, and set increasingly 
high expectations for their care. This hunt for answers often leads to 
frustration with the healthcare system.” There is a palpable demand in the 
rare disease space for the integration of caregivers as well as patients into 
the dialogue. Trishna Bharadia, Health Advocate and Patient Engagement 
Champion, confirms: “Within the rare disease space… carers might have a 
bigger role to play than in many non-rare diseases.”

Patient frustrations often stem from the lack of education and 
surrounding scientific literature on rare diseases. At the onset of a rare 
disease, signs and symptoms can often be mistaken for more common 
ailments, and a delay in diagnosis can trigger a great deal of adversity. 
Santosh Jha, Head of MA, Rare Diseases & Neurosciences, Growth 
Emerging Markets Region, Takeda, explains: “Lack of awareness and 
appreciation of rare diseases in general physician and specialities makes 
it really difficult to spot rare disease patients. The conventional medical 
education principle taught in colleges, advocating ‘think common 
ailments’ when diagnosing, makes it more difficult for physicians to ‘think 
rare.’”

Rare disease communities can be relatively small, so it is even more 
crucial that pharmaceutical companies think beyond the medication and 
develop more personal relationships as they grapple with a disease. To 
reinstate faith in our healthcare system, MA must enter into open-minded, 
collaborative partnerships with patients. Bradt summarises: “Through 
education, research, training, and engagement MA can support the 
mission of rare disease patients and advocates.”

Pharma can replicate the discussions 
typically had with scientific experts with 
savvy patients, carers, and disease state 
advocacy organisations on new platforms. 
“The channels for this communication are 
constantly evolving as seen by the increased 
importance of virtual support networks 
formed on social media channels and the 
development of ‘key online influencers’,” 
confirms Bradt. “Social media has become 
a critical channel of communication for 
disease state education in rare diseases. 
Geographically dispersed individuals can 
interact near real time to share information 
and get the answers they are looking for.” 

Consider the incredible case of Betrand 
Might: a father who was advised that his 
son might be the only living person with the 
rare genetic heart condition: NGLY1. After 
futile years without answers, he sent out a 
rallying call on social media, to find others 
experiencing similar symptoms. Miraculously, 
a sufficient number of subjects were identified 
to begin the running of clinical trials, the 
funding of therapies, and to ultimately 

Words by Michaila Byrne
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The gaming industry is
one of the most data-
collecting industries

‘J ust one more level and then I’ll go to bed…’ This plea has 
often echoed down the headsets of gaming enthusiasts, but 
likely was never followed with the legitimate justification ‘…
because it’s good for me!’ 

Since the golden age of arcade gaming, gamers have been warned of 
the varying and potentially harmful side-effects. Long have we feared 
and fought against the popular pastime, but now, in this increasingly 
remote era, the pharmaceutical industry is beginning to acknowledge 
and harness the power of games for good. In embracing their potential 
as both a digital therapeutic (DTx) and an educational tool, pharma 
can not only encourage positive behavioural practices, but also change 
health outcomes for the better.

From candy crush puzzles to immersive real-world simulations, games 
are as varied as they are useful: a tool for good, ill, and all shades in 
between. Olli Rundgren, CEO, Psyon Games, explains the addictive, 
engaging nature of gaming: “The two most important aspects are 
habits and learning. Games have great power to teach you something… 
first you learn, then you build the habit loop. After that, you don’t 
actually have to make decisions anymore. It’s automatic behaviour.” 

real medicine and the data is crystal clear to 
show there is something significant going on 
in these experiences: they are very powerful. 
It is very evident that games do change the 
brain,” says Omernick.

Notably, the opportunity for pharma to 
acquire data to optimise products and services 
is hugely significant but largely unrealised. 
“The gaming industry is one of the most 
data-collecting industries; information is 
used to improve user experience, create 
feedback and habit loops, increase retention, 
increase social sharing, in-game design, 
meaningful marketing messages, and 
community behaviour. We are between the 
pharmaceutical industry’s data needs and the 
gaming industry,” explains Rundgren. 

We have long dismissed video games as, at 
best, a frivolous waste of time, and, at worst, 
detrimental to our health. But now, with 
emerging data, it is becoming increasingly 
possible that through collaboration with 
non-traditional industries and by embracing 
the neuroscience of game design, we could 
be prescribing games sooner than ever 
predicted. Two industries, alike in their 
capacity for data collection and in their ability 
to improve outcomes for end-users: will they 
unite? Player one (gaming) and player two 
(pharma)...ready?

In partnership with pharma companies, Psyon Games operate within 
therapeutic areas such as diabetes, oncology, respiratory medicine, and 
immunology. Rundgren suggests that games can help wherever “there 
is a need to improve disease awareness, shorten time to diagnosis, 
increase treatment efficiency, and increase compliance or adherence.” 
For example, as players engage with Psyon Games’ WHO-endorsed 
‘Antidote’ game, they learn about the acquired immune system and 
how vaccines are made.

But their value is not limited to a singular end-user; games can be 
played by physicians, patients, and carers alike. These can be of 
particular use to practitioners based in the developing world, they 
may not necessarily have access to conferences or simulations, but 
will likely have access to a smartphone. Thus, the opportunity to 
improve physician performance on a global scale is enormous. Sam 
Glassenberg, Founder and CEO, Level Ex, explains: “We are capturing 
the challenges of medical practice as video game mechanics. Whether 
it is the puzzle of diagnosing a difficult patient, the hidden object 
game of finding precancerous polyps in a colonoscopy, or the physics 
puzzle of removing a nail from a patient’s airway.” By applying this 
“neurochemical recipe”, audiences can improve their skills, and 
ultimately change their behaviour.

 

And patients can benefit too. Presenting at the Digital Health Summit  
2020, Matt Omernick, Co-Founder and Chief Creative Officer, Akili, 
affirms this characterisation of “a video game as medicine” and 
advocates for their use as remote tools in a post-COVID-19 world. 
Akili’s game, EndeavorRx™, enables families of patients with attention 
deficit hyperactivity disorder (ADHD) aged 8–12 to track symptoms 
and observe behaviour; unearthing commonalities and trends of good 
and bad health days. In addition, Akili’s ‘Neuroracer’, was announced 
this year as the first FDA-approved video game therapeutic. The game 
positions players in a car race simulation to discern relevant cues 
from distracting ones. This multitasking activity has led to substantial 
improvements in completing external tasks that involve sustained 
attention and working memory, generating an overall improvement 
in mental cognition. For behavioural conditions like ADHD and 
depression, this burgeoning ecosystem is rife with opportunity. “This is 

Source: (Forbes, 2019)

Source: (WIRED, 2019)
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SP   ONFUL OF
HEALTHCARE APPS
In the age of innovative digital solutions, mobile apps that help patients to take 

control of their diseases are becoming increasingly popular. We are showcasing 
some standout patient apps that have been created by, or in collaboration with, 
pharma, and are designed to give the power back to the patient and improve their 

quality of life. 

SANOFI’S ‘GO MEALS’ 
For people living with diabetes, Sanofi-Aventis 
launched GoMeals. The app allows users to 
search through grocery foods and restaurant 
dishes to identify which meals meet their 
nutritional needs, giving power back to these 
patients to control their insulin intake more 
confidently.

PFIZER’S ‘QUITTER’S CIRCLE’ 
Pfizer are working with the American Lung 
Association to help people stop smoking. Their app 
‘Quitter’s Circle’ facilitates conversations with HCPs 
and allows users to track their ‘quit smoking journey’. 
Features of the app highlight the value of smoking 
cessation, including an indicator of the money a user 
has saved by not buying cigarettes.

MSD’S ‘CHEMODIARY’ 
MSD’s digital tool engages patients 
undergoing chemotherapy and experiencing 
side effects. ChemoDiary allows patients to 
register their condition, track reactions to 
their chemotherapy treatment, and share 
updates with their doctors. The app also 
provides a diary to track appointments and 
vital treatment information. 

JANSSEN AND WELBY’S ‘AOZORA’ 
Janssen are collaborating with Japanese digital 
health organisation Welby to develop an app 
for patients living with ADHD. The app assists 
patients through time management capabilities and 
medication reminders, also offering the opportunity 
to set goals. Aozora promotes lifestyle changes but 
the app’s main priority is to improve medication 
adherence. 

Prescription digital therapeutics sound and feel futuristic; 
a new galaxy in the DTx universe, which is comprised 
of digital devices that act like traditional medications. 
But despite our global transition into a new era of digital 

literacy — with 70% of HCPs expected to be digitally savvy by the 
end of 2020— could it ever become routine for doctors to refer 
to a technology supplier, rather than a pharmacy, to obtain their 
prescription?

“Prescription digital therapeutics is where the technology is 
the intervention itself. The technology is the drug. Although, 
historically, we’ve thought about drugs as being pills and 
injections, or infusions, and even increasingly today, cell 
gene therapy, why not think about the drug being a digital 
intervention: an app, an interface, or an electrical therapy?” says 
Jeremy Sohn, Vice President, Global Head of Digital Business 
Development & Licensing, Novartis, speaking at eyeforpharma 
Barcelona virtual 2020.

Words by Isabel O’Brien 

These are not to be confused with straightforward DTx or digital 
diagnostics: “It’s an improved product that goes through the same 
rigorous, randomised clinical trial and regulatory submission 
process that we would take any other drug or modality through,” 
says Sohn. These are not wellness apps or trackers; these are 
medical-grade devices that can alter the course of a patient’s 
condition.

The world’s first FDA-approved prescription DTx only came 
to market in November 2018,  a cognitive behavioural therapy 
platform called reSET, designed to treat Substance Use Disorder 
(SUD), and made possible by a pharma–DTx collaboration 
between Novartis and Pear Therapeutics. 

Prescribed in 12-week cycles, patients receive online therapy and 
fluency training to reinforce their proficiency, and their doctor 
can monitor progress remotely through the patient self-reporting 
their substance use, cravings, and triggers. 

“It’s not replacing that individual visit with the therapist; 
it’s augmenting it and putting it in your pocket,” says Sohn. 
Randomised controlled trial (RCT) results showed that when 
reSET was used alongside traditional outpatient therapy, patients 
showed a significantly improved rate of abstinence and even 
adherence to outpatient therapy itself.

Another example is Cala Health’s Cala Trio™, also supported by 
Novartis; the first non-invasive targeted therapy that reduces 
hand tremors. It is a charcoal grey, hand-worn device, alike in 
aesthetic to a top-of-the-range exercise watch. It can calibrate to 
a patient’s unique tremor pattern, and when activated, stimulates 
the nerves that are causing the tremor. 

“It can interrupt that electrical current that causes that tremor, 
and give patients hours of respite, hours of treatment, and give 
people back their life,” notes Sohn.

Mental health and physical therapy are just two areas where 
prescription DTx have been launched, but there is scope for these 
to spring up into other spaces in the coming years. However, 
this will be dependent on whether physicians can be successfully 
engaged. 

 “A typical physician will say: ‘we want to offer our patients access 
to the best treatment, but we do not have enough time’, or ‘we do 
not get paid to provide technical app installation and check five 
different dashboards,’” says Jonas Duss, US CEO and Co-Founder 
of DTx company, Kaia Health.

In order to progress the roll-out, providers must be trained and 
incentivised. These are specialised and unfamiliar processes and 
their time is precious, so they must be allowed to bill for set-up 
and monitoring, accounting for the additional workload that is 
not attached to a traditional prescription. 

Whilst prescription DTx may feel revolutionary now, with 
pharma’s help and investment, plus additional physician support, 
we may soon see doctors’ offices transform from carpeted time 
warps into digital dashboard paradises where patients go to 
receive the most cutting-edge care.

PRESCRIBING A 
DOSE OF DIGITAL 
THERAPEUTICS

Prescription digital
therapeutics is where
the technology is the
intervention itself
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I f the horse meat scandal of 2013 taught us anything, it was that consumers 
have a right to know exactly what they are buying, and manufacturers have an 
ethical duty to be 100% transparent. Labelling is the vessel through which vital 
instructions and information about products are communicated to end-users, 

and in the pharmaceutical industry, medical affairs are entrusted with safeguarding 
these products from misuse, by balancing scientific accuracy with conciseness and 
coherence.

“Good labelling skills are a form of art that combines regulatory requirements 
and all scientific information into a focussed and clear label. Less is more when it 
comes to labelling wording,” says Isma Benattia, Vice President Europe Medical 
Affairs, Amgen. And with the stakes as high as they could possibly be, a drug simply 
‘doing what it says on the tin’ is insufficient. Accuracy might sound like an obvious 
stipulation, but absolutely nothing can be left to chance. 

A common error that can lead to mishaps is language barriers, so translations 
being conducted by native speakers is a necessity. When the Spanish Conquistador 
Hernán Cortés infamously landed in Mexico and met emperor Montezuma 
II, the absence of any present native speaking translators resulted in a historic 
misunderstanding, a fatal kidnapping, and the deaths of thousands of people. 
When it comes to medicine labelling, the consequences of miscommunication and 
meaning being ‘lost in translation’ can be equally fatal. Benattia continues: “Each 
leaflet must be written in the local language and translated by native speakers. For 
example, ‘every other week’ to native English speakers implies every 2 weeks, but to 
non-English speakers it could mean ‘occasionally’, and potentially cause confusion if 
translated without validation from native speakers.”

Clarity is everything, not just for patients. When a pharmacist scans a medicine 
shelf to select a bottle or a pill, there can be no room for error or confusion. “The 
system backing the product and the healthcare practitioner has to make it easy 
to do the right thing and difficult to do the wrong thing,” states Nancy Globus, 
Vice President, Regulatory Affairs, Accreditation Council for Medical Affairs. This 
is where MA can showcase their value, ensuring that something like a mismatch 
between a label and a dosing cup is an event of the highest improbability. 

Aside from harm to patients, what is the cost of such errors? Rich Quelch, Global 
Head of Marketing, Origin Pharma Packaging, details pharma’s vested interest in 
labelling compliance: “Labelling inaccuracies also cost the pharma industry in lost 

revenue, slow the launch process, and result in product recalls. In 
fact, it is estimated that 50% of medicine recalls are due to errors 
in labelling or packaging artwork.” Benoit Lourde, Senior Business 
Development Manager, Intelligent Labels & Healthcare, Avery 
Dennison, outlines similar outcomes, with inaccurate labelling: 
“Affecting compliance, causing loss of inventory, and jeopardising 
patient safety.”

The unique skillset of MA professionals is tailor-made for detecting 
potential errors, taking a pre-emptive risk-based approach, and 
conjuring up preventative mitigation strategies. “Clearly accuracy 
is important, but it is putting those processes into place where 
there aren’t chinks in the armour of the system. You have to think 
about the types of errors that can occur,” says Globus. With their 
combination of medical expertise and ability to communicate 
complex information, MA has the potential to play a much bigger 
role in this space.

Fluctuating compliance standards, the global distribution of 
products, and the lack of rule uniformity across borders only 
complicates matters. Compensating for this, MA must understand 

the nuances of country-specific designs and become 
fluent in the regulatory requirements of each product. 
Quelch confirms: “The pharmaceutical industry 
is increasingly globalised and safety standards are 
strengthening, yet medicine labelling remains in a 
disconnected tangle with little consistency across 
markets, particularly amongst developing economies.” 

Nonetheless, Globus is optimistic that if pharma can 
build labelling into the early product design stages, as 
well as make better use of experts operating regionally, 
these challenges can be overcome. She continues: 
“There are some global initiatives moving towards 
harmonisation of labelling across countries. Certainly, 
the overarching goal is that they want products to 
be used safely. For, as frustrating as those individual 
intricacies and differences are, there is definitely a move 
towards harmonisation that is worthy of recognition.” 
Lourde corroborates: “Using local knowledge on the 
compliance side and staying informed about changes 
and proposed changes to legislation can help MA 
professionals to meet compliance standards.” 

As potent substances with a much greater risk impact 
than a product like horse meat, drugs and their labels 
need to be held to rigorous standards of scrutiny that 
far exceed accuracy. With increased education across 
functions around the risk factors at play, with the help 
of mandatory native translators, and through continued 
collaboration and training, MA can apply their already 
distinctively suited skillset to this vital aspect of drug 
development and safety.

Source: FDA, 2019
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