
T R E N D SC O M M E R C I A L

C O N S U M E R

D I G I T A L

M A R K E T I N G

H E A L T H C A R E





Disruption. We feel it across our industry. 

Influencers. Strategies. Competition. It’s all shifting.

The entire Commercial model is being reshaped and rewired by new 
expectations and new possibilities. 

 

 
 
 
 
 
At Syneos Health, we use the trends changing the landscape to challenge 
and accelerate our thinking.

Trends show shifting market expectations. They reveal data and clues 
about changing habits and preferences. Trends uncover brands that are 
making unique connections and getting to white spaces first.

Understanding the shifting market increases our clients’ chances to lead it. 

It means we don’t change one thing, one time – we actively keep changing 
a lot of things at the right times. 

COMMERCIAL TRENDS 2018:  
NEW EXPECTATIONS. 
NEW OPPORTUNITIES.
What will your brand do?



Front line insight:

In Real Life

•  Data on the actual pharmacy behaviors of nearly  
200 million people

 •  Ethnographers and behavior psychologists immersed in 
longitudinal studies of life and health 

In EHRs (and Wallets)

•  Researchers steeped in shifting payer attitudes

•  Communicators connected to organized customers  
and workflow decision dynamics 

As part of Syneos Health, we are engaged in every point of influence in 
health and healthcare. This lets us know your market, your influencers 
and your patients in ways that no other partner could. 
 
The authors of this report included over 75 Commercial leaders, who 
together touch the frontlines of development, patient engagements and 
next-generation care:

At the Point of Care

•  Over 12,000 nurses and sales experts educating healthcare 
professionals, patients and caregivers 

•  In-house HCPs, including doctors, nurses, pharmacists, 
psychologists 
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In Government Offices

• Experts in regulation and pricing

•  Public relations teams focused on new value 
frameworks and influencers   

At Pharma Leaders

•  Commercial strategy experts innovating at every stage  
of the life cycle 

•  Competitive views into promotional marketplace activity 
across hundreds of therapeutic areas

In the Next Generation of Care

•  Integrated Top 3 CRO serving over 500,000 clinical trial 
participants 

•  Bold new navigators developing or Commercializing at 
least 82% of all novel new drugs approved by the FDA in a 
recent five-year period 
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2 0 1 8 :  Th e  Ye a r  o f  C o m m e r c i a l  Tra n s f o r m a t i o n

SHIFTS
Paying  for  Va lue :
Payers, delivery networks, advocacy groups 
and third parties are all asking: is it worth it?

Rapid ly  Evo lv ing  Rare :
Big solutions for tiny populations 

Commerc ia l  Endpo ints :
The endpoint is changing: from does it work to do people want it? 

Infrastructure  Reset :  
From bloated inside to buff 
and looking outside

Swel l  o f  Stranded  Assets :
Few focus areas; more left behinds 

Pred ic t i ve  Plann ing :
Hunches are being replaced 
with seamless simulations 

New Commerc ia l i zat ion  
Expectat ions :  �
The pressure to 
maximize is on! 

Pod ium Pound ing  and  
a  New Era  for  Advocacy :
What moves people, 
moves markets

The health elites are 
optimizing everything; 
who is left behind?

From Pat i ent-Centr i c i ty

Except iona l  
Consumer Contro l :  

to  Pat i ent  Int imacy :

A new expectation for experience
?$

Driv ing  the  Future  of  Hea lthcare  
Commerc ia l i zat ion  

Medica l  Musc le :  
The #1 strategic investment: 
medical transformation

Rev i s ing  the  Journey :
The new patient journey is 
more like real real life 

AI as  Invest igator :
The ’bots on the frontlines 
of discovery 

Integrated  Customer Engagement :
More customers, more 

value equations 

No More  Sa les  Reps?:
Or a new front line?
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The #1 strategic relationship investment in 2018 will be 
innovation in how medical teams engage and support 
both external and internal stakeholders.

Pharmaceutical organizations around the world are asking how 
to maximize strategic investments in their medical teams. They’re 
experimenting with new tools, new talent and new metrics to 
fundamentally change the long-standing role of Medical. 

Medical Muscle
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A Leading Clue:

Medical Muscle 2018 COMMERCIAL TRENDS 01

Internal Impact
Syneos Health hosts annual Leadership Summits that bring together 75 participating 
organizations to produce actionable insights on the future of medical affairs. This year, 
the summit delivered a look forward on some of the metrics that will matter most to the 
success of Medical. The top four areas for internal stakeholder impact were:

•  Communication of medical insights outside of the medical organization  
(ie. to commercial, Market Access, etc.): 88%

•  Contributions to strategic brand planning, life cycle management and related  
initiatives: 76%

• Contributions to launch planning: 53%

• Evidence generation: 43%

The lowest impact activity was one of the previously most-core:  
medical / legal / regulatory view at 6%

Syneos Health, 2017

Communication of medical insights
outside of the medical organization

AREAS THAT WILL MATTER
MOST TO THE SUCCESS 

OF MEDICAL IN 2018

Contributions to strategic planning, 
life cycle management and related initiatives

Contributions to launch planning

Evidence generation

4TOP

http://consulting.inventivhealth.com/articles/inVentiv Health Consulting - Medical Affairs Vision 10-10 - September 2017.pdf
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New Guidance,  New Learning
As exciting as the new possibilities for Medical are, industry leaders are moving ahead carefully 
and investing in defining both the right rules of engagement and the needed new skill sets for 
medical excellence. Karen Lowney, Executive Director, Global Ethics & Compliance at Astellas 
Pharma, recently explained, “It’s more important than ever that we have clear guiding principles 
around how these functions interact and collaborate to ensure it is effective and compliant, 
while, at the same time, maintaining their independence.” Her team is focusing on empowering 
collaboration on upfront strategy and protecting independence in execution. GlaxoSmithKline 
is powering its new approach to medical affairs, which puts Medical at the forefront of HCP 
interactions, with new expectations for medical capabilities, including scientific and product 
expertise, value and access, governance, and communications skills. GSK wants medical 
experts to be able to translate information to value – which means being an engaging 
communicator as well as a credentialed expert.

eyeforpharma, 2017, 2016

The Center of Growth
A recent Syneos Health Consulting study of industry experts in the U.S., Europe and Japan 
found that Medical Affairs is the second most important function on the Commercial team, just 
behind market access and contracting. Fifty-eight percent of organizations expect investment 
in unbranded communications and MSLs to increase in 2018, while investment in other 
traditional go-to areas, like advertising, congress and sales, are projected to decline. Look for 
Medical organizations to use those increased dollars to create new kinds of partnerships, build 
more lasting relationships and fuel a stronger feedback loop from Commercial to Clinical.

Syneos Health Consulting, 2018, Launch of the Future report 

Delivering on Patient-Centric Promise
The customer base for medical affairs is much broader than the provider focus it had in the 
past. Payers and regulators are looking for proof of the medical, clinical and economic value of 
medicines, and increasingly patients and their advocacy organizations are expecting new kinds 
of scientific content and Real World Evidence. Many organizations believe medical affairs is 
particularly well positioned to fuel more patient-centric information and evidence development. 
Medical teams sit on review committees, work across a huge range of functions, and are often 
the strongest connectors with advocacy groups. A recent study found that medical affairs 
teams are already involved in 65 percent of patient-centric initiatives. In 2018, look for that 
number – and impact – to keep growing.

Patient Centricity 2.0 Report, 2017

https://social.eyeforpharma.com/clinical/changing-face-medical-affairs
http://www.marketwired.com/press-release/top-3-pharma-functions-involved-patient-centric-initiatives-apart-from-marketing-2228290.htm
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Payers, delivery networks, advocacy groups and third 
parties are all asking: Is it worth it? The answer 
increasingly depends on just what you’re tracking. 

The shift from efficiency to effectiveness is changing the healthcare 
decision-making environment. In 2018, deal making starts with data and 
understanding just what unique cumulative benefit a new drug can have 
on individual lives and population outcomes. Pharmaceutical leaders are 
on the forefront of finding new ways to link innovation to impact. 

Paying for Value
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A Leading Clue:

Paying for Value 2018 COMMERCIAL TRENDS 02

Outcomes-Based Era
Payers have long talked about the potential of outcomes-based contracting to reduce 
risk on expensive drugs that may not be as effective outside of clinical trials. But cost 
and access to Real World response and outcomes measures kept adoption very low. 
In the last two years, that trend line has started to swing upward. Harvard Pilgrim is 
compensating Novartis’ heart failure drug Entresto at a lower level if targeted reductions 
in hospitalizations are not achieved and Eli Lilly’s Trulicity for type 2 diabetes must 
outperform competing drugs to receive maximum contract revenue. Humana also 
contracted with Eli Lilly. In the deal, reimbursement for Effient, an antiplatelet drug, is 
linked to potential reductions in hospitalization rates. Novartis made even bigger news in 
2017 for outcomes-based contracting on its $475,000 CAR-T drug, Kymriah. Novartis will 
be collaborating with the Centers for Medicaid Services “…to make an outcomes-based 
approach available to allow for payment only when pediatric and young adult ALL patients 
respond to Kymriah by the end of the first month.”

PM360, 2017, Novartis, 2017

&COST  ACCESS
KEPT ADOPTION OF OUTCOMES-BASED 

CONTRACTING VERY LOW

http://www.cnn.com/2017/08/30/health/fda-first-gene-therapy-leukemia/index.html
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Patient Voice on Impact
In a recent study by Syneos Health, executives at managed care organizations told us they are 
finding more occasions to have frank discussions with patient advocates, pharmaceutical 
executives, physicians and policymakers at state and federal levels. For example, The 
International Society for Pharmacoeconomics and Outcomes Research (ISPOR) organizes events 
that bring all of these stakeholders together, and cross-industry attendance is also increasing at 
meetings of the Institute for ICER. “In face-to-face meetings at these events, we’re learning about 
the consequences of an illness from each individual perspective,” one payer told us. It’s hard to 
think of a time when such moments of convergence have mattered more.
Syneos Health, An Insurance Industry Perspective, 2017

The End of PBMs?
When The Wall Street Journal announced that CVS offered to buy Aetna for more than $200 per 
share (or more than $66 billion), it pointed to a critical new trend: the end of the road for 
stand-alone pharmacy benefit managers and potentially an entirely new way that drugs are 
valued and paid for.  For years, pharmacy benefits were largely separate from the medical 
coverage plan. Bringing the two services together will make it much easier for insurers to 
verify the medical impact of drugs being used by their members and ultimately better define 
which drugs are worth what cost. The CVS-Aetna deal could be an important proving ground 
for the possibilities, bringing together the third-biggest health insurer with the largest U.S. 
drugstore chain, which also operates a pharmacy-benefit management company.

The Wall Street Journal, 2017 

Attack on Incremental
The Institute for Clinical and Economic Review (ICER) has been evaluating the cost effectiveness of 
drugs in a similar way to the U.K.’s NICE since 2014. It’s generated controversy by frequently 
saying that drug prices were too high for what it considered incremental benefits over other 
choices in the category. In 2018, ICER is set to have an even greater voice with new partnerships 
and new funding. The group will use a $13.9 million grant from the Laura and John Arnold 
Foundation (LJAF) to broaden the scope of its investigations from analyzing only certain 
therapeutic classes to reviewing the clinical value and cost of all newly approved drugs in the U.S. 
A new partnership with the Department of Veterans Affairs (VA) will also have ICER “…support VA 
coverage and price negotiations with pharmaceutical companies to promote access to high-value 
drugs.”  Many pharmaceutical innovators are responding to the new ICER moves with proactive 
ICER review strategies.  

BioPharma, 2017; Health Affairs, 2017

http://www.pharmavoice.com/whitepapers/mental-health-insurance-perspective/
https://www.wsj.com/articles/cvs-health-is-in-talks-to-buy-aetna-sources-1509047642
https://www.healthaffairs.org/do/10.1377/hblog20171024.745943/full/
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For those that seek it, the possibilities for optimizing their 
health and healthcare are greater than they’ve ever been 
before. A new class of health elites has leapt forward to 
embrace the future of care.

Today, the options for quantifying your health, connecting with physicians, 
comparing treatment choices and predicting what’s next are nearly 
endless. But only if you know how to navigate them. Motivated health 
consumers are cutting new paths and adopting new approaches to show  
us all the way.

Exceptional 
Consumer Control
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A Leading Clue:

Exceptional 
Consumer Control 2018 COMMERCIAL TRENDS 03

Exceptions and Ill iteracy 
As these patients leap ahead, others are being left behind, creating critical new 
gaps for the industry to focus on and fill.  Recent research from the University 
of Texas found that around half of adult Americans demonstrate low health 
literacy, struggling to both find and use health information. These issues are 
compounded in this digital age, as tech-challenged patients are doubly 
impacted when apps, portals or technology tools are part of their care. Even 
for those with strong health and technology literacy, attitudes and beliefs can 
stand in the way. Syneos Health behavior insights specialist, Kathleen Starr, 
PhD, is leading a multi-year ethnographic study on life and health. She 
explained, “In our culture, everyone is an exception. We believe our healthcare 
possibilities or prognosis are different than the data. We will be the exception 
to the rule. Even in our treatment, we believe our disease or plan should not 
be the standard. We’re different.”

Journal of Medical Internet Research, 2017; Syneos Health, 2017

of adult Americans demonstrate low health literacy

Around
of adult Americans 

demonstrate low health literacy

Around

http://www.jmir.org/article/viewFile/jmir_v18i10e264/2
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From Tracking to Predicting 
If you want to track any aspect of your health or fitness today, chances are there is a device you can clip on 
or wrap around your wrist to do it. The fitness tracking market alone shipped 62 million units in 2017; that’s 
a $7.3 billion industry that’s only expected to keep growing. But in 2018, the health elites want more than 
tracking – they expect predicting. Veritas Genetics and Inova recently launched a service called MyMap that 
combines genome sequencing with pharmacogenomics testing. With just one at-home test, users can 
screen their genome for 1,200 clinically relevant conditions, assess carrier status for over 100 inherited 
conditions, and understand their likely response to 145 prescription medications. For $149/month, 
consumers in San Francisco and Los Angeles can do even more at Forward, a membership-based 
healthcare start up founded by former Googler Adrian Aoun. There, body scans, blood testing and genetic 
testing all happens on-site. Results are fed into Forward’s AI and the Forward mobile app that support 
patients in the exam room and in the real world. 

VentureBeat, 2017; Veritas Genetics, 2017; Health IT News, 2017

More Control – If You Look for It
Plan design and behavioral incentives were supposed to usher in a golden age of consumerism in 
healthcare, where every person would be empowered to ask questions about cost, comparison and value of 
care. Today, the information is there but the ability to access it, personalize and compare it is harder to find. 
Unless you know where to look. For some informed consumers, that’s on a website. For more, it’s in a 
portal. Five states (California, Florida, Maryland, Oregon and New Jersey) have comprehensive sites that 
allow consumers to compare the prices and charges for common procedures. The NYS Health Foundation 
is taking New York’s infrastructure even further with a website to price compare, a maternity metrics 
scorecard to help soon-to-be parents select a hospital, and an out-of-pocket cost calculator for high-cost 
conditions. Although not everyone is using those proactive tools just yet, a growing number are connecting 
with their doctors electronically. In a recent study, 74 percent of patients said they’ve joined a patient portal 
offered by a healthcare provider (up from 45 percent in 2016).

NYS Health Foundation, 2017; Health Affairs, 2017; CDW, 2017

Fully Funded
Crowdfunding is the latest source of consumer choice and empowerment. Since GoFundMe, a fundraising 
platform for charitable causes or personal goals was founded, almost half the funds raised have gone to 
health-related campaigns, just one of 19 categories available. Health cost crowdsourcing will be a strong 
growth area in 2018. YouCaring recently acquired GiveForward, a platform that is 70 percent medical 
fundraising. Indiegogo started out funding filmmakers but recently launched Generosity to include 
medical fundraising. GoFundMe CEO Rob Solomon calls the site a digital safety net. Indiegogo’s senior 
director of social innovation, Breanna DiGiammarino, told Bloomberg, “Often, funds people are raising are 
for a huge range of costs that go along with care, like travel to the place where you will get care, because 
insurance doesn’t really cover that. In the future, more fundraisers will likely seek to cover premiums and 
deductibles rather than the cost of care itself.”

QZ, 2017; Bloomberg, 2017

https://venturebeat.com/2017/06/05/idc-wearables-grew-17-9-in-q1-2017-xiaomi-and-apple-overtake-fitbit/
https://www.veritasgenetics.com/content/inova-partners-with-veritas-genetics
http://www.healthcareitnews.com/news/data-based-concierge-startup-former-google-exec-opens-new-primary-care-office-la
https://nyshealthfoundation.org/priority-areas/empowering-health-care-consumers
https://www.healthaffairs.org/do/10.1377/hblog20170201.058568/full/
http://www.cdwnewsroom.com/wp-content/uploads/2017/02/CDW-Patient-Engagement-2017-Fact-Sheet_3.pdf
https://qz.com/index/1006412/crowdfunding-health-services-almost-half-of-the-money-raised-through-gofundme-went-to-medical-campaigns/
https://www.bloomberg.com/news/articles/2017-06-12/america-s-health-care-crisis-is-a-gold-mine-for-crowdfunding
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The primary endpoint is changing: from Does it work? to 
Do people want it? Clinical organizations are working 
with Commercial partners to understand what matters 
most to patients and payers.

Pharmaceutical innovators are increasingly breaking down the silos that 
have long divided Clinical and Commercial teams. They’re leveraging 
Commercial and market insights to improve clinical trial design and 
focusing on endpoints that aren’t just statistically significant, they’re 
personally significant, too.

Commercial 
Endpoints
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A Leading Clue:

Commercial Endpoints 2018 COMMERCIAL TRENDS 04

New Questions
Doctors are asking tough new questions about the measures of success in 
clinical trials. It is no longer enough to show a positive endpoint. Instead, they 
want to understand increasingly sophisticated interpretations that take in a 
wider range of evidence, from secondary endpoints to safety, to the size and 
quality of the trials. Some specialties are adding additional cost-value 
expectations and baselines of life-extending benefits as well. Oncology, 
specifically, is rejecting surrogate endpoints and looking for data that looks 
more like real life. Increasingly, the measures that earn approval are not the 
same as the ones that earn adoption.

BMC Medicine, 2017

DOCTORS ARE ASKING TOUGH NEW QUESTIONS

AND ARE REJECTING SURROGATE ENDPOINTS

https://bmcmedicine.biomedcentral.com/articles/10.1186/s12916-017-0902-9
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Payer Voices
Pharmaceutical innovators are increasingly integrating the global payer community’s perspectives and 
questions into clinical development activities in order to ultimately Commercialize treatments that are 
optimized for market access and adoption. That means fueling collaboration between teams that have 
historically operated very separately: R&D and market access. And integrating stakeholder interviews and 
engagements earlier. Industry leaders are optimistic about the new possibilities. William Fleming, PharmD, 
president of Humana Pharmacy Solutions, told CenterWatch, “Part of the challenge that we payers and the 
community that does the pharmacy and therapeutic (P&T) reviews have is translating those regulatory 
endpoints to Real World endpoints. If a new blood pressure drug comes out, for example, and reduces 
blood pressure by 10 millimeters of mercury – which is an important clinical endpoint – how does that 
translate into consumer endpoints? Does that mean you are going to have fewer hospitalizations and 
emergency room visits, better quality of life and fewer side effects?”

CenterWatch, 2016

Medical  is  Fuel ing the Feedback Loop
Shire is one of many pharma leaders focusing on the critical role that Medical can play in breaking down 
institutional silos and connecting clinical, scientific and Commercial teams. Their MSLs are working with a 
broader group of physicians and bringing critical patient-experience insights back into the organization. 
Those MSLs are also going beyond translating science to being a powerful voice in critical issues like health 
outcomes and Real World effectiveness. For example, Shire’s MSLs are very involved in investigator-initiated 
studies, some of which have produced clinically relevant results that have ultimately led to company-
sponsored trials and approvals.

MM&M, 2017

Patient Design
Pharmaceutical leaders have long invested in working with patients and advocacy groups to create better 
study design. In 2015, Novartis made a bold declaration for what patients should expect from the company 
in areas ranging from clinical trials to access to medicines. Since then, they’ve built teams, processes and 
tools to make sure the patient voice is part of every new clinical investment. ViiV works with patients to 
define endpoints and expectations – right down to the informed consent interface. The company had 
patients review the ICF for a two-drug regimen injectable treatment. They uncovered some simple 
improvements to make the form more useful and more comfortable:

• Patients wanted more graphics and pictures to help them navigate the content

•  The animal study information was difficult to understand; too much information and just felt scary

• They wanted more information around needs and lifestyle impact implications

• Patients preferred detailed instructions rather than narratives – what do I have to do when?

•  Finally, a more balanced approach was needed to change language that felt stigmatizing. For instance, 
changing “HIV infected patients” to “people living with HIV.”

Patient USA, 2017

https://store.centerwatch.com/p-496-december-2016-the-centerwatch-monthly.aspx
http://www.mmm-online.com/commercial/pharma-companies-now-marketing-high-science-drugs-rely-more-on-medical-affairs/article/678790/
http://www.inventivhealthcommunications.com/how-we-think/hxp-blog/patient-usa-bringing-the-patient-voice-to-novartis-trials.html
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From being vigilant about safety to feeling bullish about 
new clinical possibilities, pharmaceutical leaders are 
increasingly putting the ’bots on the frontlines of discovery.

Artificial intelligence (AI) is already rapidly rewiring the way major academic 
and research institutions assess, diagnose and treat complex diseases. In 
2018, it will also become a go-to resource for examining troves of data and 
insight to find new risks and new possibilities radically faster than human 
eyes ever could.

AI as Investigator
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A Leading Clue:

AI as Investigator 2018 COMMERCIAL TRENDS 05

Drug Hunting
AstraZeneca is betting on AI for early discovery, specifically evaluating novel ways 
of treating Parkinson’s disease and other neurological disorders. It’s just one of 
a growing number of big pharmaceutical companies, including GlaxoSmithKline, 
Sanofi and Merck that are exploring the potential of AI through alliances with 
start ups. Essentially the programs seek to find novel biological targets for 
medicines by comparing tissue samples collected from diseased and healthy 
individuals. In the past AI applications have been focused on chemistry – if a 
drug might bind to a protein, for example. But these new investigations probe 
biological systems to project how a drug might affect a cell or tissue.

Reuters, 2017

AstraZeneca IS BETTING ON AI
FOR EARLY DISCOVERY, EVALUATING NOVEL 
WAYS OF TREATING PARKINSON’S DISEASE 

AND OTHER NEUROLOGICAL DISORDERS

A growing number of pharmaceutical  companies are 
exploring the potential  of AI through al l iances with start ups

https://www.reuters.com/article/us-astrazeneca-ai-berg/astrazeneca-taps-ai-for-drug-discovery-in-deal-with-berg-idUSKCN1B81G1
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Human / Machine Collaboration 
Pundits have described 2018 as a “prove it” year for artificial intelligence. The hype is real, they say, 
but what about the value? We predict 2018 will be much more about right sizing and teaming up. AI 
won’t be a silver bullet for innovation but it is ready to be a powerful partner to the best minds in our 
industry. Today, there are no AI-inspired, FDA-approved drugs on the market and we don’t anticipate 
there will be in 2019 or 2020 either. Even the best data analysis can’t substitute for chemical 
synthesis, laboratory experiments, production stages, etc. But it can supplement it. In 2018, look for 
pharma leaders to make practical, actionable plans to leverage AI to optimize and speed R&D efforts, 
early drug discovery, and identification of toxicity risks. Also look for it to be used as a powerful tool to 
apply knowledge-derived genomics and other biology disciplines to the earliest ideas in the pipeline.

Forbes, 2017

Looking for Signals
The manually-intensive approach to adverse event processing the industry has relied upon is being 
tested by the volume of signals coming from the web and pressure on costs and resourcing. Experts 
estimate that up to 17 percent of adverse events are being missed today as companies struggle to 
filter through the vast amount of information. Celgene recently partnered with IBM Watson to 
automate the analysis of safety signals. John Freeman, MSc, JD, Corporate Vice President of Global 
Drug Safety and Risk Management for Celgene, explained, “With this collaboration, we intend to create 
a paradigm shift in identifying patient safety data that we hope can be applied across the entire 
product life cycle – from early development through to approved medicines. The new offering we are 
co-developing will bring the cognitive computing power of Watson and its growing view of clinical, 
research and social health data to bear on this critical healthcare challenge.”

PharmaExec, 2017; IBM, 2017

AI in Recruitment
Biological insights derived from AI could also help recruit patients most likely to benefit from a 
novel new drug. Project Survival, for example, is a $17-million, seven-year study that lets 
machines review samples and genes from hundreds or thousands of patients to uncover 
molecular fingerprints and biomarkers that will later be used to help measure a drug’s impact 
and identity the patients the drug will be most useful to. AI can help patients identify the right 
trials for them, too. Mendel.ai just raised $2 million in seed funding to create something of a 
Match.com for cancer trials. Patients can upload their records to the platform or give their 
doctor permission to do so. Then, a natural language processing algorithm combs through 
clinicaltrials.gov data to compare to an individual’s medical record and responds with a list of 
personalized matches.  

The Wall Street Journal, 2017; MobiHealthNews, 2017

https://www.forbes.com/sites/forbestechcouncil/2017/08/03/artificial-intelligence-in-drug-discovery-a-bubble-or-a-revolutionary-transformation/2/#71bf1b844f4d
http://www.pharmexec.com/artificial-intelligence-aid-pharmacovigilance
https://www-03.ibm.com/press/us/en/pressrelease/50927.wss
https://www.wsj.com/articles/how-ai-is-transforming-drug-creation-1498442760
http://www.mobihealthnews.com/content/mendelai-raises-2m-ai-powered-clinical-trial-matching-platform
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What’s the right mix of personal and non-personal 
engagement? How can resources be most effectively 
allocated across channels? In 2018, pharmaceutical 
leaders aren’t answering these critical questions with 
history or hunches.

Instead, they’re looking to predictive analytics to show the revenue impact 
of every possible permutation of Commercial resourcing and messaging 
before the first dollar is spent. These predictive models leverage existing 
data to build full market simulations that leaders can use to test and learn 
in no-risk digital environments. 

Predictive Planning
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What If to Why Not
Predictive analytics let Commercial leaders understand and anticipate customer responses 
and reactions to brand investments. In one recent example, a leader in the heartburn 
space was ready to transition a prescription drug to an over-the-counter option. Many in 
the organization wanted to lean on the go-to influencer strategy that had served the drug 
for years, using doctor or pharmacist recommendations to drive patient asks. But others 
wanted to innovate. They believed that the strategies that had helped them succeed in the 
prescription space would hold them back in the consumer-driven OTC world. To move 
from instinct to evidence, they created a predictive simulation and tested a wide range of 
approaches from influencer to multi-channel to in-store. The model instantly showed that 
the go-to approach would leave them well short of their revenue goal. Multi-channel would 
get them close. But the new-to-the-organization approach of trade support and in-store 
engagement was the one set to help them dramatically exceed expectations. Those 
simulations gave the organization the confidence to invest in innovation and new skills. 
Ultimately, they dramatically exceeded sales goals, becoming the highest grossing 
prescription to OTC transition in history.

Syneos Health Communications, 2017

PREDICTIVE 
ANALYTICS
LET COMMERCIAL LEADERS 
UNDERSTAND AND ANTICIPATE

TO BRAND INVESTMENTS

&

Customer Responses

Customer Reactions

R x OTC

http://inventivhealthcommunications.com/assets/blogs/126/Freedom-To-Fail-iVH-Communications.pdf?utm_source=hxpblog&utm_medium=referral&utm_campaign=hxp_07102017_FFF_link
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Promotional Sensitiv ity
In 2018, a fast-growing use case for predictive analytics will be using the models to predict which 
physicians will respond to promotion – and, what type of promotion. This will enable teams to 
better predict the next most likely adopter and segment natural early adopters from those that 
will need specific types of promotion and support to change behavior. Sales and marketing 
teams will be empowered with prompts that leverage existing data and market analysis to show 
them exactly the right moment to re-engage a prescriber. 

PM360, 2017

Answering: Where To?
A recent survey of pharmaceutical executives found that 84 percent believe that innovation is 
imperative to reaching their business goals but zero percent strongly agree they know which 
touchpoints, channels or customer experiences to focus change on. It’s not for lack of data. 
Most healthcare marketers are deluged with research. There are the prescribing reports, 
ongoing digital analytics, libraries of syndicated surveys, segmentation analyses, qualitative 
market research, and so much more – each with its own methodology and context.  As 
compelling as each piece of data is on its own, they don’t easily come together to form a single 
view of the marketplace. And, they certainly don’t qualify and quantify new opportunities.  As the 
researcher E. O. Wilson said, “We are drowning in data and starving for wisdom.” Predictive 
analytics knit those diverse inputs together into a single, validated market view that understands 
human behavior and competitive actions in order to point brands to exactly where to invest.

Syneos Health Communications, 2017

Talent Gap
As pharma leaders work to build enterprise-level predictive and simulation teams, many are 
finding themselves facing a talent gap. One report found that the demand for that type of deep 
analytical talent could be 50–60 percent higher than the supply by 2018.

PwC, 2017

https://www.pm360online.com/using-predictive-analytics-to-enhance-customer-interaction/
http://inventivhealthcommunications.com/assets/blogs/126/Freedom-To-Fail-iVH-Communications.pdf?utm_source=hxpblog&utm_medium=referral&utm_campaign=hxp_07102017_FFF_link
https://www.strategyand.pwc.com/trend/2017-life-sciences-trends
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New players, new partners and new pressures are 
changing what pharma leadership is expecting from 
Commercial teams. 

In large pharma, high profile failures in the pipeline are leading to 
increased pressure to maximize every launch. New entrants in the category 
and the country are looking for clear guidance on how to find a foothold. 
And across the industry, all are watching the emergence of best practices 
for new kinds of approvals.

New Commercialization 
Expectations
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Upping the Win Rate
The FDA kicked off 2017 with a report about 22 cases where Phase II and Phase III studies 
were divergent. Headline after headline underscored the reality in the first half of the year 
with promising compounds in hemophilia, Alzheimer’s disease, ADHD, acute heart failure 
and mRCC failing to meet expectations in Phase III. Those failures have put pressure on 
Commercial teams to more accurately predict and deliver on revenue potential for each 
new launch. In 2018, look for a new focus on leveraging landscape assessments and gap 
analyses to match new compounds to patient and payer needs. Expect that Commercial 
voice to be resonant in Phase III trials and Real World Evidence collection as organizations 
increasingly seek to build data sets that are responsive to both what matters in the 
clinician’s office and the payer’s conference room.

FDA, 2017; Science of Translational Medicine, 2017; Genetic Engineering and Biotechnology News, 2017
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https://www.fda.gov/downloads/AboutFDA/ReportsManualsForms/Reports/UCM535780.pdf
http://blogs.sciencemag.org/pipeline/archives/2017/01/23/i-do-hate-to-tell-you-this-but
https://www.genengnews.com/the-lists/25-clinical-failures-of-q1-2017/77900897?page=2
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Commercial iz ing Companions
The shift toward personalized medicine is driving significant growth in the number of drugs that 
launch with companion diagnostics. Those tests and assays help identify the right patient for the 
right drug at the right moment. Often those diagnostics are created by partner organizations 
and lead to new questions about capabilities, timing and scale that complicate both 
Commercialization and production. Physicians are expecting to see continued growth in 
companion diagnostics, particularly an evolution of single biomarker tests to multi-biomarker 
diagnostics. A recent survey by Syneos Health found that 90 percent of oncologists believe 
multi-biomarker diagnostics will be the standard of care in the next 3-5 years and 64 percent 
believe they will be testing about two-thirds of their patients with next-generation sequencing.

Syneos Health, In Vivo, 2017

Partnering for U.S. Entry
Pharmaceutical innovators from Japan, China and South Korea are increasingly targeting the U.S. 
market and navigating its rigorous regulatory approval processes. Some, like Medytox and 
Daewoong Pharmaceuticals are partnering with the experienced U.S. teams at Allergan and 
Alphaeon. Others are going it entirely alone – looking to build their geographic relevance with 
only very specialized partners. For example, South Korean (SK) Chemicals Co. has independently 
filed for FDA approval to sell its patch dementia treatment SID710 and Boryung Pharmaceutical 
Co. is now marketing an OTC antacid called Gelfos in the U.S.

CPhI Korea, 2016; iPnomics, 2017

Smaller Power Players
Biotechnology recruiters and analysts say that leaders at big pharma giants are leaving for start 
ups at a much faster pace than in years past. Rapid consolidation and shakeups in R&D 
departments are fueling the trend. The influx of top industry talent along with entrepreneurial 
investors and ideators is increasing the percent of innovative new compounds created in small, 
start up environments. In fact, a study by HBM Partners, a healthcare investing firm, found that 
the majority of drugs approved in recent years originated at smaller outfits. Traditionally, the 
vast majority of those were eventually licensed to big pharma, but in 2018 we predict a shift as 
more creators expect to remain owners of their assets.  

Fortune, 2016

http://consulting.inventivhealth.com/articles/March 2017 - inVentiv Health Consulting - IN VIVO.pdf
file:///C:/Users/ALoban/AppData/Local/Microsoft/Windows/Temporary Internet Files/Content.Outlook/DROLO2JG/m
http://www.ipnomics.net/?p=17409
http://fortune.com/2016/05/13/big-pharma-biotech-startups/
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Pharmaceutical companies are being driven to sharpen 
their therapeutic focus. They’re increasingly leaving 
behind unrealized opportunity in de-prioritized classes 
and categories.

The push for cost containment and greater efficiency in drug development 
has left pharma workforces spread thin, unable to stretch their Commercial 
resources across multiple disease areas. In response, many have narrowed 
their therapeutic focus, stranding some assets and categories without 
in-house teams or active efforts to optimize their value.  

Swell of 
Stranded Assets
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The Great Real ignment
Over the last decade biopharmaceutical companies (both large and small) have 
narrowed their focus and consolidated around targeted therapeutic areas via 
acquisitions, divestitures and asset swaps. In addition to cost containment, the deeper 
investments help future-proof organizations in critical areas of technological 
advancement like precision medicine and immuno-oncology. The early results show 
significant advantage in specialization: 

Syneos Health, 2017

Forecasted revenue growth for “focused” vs. “diversified” companies,  2014-2020 (top 
15 companies by revenue).

Source: BCIQ, Company corporate websites

Forecasted Revenue

Focused (TA≤4) Companies

Diversified (TA>4) Companies
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61%

27%
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http://consulting.inventivhealth.com/articles/inVentiv Health Consulting - Portfolio Strategy - May 2017.pdf
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Continued Fl ight from Primary Care
Most of the therapeutic focus we’re seeing from leaders is in specialty areas, like oncology, 
central nervous system (CNS) disorders and rare diseases. These are categories that are high 
science, high cost and benefit from high levels of wrap-around patient and practice support. And, 
they’re quickly drawing attention and investment away from the primary care space. In fact, the 
overall industry pipeline has been called a “banana famine” for primary care, meaning a threat of 
significant devastation that no one is paying attention to. Without obvious follow-on compounds 
in development, the flight from primary care is set to not only strand more maturing assets but 
also significantly reduce the education and support pharma invests in those practices. 

Syneos Health, 2017

Non-Core Assets Stranded 
Major realignments can create opportunities to sell parts of the business. Think: Allergan’s sale of 
its $40 billion generics distribution business to Teva as part of its evolution to becoming a more 
focused “Growth Pharma” leader. Or, the rapid series of sell-offs of so many animal health 
divisions, from leaders like Sanofi, Novartis and Merck. Those realignments can also strand assets 
that are no longer core to the portfolio either by leaving Phase III studies incomplete or freezing 
all active marketing and promotion of Commercialized drugs. J&J, for example, discontinued the 
Phase III development program for fulranumab in osteoarthritis pain based on what it called 
“strategic portfolio prioritization.” As we enter 2018, look for pharma leaders to develop 
strategies that leverage partnerships and risk share agreements to maximize revenue for these 
lost assets without shifting the focus of their internal teams.

FierceBiotech, 2017

A New Era of Spinoffs
One way assets are getting unstuck is getting spun off. In mid-2017, J&J raised $28.4 million in 
venture capital to launch Provention Bio, focused only on debilitating autoimmune and 
inflammatory diseases. In late 2017, Pfizer identified four investigational drugs that did not 
align with its strategic focus but did have significant promise for underserved populations. It 
spun out a new company, Springworks Therapeutics, just to advance those therapies.  

Forbes, 2017 

http://consulting.inventivhealth.com/articles/inVentiv Health Consulting - Portfolio Strategy - May 2017.pdf
https://www.fiercebiotech.com/biotech/blockbuster-anti-ngf-pain-drug-fulranumab-j-j-doesn-t-want-it-anymore
https://www.forbes.com/sites/elliekincaid/2017/09/25/in-a-first-pfizer-spins-out-biotech-firm-with-103-million-in-funding/#51e6b9ee630f
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Healthcare leaders are rethinking how they engage 
patients and providers with new approaches to media 
and support that are much more personal and infinitely 
more human.  

It turns out a lot of people are sick. Sick of advertisements. They’re cord 
cutting, fast forwarding, skipping and otherwise every-way avoiding. In 
2018, brands will drive toward reinvention of the mass model with specific 
investments that help them reach patients and providers more directly and 
affordably and make communications more personal over time.

From Patient-Centricity 
to Patient Intimacy
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Pharma is Behind,  But Not Far
The rule of thumb that pharma is years behind its consumer marketing peers may be 
masking some of the real change leaders in the industry are making. A recent survey by 
Adobe found pharma marketers embracing changing tools and attitudes at a rate just 
behind the overall market.

Adobe, 2017

Proportion of company respondents saying these will be ‘very important’ for their 
digital marketing over the next few years:

Optimizing the customer journey across
multiple touchpoints

Training teams in new techniques,
channels and disciplines 

Understanding how mobile users
research/buy products

Using offline data to optimize the
online experience

Healthcare and Pharma Other sectors
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http://wwwimages.adobe.com/content/dam/acom/en/modal-offers/pdfs/54658.en.exp.report.econsultancy-2017-digital-trends-in-healthcare-pharma.pdf


GSK Leading the Way
In addition to its prescription pharmaceutical business, GSK owns consumer brands like 
Aquafresh, Nicotinell and Horlicks. It built a step-change approach that used those brands as a 
proving ground and now is infusing that expertise in its pharma business across what it calls 
seven critical pillars of more direct and personal engagement: search, mobile, content, social, 
e-commerce, innovation and analytics. The team’s digital and ecommerce director, Louise 
Kristensen, told Marketing Week, “Our digital transformation runs across a really broad spectrum 
– whether that’s establishing consumers’ needs, looking at how we can have the best content, be 
in the best possible space or embrace mobile-first…We want to drive our digital agenda from the 
awareness stage right through to conversion.”  

Marketing Week, 2017
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Multi-Screen Activation 
In 2017, Adweek declared the return of mass media in an article titled “Reach Is the New Black: 
Advertising’s Mass Reawakening.”  The Advertising Research Foundation (ARF) mounted a 
comprehensive study on ROI and media impact, ultimately concluding that abandoning legacy 
media causes sales to drop. And Procter & Gamble CMO Marc Pritchard pinned the stagnation 
of his brands on targeting too narrowly on Facebook. In 2018, brands are finding new media 
balance, leveraging broad channels to build reach and personal, targeted media to earn action. 
One place healthcare is betting big in 2018: addressable cross-screen promotion. Specifically, 
synching mass broadcast advertising with über-targeted and personalized mobile content that 
leads users along a journey of self discovery and learning.

Adweek, 2017

Play it,  Pandora
Healthcare leaders have leveraged some interesting technologies to create personal 
experiences for niche audiences. An industry favorite: streaming music apps. In 2016, Teva 
teamed up with Spotify to create a gait-improving music app for people living with Parkinson’s 
disease. In 2017, brands flocked to Pandora to use its 2,000 different audience segments to 
engage people with just-for-me content and experiences. Pandora worked with Crossix to 
segment users by more than 100 specific health conditions including allergies, headaches, 
diabetes or arthritis, as well as prescription drug categories. Twenty pharma clients, including 
AbbVie, Allergan, Eli Lilly, GlaxoSmithKline, Pfizer and Teva have used the service. One, 
BioPharmX, reported a 300 percent increase in website visits in targeted cities.  

FiercePharma, 2017

https://www.marketingweek.com/2017/05/10/gsk-first-digital-boss/
http://www.adweek.com/brand-marketing/reach-is-the-new-black-advertisings-mass-reawakening/#/
https://www.fiercepharma.com/marketing/pandora-offers-pharma-personalization-reach-and-time-spent-reaching-target-audiences




Not a year goes by without one pundit or another 
forewarning the demise of the sales force. But the future 
of the front line is rich with possibilities that include new 
expertise, new tools and integrated impact.

In 2018, the best teams will look very different than the field force of the 
past. Advanced analytics will make it possible for teams to focus general 
sales reps on broad territories of promotionally-sensitive practices, while 
special teams of über-experts in patient care, access and science will 
become go-to problem solvers who engage stakeholders across mediums. 
All fueled by metrics that combine short-term sales and long-term loyalty. 

10

No More Sales Reps?
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The All-Channel Rep
While the overall size of the sales force is almost half of what it was in the 1990s, recent 
reports show that the decline has steadied and that teams are even growing slightly. In 
fact, the ranks have been stable or slightly higher for the last three years. The way those 
reps are engaging with physicians is changing, too. Last year was the first year that digital 
touches to doctors exceeded the number of human interactions with doctors. Those 
touches are coming from the marketing suite, but also from the front line, particularly with 
younger doctors who prefer to connect on devices and on the fly. The number one choice 
of channels: email.

PharmaLive, 2017
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A Leading Clue:

http://www.pharmalive.com/special-feature-interesting-times-for-pharma-sales-reps/


Age of New Relevance
Field force leaders are reinventing their sales teams to have more relevance and utility in fast-
changing markets. Their major areas of focus: understanding new customer accountabilities, 
engaging new kinds of customers and delivering valuable services. Today’s reps are expected to 
understand the objectives and incentives that are driving the practices and payers they engage 
with. That means speaking to both overall outcomes and individual impact – patient pain points 
and practice protocols. Some teams are segmenting their sales forces by the specific goals 
practices are incented on. Of course, practices aren’t the only stakeholders these reps are calling 
on. Top talent today can speak to doctors, patients, payers and institutional administrators with 
equal fluency and relevancy. With each audience, they’re speaking both science and service. A 
recent Accenture study found that 58 percent of patients use pharmaceutical services when they 
are aware of them. And more than 85 percent of patients expect their healthcare providers to 
inform them of these services. Reps are increasingly stepping in to help time-constrained doctors 
easily and confidently offer simple solutions for patient access, adherence and behavior change. 

Accenture, 2017
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The New Recruit
Rep recruiters are reporting that the changing expectations pharma leaders have for new talent 
include tech fluency, marketing savvy and entrepreneurship. The team at Hays recently said that 
the most in-demand reps are a hybrid of the best of sales and marketing, easily navigating digital 
channels (specifically email, WhatsApp and Facebook), triggering alerts and messages to fuel 
relationships when a face-to-face meeting isn’t possible, and optimizing call plans with each 
practice’s channels of choice. The overall objective: hiring more reps that can use every channel 
to streamline operations and take interactions with stakeholders to the next level.

Hays, 2017

New Coaches
It’s not just the front line that’s changing. The coach of choice is changing, too. Pharmaceutical 
leaders are increasingly engaging with partners who can combine sales management 
excellence with unique data sets to deepen market knowledge and empower front line teams 
with evidence. Chris Casey, Global Head of Key Accounts and Services at Syneos Health, 
explained “We’re still seeing clients outsource sales teams, of course. But, increasingly, we’re 
seeing them outsource sales management. They’re under tremendous SG&A pressure. Adding 
new sales management not only creates new financial models that have lower upfront but also 
lets us wrap in unique data sets that give the front line team unprecedented transparency into 
the prescribing behaviors, patient populations and influencers of each practice.”

Syneos Health, 2017

A Leading Clue:

https://www.accenture.com/t20161128T001132Z__w__/us-en/_acnmedia/Accenture/Conversion-Assets/DotCom/Documents/Global/PDF/Dualpub_13/Accenture-Rebirth-Pharmaceutical-Salesforce.pdf
https://social.hays.com/2017/05/16/three-most-desirable-skills-for-pharma-sales-reps/
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The average patient journey diagram once looked 
something like a baseball diamond. Four or five predictable 
steps representing a real life that is anything but. 

In 2018, that understanding of patient experience is being radically 
updated to reflect new points of interaction with healthcare and a deeper 
understanding of behavioral science. The new patient journey is full of 
bridges and branches that fuel solutions that answer real life patient 
challenges and needs because they’re built for unique patient segments 
and experiences.

Revising the Journey
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New Understanding: Social-Centric ity 
Patient-centricity is an individualistic approach. But, in real life, individual behavior is 
strongly influenced by context. The behavioral insights team at Syneos Health 
Communications recently conducted a two-year ethnographic study to understand the 
dynamics of healthcare decision making in real life. They wanted to learn: How do we help 
people act on the health decisions they’ve made for themselves? How do we empower 
them to be more resilient to try and try again? They ultimately created a framework called 
social-centricity that maps all of the influences – self, family, system, society – that impact 
behavior, which in turn helps identify forces that directly conflict with the behavior we want 
to promote. The perspective can propel the industry beyond simply delivering information 
to creating new social contexts that motivate patients and, ultimately, lead to lasting 
behavior change. The principles also fuel deeper patient journeys that understand the 
context in which decisions are made (what’s happening with the family, healthcare system, 
culture and competitor influences), segment different behavioral archetypes, focus on 
“at-risk moments” and barriers, and identify scientifically proven behavioral change 
techniques that overcome barriers and capitalize on opportunities.

Syneos Health, 2017

SOCIAL- CENTRICITY
IMPACTS BEHAVIORAL CHANGE
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http://www.inventivhealthcommunications.com/assets/blogs/265/iVH-LionsHealth-Course-ChangingCreativity FINAL 06282017.pdf


New Experience:  AI Triage
The first line of interaction consumers have with the healthcare system may increasingly be a 
machine. The NHS and Babylon Health currently have the largest deployment of patient-facing 
artificial intelligence in the world, supporting 1.2 million people during their triage pilot in North 
London throughout 2017. They also received an additional 60 million in funding to improve AI’s 
capabilities as well as showcased demos of where this technology might go for respiratory patient 
support, including full voice recognition, triage and wrap around care at the 2017 Cannes Lions 
Health festival. Babylon’s interface first starts with a chatbot that takes typical voice queries 
and prompts users with specific questions and visual tools to help them get closer to a medical 
diagnosis. That deep learning engine can give an immediate consultation and quickly set an appoint 
with a relevant doctor. Once that appointment happens, Babylon can follow up with videos, home 
prescription delivery, and dosing reminders. 

TechCrunch, 2017
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New Provider:  Pharmacist
Healthcare is betting big that a stronger partnership between pharmacists and physicians can change 
behavior and deliver bottom line impact. From integration at the point of care to interconnected 
metrics, new collaborations between this duo are creating systems that focus on uncovering 
preventative possibilities and supporting ongoing adherence. The shortage of primary care physicians 
and surplus of pharmacists in most markets is one of the key trends driving change. An editorial in the 
Specialty Pharmacy Times said even more pointedly, “Pharmacists are already in the race for provider 
status. Not to mention, pharmacists are currently doing point-of-care testing, vaccination shots and 
collaborative practice agreements with physicians.” Countries like The Netherlands are proactively 
preparing for that shift. In their medical schools, pharmacy and M.D. students overlap for one year of 
medical training to learn each other’s crafts and perspectives. 

Specialty Pharmacy Times, 2017

New Touch Point:  Home Del ivery
Why go to the pharmacy when the pharmacy could come to you? Innovators big and small are 
creating new ways to use this gold standard of convenience to improve first fills and long-term 
adherence. When patients never step into a pharmacy, it changes a long-assumed moment in the 
journey. Apps, like NowRx, make it easy for users to upload a prescription, have a video visit with a 
pharmacist and schedule delivery to any location of their choosing. But other innovators are taking 
even more friction out of the system. Capsule allows doctors to order directly for their patients. Once 
the prescription is logged, Capsule deploys a delivery person to pick it up and deliver it anywhere in 
New York City within two hours at no extra cost to the patient. They accept all major insurance and 
copays don’t change.

MobiHealthNews, 2017

https://techcrunch.com/2017/01/04/babylon-health-partners-with-uks-nhs-to-replace-telephone-helpline-with-ai-powered-chatbot/
https://www.specialtypharmacytimes.com/news/the-role-of-pharmacists-in-the-health-care-ecosystem
http://www.mobihealthnews.com/content/nowrx-gets-2m-demand-pharmacy-delivery-app




The U.S. market for rare disease products is rapidly 
becoming more competitive. Pharmaceutical innovators 
are responding to both patient demand and changing 
market realities with novel compounds in tiny categories.  

In 2018, more focus will be put on the unique aspects of Commercialization 
in rare disease markets – both from industry leaders and legislators and 
regulators as growth, value and cost come under increasing scrutiny. 

12

Rapidly Evolving Rare
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A Leading Clue:
The New Math
In a time of increasing financial pressures, pharmaceutical and biotech developers are 
looking for more consistent wins and safer bets. Many are finding that certainty in rare 
disease products. The math is straightforward: shorter or accelerated clinical development 
timelines + lower development and Commercialization costs + fewer life cycle challenges + 
increased deal activity = a clear new path. But not all rare diseases have equal 
Commercialization opportunity. As more clients have been asking how to accurately size 
and prioritize development opportunities, Syneos Health created a framework to fuel initial 
questions and planning:

Syneos Health, 2017
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Rethinking Recruitment
The number of rare disease trials in the field is creating new best practices in how to engage 
advocates and recruit participants. Historically, companies have opened dozens of sites that might 
each only recruit a small number of patients. Now, they’re focusing on a smaller number of sites that 
patients can be effectively transported to. Marie Emms, Head, Global Clinical Trial Engagement at 
Syneos Health, told PharmaVoice, “When conducting feasibility for site selection, it’s important that 
those sites have patients already identified in the disease population and that the sites have an 
understanding of where those patients are based. Understanding where their patients are located 
will help sites determine whether transportation is needed and what other considerations are 
necessary.” Companies are also routinely working with advocacy groups to understand the impact 
trial participation may have on patients and their families and get feedback on the tools, language 
and approach being designed.

PharmaVoice, 2017

Data and Identif ication 
A Shire Rare Disease Impact Report showed that patients suffering from orphan diseases typically 
visit up to eight physicians and receive two to three misdiagnoses before an accurate one is reached. 
Rare disease treatment leaders are finding new ways to step in and advocate for patients from the 
moments before diagnosis to long into their care. Increasingly, case management and nurse support 
are an integral part of Commercialization in rare diseases. But some innovators are using data to go 
even further. Alnylam Pharmaceuticals works in ultra rare diseases, like Hereditary ATTR Amyloidosis. 
Their marketing and sales operations teams work in part as disease detectives, using data to 
understand patient pathways. Their Integrated Customer-Patient Data Driven Approach tracks 250 
million patient lives worth of claims data updated daily, plus lab results data that show which 
practices have tested for rare diseases. AI integrates that data to identify possible diagnoses or 
disease accelerations. That intelligence can direct field force and non-personal activity as well as 
refine resourcing to ensure they’re there when patients need them most.

PM360, 2017; eyeforpharma, 2017

Bumpy Road Ahead?
There’s much more public focus on rare and orphan disease treatments than in days past. Research 
by Syneos Health shows that negative media coverage on the price of rare medicines has increased 
nearly fivefold since 2012. Critical news coverage and congressional inquiries have recently 
prompted manufacturers to pause on the launch of a new drug or reconsider their pricing strategy 
entirely. And intensified scrutiny is coming from virtually all rare disease stakeholders, including key 
opinion leading physicians, patient advocates and providers. In 2018, look for a new focus on 
Commercialization preparation with specific emphasis on engaging stakeholders early and setting 
expectations for cost and value appropriately.

Syneos Health, 2017

A Leading Clue:

http://www.pharmavoice.com/wp-content/uploads/PV0517_RareRecruitment_WM.pdf?tracker_id=1495544905830
https://www.pm360online.com/5-commercialization-hacks-for-a-rare-disease-treatment/
http://www.inventivhealthcommunications.com/how-we-think/hxp-blog/patient-finding-approaches-for-rare-disease.html
http://consulting.inventivhealth.com/articles/inVentiv Health Consulting - Know Your Rare Disease Market - May 2017.pdf




In 2018, the biggest threat to success is investing too 
much time talking to just doctors. The buyer profile in 
healthcare has changed dramatically. As we continue to 
shift from volume to value, the biggest influencers of care 
will be farther from the exam room. 

Today, integrated delivery networks (IDNs) own more than 60 percent of 
physician group practices. They define treatment protocols. Doctors no 
longer do. It’s all part of a greater shift centered on how value is being 
defined, delivered and measured in healthcare organizations today.

13

Integrated Customer 
Engagement
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A Leading Clue:
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Engagement 2018 COMMERCIAL TRENDS 13

Age of the Organized Customers
Cost pressures have made private practice less tenable financially and providers are 
joining larger group practices, physician networks and hospitals in huge numbers. As they 
move so does their prescribing authority, from the exam room to the D-suite and C-suite 
levels. In a recent report called “Adapt or Fail: Succeeding in the Age of the Organized 
Customer,” the Consulting team at Syneos Health explained, “Organizational change is, in 
many ways, only the surface reflection of a much more fundamental shift … Payment 
models that traditionally were based on volume are rapidly giving way to performance 
based models in which payment is inextricably linked to patient outcome and other quality 
of care metrics. The same goes for reimbursement, which is increasingly tied not only to 
clinical benefit but to other value indicators as well, health outcomes and cost-benefit 
among them. In this value-focused environment, the relationships that pharmaceutical 
companies have with these increasingly important organized customers, along with these 
customers’ own expectations for those relationships, are shifting rapidly.”

Syneos Health, 2017

PAYMENT
MODELS

VOLUME PERFORMANCE

http://consulting.inventivhealth.com/articles/Organized Customers - September 2016.pdf
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Organized Customers,  Organized Engagement
Pharmaceutical companies have been moving to adapt, responding with their own efforts to 
restructure and redeploy resources to better engage with key decision makers and other 
stakeholders. But few would say those changes have been easy and results so far continue to 
be mixed. The most basic challenge is the number of roles calling on the same customer. In 
2018, our industry will tackle the deeply ingrained habit of engaging customers brand by 
brand. We’ll see new approaches and new structures that seek to create a more holistic view of 
all relevant stakeholders along with their organizational needs and expectations. Look for the 
uncoordinated push to look much more like a clear playbook.

Syneos Health, 2017

In Network = No Access
Big physician employers are closing their doors to pharmaceutical sales reps. Overall, the 
percentage of “no access” physicians is 36.5%, but for  physicians employed by hospitals 
and health systems, the no-access rate tops 50%. The closed door policy is pushing reps 
to talk to new influencers, particularly those who are interested in value-based arguments 
and regional impact. Experts are saying that our marketing and sales teams should be 
increasingly focused on those local, outcomes based conversations. In 2018, we’ll see a 
migration from relying on big data about organized customers to making decisions based 
on specific insights from the field. We’ll learn on a name-by-name basis and engage those 
customers in personal ways. That shift from any prescriber to a very few decisions 
makers will drive investment in personalization and evidence generation.

Medscape, 2016

From Physic ian to Purchasing Executive 
The fast growth of organized customers means that few influencers control much greater 
decision making power. The largest GPO and IDN labor forces include 1,000 hospitals and as 
many as 10,000 physicians. The choices made by their executive teams funnel down to each 
member of that frontline healthcare force. The impact quickly becomes both matrixed and 
powerful. Theresa Greco from LexisNexis recently wrote in the Pharma Letter, "Consider this: 
In the USA, there are 1,500 IDNs with over 67,000 parent/child relationships; 250 group 
purchasing organizations (GPOs) with more than 94,000 purchasing relationships and 800 
accountable care organizations (ACOs) with more than 4,000 relationships to health care and 
IDNs.” Today’s sales reps are increasingly moving away from talking to physicians and moving 
toward engaging purchasing executives and pharmacy and therapeutics committee leads.

The Pharma Letter, 2017

http://consulting.inventivhealth.com/articles/Organized Customers - September 2016.pdf
https://www.medscape.com/viewarticle/868748
https://www.thepharmaletter.com/author/theresa-greco




The ever-expanding pharmaceutical infrastructure used 
to be a signal of advantage that would let teams quickly 
enter new markets and offer innovative new ways to 
support patients and providers. But today the bloat is a 
rate-limiting force.

When cost pressures hit in 2016 and 2017, large pharma organizations 
were challenged to react quickly. They ultimately turned to significant cost 
cutting and layoffs to close gaps. As we enter 2018, pharma leaders are 
looking to strategic partnerships to maintain innovation and uncover new 
approaches to market that will ultimately drive more nimble growth. 

14

Infrastructure Reset
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First Response:  Cut Back
In November, Teva announced a 20-25 percent reduction of its workforce in Israel, where 
it employs 6,860 people, and several thousand additional cuts in the U.S. Those who will 
be leaving include its Chief Scientific Officer and President of Research and Development. 
The month before, Merck posted a plan to eliminate three of its U.S. sales teams, almost 
1800 reps across the country, who were calling on primary care doctors, endocrinologists 
and hospitals. The month before that, Eli Lilly announced it will cut 3,500 positions to focus 
on developing new medicines and improving cost structure. To continue to drive 
innovation with smaller teams and more constrained resources, industry will look more to 
partners in 2018 to both drive new thinking and fill in critical gaps.  

Fortune, 2017; USA Today, 2017; Marketwatch, 2017

IN 2017,

PARTNERSHIPS
WILL BE ESSENTIAL TO BOTH DRIVE NEW 

THINKING AND FILL IN CRITICAL GAPS

http://fortune.com/2017/11/23/teva-pharmaceutical-layoffs-generic-drugs/
https://www.usatoday.com/story/money/nation-now/2017/09/07/eli-lilly-global-job-cuts/641780001/
https://www.marketwatch.com/story/merck-to-lay-off-about-1800-us-sales-reps-in-cost-cutting-move-2017-10-20
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Firm Fundamentals:  What’s  Next?
The fundamentals of the industry are strong. There is a significant market need in a growing and 
aging population. New technologies have the potential to radically change how we create new 
devices and therapies. The barriers to engaging people and their healthcare influencers are 
lower then they’ve ever been before. But the headwinds are equally strong. So, where to start? 
Experts are saying that in 2018, the first focus will be in breaking down silos and working with 
partners who can supercharge the flow of insights and data across large organizations. Large 
organizations want to act more nimbly and mid-size organizations want to take great advantage 
of their ability to collaborate and connect.

McKinsey & Company, 2017

The Slow Down is Here
In 2015 market growth in the U.S. was 12 percent. That’s expected to slow to as much as half 
by 2021 (between 6 and 9 percent). The U.S. will remain the largest in marketing, contributing 
53 percent of all growth within the next five years. China will continue in the second spot, 
contributing 12 percent.  

ProClinical, 2017

Fastest Growers:  Strategic Partners
Catalyst Corporate Finance ranks the 50 fastest-growing privately owned pharmaceutical 
businesses in the U.K. In its latest report, the company found that long-term prospects for the 
pharmaceutical industry are bright and demand for its products will continue to grow 
exponentially. To help large pharma effectively capitalize, that market is seeing a wide range of 
new, targeted solutions providers not only launch but quickly rank on the Fast 50 list.  Some 
support organizations are up as much as 75 percent over two years as they find ways to 
support big pharma by limiting risk, fueling innovation and ultra specializing.

Pharma Times, 2017

https://www.mckinsey.com/industries/pharmaceuticals-and-medical-products/our-insights/rethinking-pharma-productivity
https://blog.proclinical.com/the-challenges-and-opportunities-for-the-pharmaceutical-industry-in-2017
http://www.pharmatimes.com/magazine/2017/januaryfebruary/the_pharma_fast_50
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Early 2017 was a time of bad actors and bad press for 
pharma. Industry leaders stepped up with more 
transparency and powerful storytelling.

In 2018, top companies are working to future-proof their brands by 
collaborating with patient and advocacy groups from the very beginning of 
development and operationalizing specific ways to keep the patient voice 
front and center in everything they do.  

Podium Pounding 
and a New Era 
for Advocacy

65



A Leading Clue:

Powerful Partnerships
Companies like ViiV are building strong relationships with advocacy groups by involving 
them in nearly every aspect of clinical and commercialization. The company is entirely 
focused on HIV / AIDS. The early investments and aggressive development in that 
disease state was driven by activists. That legacy has ensured a strong patient voice 
through today. ViiV used a community panel to understand how the experience of living 
with the now-chronic disease is changing. They found the co-morbidities that weren’t 
addressed, a need for treatment guidelines for older patients, and new risk / benefit 
equation for certain medication by age, gender, etc. That direction let them take steps to 
better support this patients. ViiV also includes patients in clinical trial development. They 
inform the patient profile and even offer detailed assessments and improvements to the 
Informed Consent Design.

Patient USA, ViiV, 2017

Podium Pounding and  
a New Era for Advocacy 2018 COMMERCIAL TRENDS 15

Advocacy POWERFUL 
PARTNERSHIPS

Clinical Commercial

http://www.inventivhealthcommunications.com/how-we-think/hxp-blog/patient-usa-bringing-the-patient-voice-to-novartis-trials.html
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A Trust Divide
At Patient USA, Martin Collyer, Chief Operations Officer at Bioclinica, asked, “How do you become 
patient-centric when people are describing the pharmaceutical industry as evil? How do we develop 
trust? How can they trust that the information we’re given them is in their best interest? How can 
they put their health in our hands?” Some of the leaders in the room had specific ideas and a lot 
of experience. Cathryn Clary, Global Head of Patient Affairs and Policy at Novartis, is charged with 
nothing short of bringing the patient voice into every aspect of drug development. She’s worked 
with her senior management to diagnose the obstacles to change, map specific solutions and even 
change detailed policies and governance to make patient-centricity a required way of work. Clary 
told Patient USA that there are three things she asks clinical teams to think about:
1. What do we know from the patients’ perspective about our development plan or trial?
2. How are we incorporating patient knowledge in experience into our development plan or trial?
3. What’s the value to patients for our project?

Patient USA, Bioclinica; Novartis, 2017

Blame Game
Now and in the future, prescription drug spending accounts for just 10 percent of healthcare spending. 
But, you wouldn’t know it from the headlines. Trust in pharmaceutical brands and belief in their cost-
value propositions appears to be at an all-time low. Pundits and politicians are making the industry 
the ultimate bad guy in what is truly a very complex healthcare system. Ed Harnaga, Vice President, 
Corporate Affairs at Pfizer, shared some research that his team did, on the stage of Cannes Lions 
Health, into the reality of how people see pharmaceutical companies’ price and value. They found: 
• People see very little differentiation from company to company
•  People feel that medicine is a right and that pharma is standing in the way of their ability to live  

healthier lives
• 75% think pharmaceutical companies put making profit ahead of helping people
• Most believe academia - not pharma - is where cures are really created

IMS, 2016, Cannes Lions Health, 2017 

Social  Response 
Increasingly, the place activism happens is online. When complaints strike a chord there, it can 
resonate broadly. The Risk & Reputation Management team at Syneos Health conducted a survey 
of 1,023 social media users, asking the question: How is negative and activist commentary online 
received and processed by people using social media? More than half said they use social media to 
research companies, products and services before making a purchase. Approximately 64 percent 
said they notice criticisms of companies or brands online at least once a month and 37 percent 
said their decisions were swayed by negative input on social channels. In the most dramatic 
instances, activist campaigns not only impact sales, they can trigger government investigations, 
affect regulation and force companies to adopt measures that raise operating costs.

Syneos Health, 2017

http://www.inventivhealthcommunications.com/how-we-think/hxp-blog/patient-usa-ten-motivating-quotes.html
http://www.inventivhealthcommunications.com/how-we-think/hxp-blog/patient-usa-bringing-the-patient-voice-to-novartis-trials.html
http://inventivhealthcommunications.com/how-we-think/hxp-blog/lesson-learned-a-cure-for-reputation.html
http://www.inventivhealthcommunications.com/how-we-think/report/modern-activism-in-healthcare-a-guide-for-preventing-your-advocates-from-becoming-activists.html
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Syneos Health is the only fully integrated biopharmaceutical 

solutions organization. Our company, including a Contract Research 

Organization (CRO) and Contract Commercial Organization (CCO), is 

purpose-built to accelerate customer performance to address modern 

market realities. Created through the merger of two industry leading 

companies – INC Research and inVentiv Health – we bring together 

more than 21,000 clinical and commercial minds with the ability to 

support customers in more than 110 countries. Together we share 

insights, use the latest technologies and apply advanced business 

practices to speed our customers’ delivery of important therapies to 

patients. To learn more about how we are shortening the distance 

from lab to life™ visit syneoshealth.com.



Trends help us create experiences that beat 

channel benchmarks, that raise expectations, 

and ultimately help us meet the metric that 

matters most: engaging more people in critical 

conversations about the changing possibilities  

of healthcare.

CONTACT:

Leigh Householder
Managing Director, Innovation 
leigh.householder@syneoshealth.com
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2018:  
NEW EXPECTATIONS. 
NEW OPPORTUNITIES.

People’s expectations are constantly being reshaped, rewired and 
remodeled by new and innovative experiences with media, peers, 
technology and brands.
 
Brands that don’t deliver experiences that meet or exceed these rapidly 
changing expectations are increasingly being ignored, brushed aside  
or deemed irrelevant.
 

 
 
 
 
 

Trends show us those shifting customer expectations. They reveal data 
and clues about changing habits and preferences. They uncover brands 
that are making unique connections and getting to white spaces first.
We use trends to challenge how we go to market and continually  
innovate every aspect of customer experience.

How do we keep pace? Use the trends changing the landscape 
to change and accelerate our own thinking.

What will your brand do?
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This year, we worked with more than 250 trend spotters from across the 
Syneos Health Communications global footprint to identify the shifts 
most relevant to healthcare marketers. These trend spotters work on the 
front lines of our business to bring us real-world insight and clues from 
across the industry and well beyond it.

CONSUMER
Expectations created by media, peers and entertainment

MARKETING
Shifts in how brands are earning time, attention and loyalty

HEALTHCARE
New realities in accessing, giving and receiving healthcare

COMMERCIAL
New voices and value equations shaping the market landscape

DIGITAL
Behavior changes influenced by technology, tools and devices
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2018 CONSUMER TRENDS 

01   Spit Stories

02   Nickel And Dimed

03   Faster Than Real-Time

04   Widespread Panic

05   Go Daddies!

06   Fired Up

07   Let’s Be Direct

08   The New Neutral

09   Gen Z Swagger

10   The Right Fit(ness)

11   Cognitive Edge

12   Plant People

13   Gender Flips

14   The Health Elites

15   Choose (Your) Life





More accessible, affordable home test kits are driving  
a fast-growing number of people to trade a little saliva  
for a lot of knowledge.

Our heritage and health futures are only a spit away. Discreet home testing now 

provides consumers with tools to dive as deep into their results as they wish—

exploring their backgrounds, tracing their ancestors and even getting insight into 

their likelihood for future diagnoses. 

SPIT  
STORIES

01



2018 
CONSUMER TRENDS
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FAMILY SECRETS

In 2018, filling a vial with spit can fill in the gaps in 
family connectivity to build a true medical history 
even for users who don’t know the first branch of 
their family trees — which is a lot of us, it turns out. 
Ninety-six percent of Americans believe knowledge 
of family medical histories to be “very important” 
or “somewhat important.” But only 37 percent 
actively keep family health histories. Women are 
twice as likely to collect family histories as men. 
Collection rates are highest among people with 
more than a high school education and those with 
a personal history of type 2 diabetes. 

Journal of American Medical Association, 2015 

BACK IN BUSINESS

In 2013, the FDA imposed a moratorium on the 
disease tests included in genetic profile by 
23andMe. In 2017, they partially reversed the 
decision, letting the company sell genetic tests 
for disease risk directly to consumers. Under 
the new rule, 23andMe will provide people with 
information about the likelihood that they could 
develop various conditions, including 
Parkinson’s and Alzheimer’s. The New York Times 
wrote, “The decision is expected to open the 
floodgates for more direct-to-consumer tests 
for disease risks, drawing a road map for other 
companies to do the same thing.” 

The New York Times, 2017 

SPIT STORIES

Gal l s tones 1 1 . 1%

2.5%

Disease  Risks  (10)
Your RiskElevated  Risks

Psor ias i s

new
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http://www.ihealthbeat.org/articles/2015/4/20/jama-viewpoint-calls-for-better-technology-to-collect-family-history
https://www.nytimes.com/2017/04/06/health/fda-genetic-tests-23andme.html?_r=0
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SPIT STORIES

DISCRETION AT HOME

With over 420,000 annual cases of sexually 
transmitted infections (STIs), the National 
Health Service (NHS) of England, Scotland, and 
Wales wanted to bring awareness of the 
disease and how easy it was to spot and treat 
to the demographic most affected—16- to 
24-year-olds. NHS created an online campaign 
and mobile app that not only became a 
resource of information on these conditions, 
but allowed users to order a free kit to be 
shipped to their door for testing at home. 
Supplied with a no-cost return label, users sent 
their swabs back to the lab, and results were 
delivered through the mail, text, or email.

Checkurself.com, 2017 
Pharmaceutical-journal, 2017

A BOOM IN AT-HOME TESTING

All the interest in ancestry has been a huge boost 
for businesses specializing in DNA. The consumer 
genetic testing market was worth $70 million (£53 
million) in 2015 and is expected to rise to $340 
million (£261 million) by 2022. Beyond just 
genetics, the home health tests are giving users 
bio-insight into beauty, health and fitness, and 
even dating. The tests aren’t just for humans. 
Some firms, like Wisdom Panel, let you genetically 
poll your resident quadruped, too, to pinpoint the 
exact heritage and breed of your furry friend.  

The Guardian, 2017

01

https://www.checkurself.org.uk/ 
http://www.pharmaceutical-journal.com/opinion/insight/putting-the-rise-of-stis-in-england-into-context/20203373.article
https://www.theguardian.com/small-business-network/2017/may/25/dna-testing-we-created-the-market-for-what-we-do-living-dna-dnafit-geneu




NICKEL  
AND DIMED
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Quick tools and complete transparency have made it 
super easy to know how much every little thing costs. 
We’re just all tired of talking about it.

From dividing every check on Venmo to paying for each airline bag to eking away 

healthcare deductibles, people are feeling the pinch and putting more value on 

products that show them a clear price and stick to it.
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SPLITTING THE CHECK 
Venmo’s newsfeed has been called “the best social 
network no one is talking about.” It’s an emoji-filled 
ledger of micro payments between friends for 
things as glamorous as rent, hooch and electric 
bills. Millennials routinely split Ubers four ways and 
divide lunch checks down to the penny. The idea of 
picking up a tab is antithetical to the ability to 
settle up immediately. Now the rest of the world 
can split the cost of two happy hour drafts, too. 
Verse has launched in two dozen global markets, 
allowing peer-to-peer electronic funds transfers 
across mobile platforms. The company amassed 
over 500,000 users within 6 months of launch  
and is growing more than 30 percent month- 
over-month. 

TechCrunch.com, 2017 

CNET, 2017 

TRULY TRUE COSTS

This year, price transparency is in fashion. Many 
brands are staking their reputation on sharing 
every detail of the cost of their products, from 
Belgian clothier Honest By to America’s Oliver 
Cabell. Each company is demonstrating its 
authenticity and value by breaking down their 
price tags to include everything from material, 
labor, development, marketing, and even 
markup. In the end, each hopes to stand out 
from the crowd and demonstrate just how much 
of the cost paid translates into the quality of the 
good purchased. 

The New York Times, 2017 

NICKEL AND DIMED

Organic cotton from Uganda

Honest  brand.

Total cost: 59.60£

Retail markup: x2.7
Wholesale markup: x2 119.20£

Honest brand retail price: 410.19£

Jony Hero  pa id  you +27.00
8m

24

Heather  Cho i  pa id  you +49.50
8m

24
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https://techcrunch.com/2017/05/17/verse-grabs-20-5m-to-take-its-p2p-payments-play-beyond-europe/ 
https://www.cnet.com/news/venmo-paypal-wacky-social-mo-pay-the-rent-get-likes-and-jokes/
https://www.nytimes.com/2017/06/07/business/smallbusiness/transparency-pricing-retail-clothing.html?WT.mc_id=SmartBriefs-Newsletter&WT.mc_ev=click&ad-keywords=smartbriefsnl&_r=1
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OUT-OF-POCKET COSTS  
OUT OF CONTROL
The most recent data from the Centers for 
Medicare and Medicaid Services (CMS) 
reveal that the average American spent 
over $10,000 of their own money for 
healthcare in 2016. Even after adjusting 
for inflation, that cost is nine times higher 
than in 1960. Additionally, this figure is 
double that of other developed nations, 
and with the continued growth of high-
deductible health plans (HDHP), these 
numbers are projected to continue to  
rise in the foreseeable future.

CNBC.com, 2017

RADICAL TRANSFARENCY

In 2015, U.S.-based carrier Southwest Airlines 
coined the term transfarency to stand out in 
a market riddled with hidden fees. From free 
checked bags to complimentary honey-
roasted peanuts, offering historical table 
stakes let them shine. Now, countless other 
travel sites are shedding light on the hidden 
costs of travel and enabling customers to 
shop and compare costs more efficiently. 
From Vayama to TripAdvisor, many sites are 
showing the fees associated with every 
airline, to level the playing field. 

TripAdvisor.com, Southwest.com, 

Vayama.com 

2018 
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https://www.cnbc.com/2017/06/23/heres-how-much-the-average-american-spends-on-health-care.html
https://www.tripadvisor.com/AirlineFees
http://Southwest.com,
http://Vayama.com




FASTER 
THAN 
REAL-TIME
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Today’s fast-paced world demands hyperproductivity. 
And it’s creating new ways to not just get up to speed,  
but to obtain information at warp speed.

Why read when you can speed read? Why listen when you can hyperlisten?  

In 2018, content consumers are looking for a fast track that lets them take  

in all of the things in none of the time.
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HYPERLISTENING MADE EASY

While mainstream platforms including Apple’s 
podcasts and Amazon’s Audible allow users to 
speed up their listening in set increments, 
third-party developers are taking it to the next 
level, with some increasing listening paces 
tenfold and beyond. The app Rightspeed helps 
train listeners’ brains to embrace the pace by 
gradually accelerating a podcast in 10 percent 
increments until it reaches 5x speed. This allows 
users to adjust and still wrap up a one-hour 
podcast in only 17 minutes.

The Wall Street Journal, 2017 

SPEED LEARNING & HEALTH 
There may be positive health benefits of speed learning, according to a recent Swedish study 
conducted by researchers at Lund University. Learning a new language over a short period of 
time appears to make the brain grow, new research suggests. The new study included young 
recruits at the Swedish Armed Forces Interpreter Academy, who went from having no 
knowledge of a new language to speaking it fluently within 13 months, studying at a furious 
pace from morning to evening, weekdays and weekends. Follow-up MRI scans showed that 
certain parts of the brain of the test students grew versus a control group. The growth 
occurred in the hippocampus, a structure involved in learning new material and in spatial 
navigation and in three areas of the cerebral cortex. Study results noted that previous, 
related research has indicated that bilingual and multilingual people develop Alzheimer’s 
disease at a later age. 

MedicineNet, 2017 
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MEDICINE IN MINUTES

MinuteCE is allowing medical 
professionals to squeeze the most out 
of every spare second, even while on 
the go. The mobile online resource 
offers countless courses on a wide 
range of health topics. Each can be 
completed in five minutes or less and 
count toward continuing education 
credits that doctors, nurses, and other 
health professionals require to maintain 
their certifications.

MinuteCE.com, 2017

ARE YOUR EYES  
SLOWING YOU DOWN?

Innovative reading apps, including Spritz and 
Spreeder, are helping booklovers around the 
world increase their reading speed by leaps 
and bounds. The former leverages proven 
methods to train both the brain and eyes to 
be more efficient, word by word. The creators 
of the latter realized that reading like a 
typewriter is inefficient, so the app saves 
your eyes the time and energy of scanning 
across pages, instead bringing the words 
where they’re already looking. 

The Guardian, 2017
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WIDESPREAD 
PANIC

04

Anxiety is outpacing depression as the mental health 
challenge of our age. In 2018, anxiety is part of a shared 
cultural experience that impacts nearly every aspect of 
our lives, from social media to work to parenting. 

While true anxiety is a disorder that has typically been seen as a medical condition, 

it’s increasingly becoming viewed as a general sociological condition. New products 

and services are continually popping up to help everyone to “Keep Calm and ...”



2018 
CONSUMER TRENDS

20

GROWING UP ANXIOUS

In a world of political instability, increasing 
coverage of human tragedy, and serious mistrust 
of major institutions, it’s tough to be an adult, let 
alone a kid. Today, 38 percent of girls ages 13 
through 17 and 26 percent of boys have an 
anxiety disorder. Our digital-driven lives are also 
contributing. A 2017 study looked at 18- to 
22-year-olds and how social media impacted their 
anxiety levels. Researchers at Connecticut 
Children’s Medical Center concluded the more 
time spent on social media, the greater the 
association with anxiety symptoms and the 
greater likelihood of an anxiety disorder. Throw  
in high parent expectations and a schedule more 
packed than a hoarder’s storage unit, and you 
have the perfect recipe for childhood stress.

National Institute of Mental Health, 2017; Time Health, 2017

TOYS R THERAPY

In the 1970s, the Pet Rock was a silly gimmick for 
humor. In the 1980s, Rubik’s Cube was a cerebral 
exercise to challenge the mind. In 2017, the fidget 
spinner became a massive phenomenon. 
Originally sold as therapeutic device to calm kids 
with conditions of anxiety, ADHD, and autism, the 
device’s popularity definitely says less about the 
state of our entertainment options and more 
about our state of mind. 

Psychology Today, 2017 
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http://www.jad-journal.com/article/S0165-0327(16)30944-2/fulltext 
http://time.com/4882372/social-media-facebook-instagram-unhappy/
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HAPPY APPS

Meditation is getting mainstream, with a wide array of 
meditation-related services being offered, as our culture 
looks to deal with our stressful lives. Apps such as 10% 
Happier, Smiling Mind, and Breethe by OMG. I Can 
Mediate! have increasingly grown. Richard Pierson 
started one of the most popular in London. Headspace, 
recently ranked as the highest-quality mindfulness-
based iPhone app in a study in the peer-reviewed Journal 
of Medical Internet Research, has reached $250 million in 
revenue, which he sees as an initial step into a massively 
growing wellness market.

American Express Open Forum, 2017

#ThisIsWhatAnxietyFeelsLike

The New York Times recently published a piece called  
“Prozac Nation Is Now the United States of Xanax.” In the 
article, they interviewed Sarah Fader, a 37-year-old social 
media consultant in Brooklyn who is living with generalized 
anxiety disorder. She shared the story of texting a friend in 
Oregon about an impending visit. When a quick response 
failed to materialize, she posted on Twitter to her 16,000-
plus followers, “I don’t hear from my friend for a day—my 
thought, they don’t want to be my friend anymore 
#ThisIsWhatAnxietyFeelsLike.” The tweet struck a chord. It 
was shared over 1,000 times. Fader told the Times, “If you’re 
a human being living in 2017 and you’re not anxious, there’s 
something wrong with you.” 

The New York Times, 2017
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GO  
DADDIES! 

05

The experience of fatherhood is dramatically changing. 
Parenting is now central to many men’s identities, days, 
and personal commitments

Fatherhood is changing in important ways. Dads say parenting is more central to 

their identity, and more dads are staying home or going it alone. Work, 

relationships and identities will all change because of it.
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I’M DAD

A recent study from Pew Research found that 
dads are just as likely as moms to say that 
parenting is extremely important to their 
identity (57 percent of fathers compared with 
58 percent of mothers). Over half (54 percent) 
of dads report that parenting is rewarding all of 
the time. As dads increasingly view parenting as 
central to their identity, they’ve become more 
involved in childcare than they’ve historically 
been. Today, fathers report spending 
approximately seven hours a week on childcare, 
almost triple the time they provided back in 
1965. While fathers are spending more time 
with their children, many feel they’re still not 
doing enough. Roughly half (48 percent) say 
they spend too little time with their kids.

Pew Research, 2017

SILICON DADDIES

In the U.S., the tech industry has been the leader in disrupting parental leaves 
policies. Etsy, for example, offers parents 26 weeks of paid leave (eight weeks 
immediately following birth and 18 more that can be spread out over two years) and 
gives managers generous temp-hire budgets to bridge any gaps. Netflix and others 
give new mothers and fathers the freedom to take as much time off as they’d like 
during the first year of their child’s life. Some say this is just an extension of an array 
of luxe benefits (from laundry service to travel stipends) offered in the Valley. But 
others say it’s driven by the fierce competition to find and retain talent, particularly 
international talent that may have a very different expectation for what leave policies 
look like. 

The Atlantic, 2017 
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http://www.pewresearch.org/fact-tank/2017/06/15/fathers-day-facts/
https://www.theatlantic.com/business/archive/2016/03/tech-paid-paternity-leave/473922/
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DAD-VERTISING 

Fathers have been receiving more attention in 
advertising over the last few years. Dove and Cheerios 
have run advertising showing the caring side of Dad. 
Swedish brand Baby Bjorn has run advertising 
addressing their messages squarely at young fathers 
and has since taken it a step further by creating the 
“Baby Bjorn Dads” Facebook page, where fathers can 
connect online. In 2017, Mattel created several adorable 
videos of real-life fathers and daughters sharing “Barbie 
time,” focusing on the unique bond between fathers and 
daughters.

The Daily Mail, 2017

EUROPEAN PAPA PACTS

Germany is proactively addressing this trend with 
new workplace benefits. Within just two years 
after introducing compensated parental leave, 
the rate of fathers electing extended leave 
increased from 3.5 percent to 22 percent. In 
2017, the European Commission suggested new 
ways to make it easier for young parents to 
balance work and family life across the region. 
The proposal most likely to become law promises 
mothers and fathers equal leave, including a 
minimum of four months parental leave and a 
right to part-time work and return to full 
employment. 

Spiegel, 2017
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FIRED  
UP

06

Some have said protest is the new brunch. Political rancor 
and divisiveness were at an all-time high in 2017. But so 
was passion and participation. 

From women’s rights to immigration to racial justice to climate change, people are 

actively and financially engaged in issues that matter to them. In 2018, we’ll see 

moments become movements, and debate become change. Fingers crossed.
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FULL FORCE

From football fields to airport terminals to the 
streets of capital cities around the world, people 
raised fists and voices in defense of freedoms 
they cared about. Hashtag activism is out. Good 
old-fashioned Sharpied-up signs and rhyming 
rallying cries are very much back in. In the first 
10 months of 2017, there were over 4500 
protests with over 5.4 million attendees in the 
U.S. alone. In 2018, look for voices around the 
world to grow louder and impact start to take 
hold.

Count Love, 2017

FUNDING IT

People are increasingly voting with their wallets and 
putting their money where their cause is. The ACLU 
saw an incredible influx of donations immediately 
following President Trump’s signing of an executive 
order limiting entry to the U.S., with a focus on seven 
countries, most of which have majority Muslim 
populations. This single event brought the ACLU $24 
million in online donations in less than a week, 
nearly seven times as much as the organization 
typically raises online in an entire year. The 
donations were made by at least 356,306 individual 
donors, and about two-thirds of those who gave 
money were believed to be first-time donors. 

Washington Post, 2017 
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https://countlove.org/statistics.html
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2018 
CONSUMER TRENDS

29

THE PROTEST OVER PROTESTS

Even protests can have a backlash. When Colin Kaepernick, the former San Francisco 49ers 
quarterback, made headlines by sitting during the national anthem, he made his motive 
clear: he was protesting racial injustice in America, especially the police killings of black 
people. In the 2017 season, as more players began to kneel and coaches and teams linked 
arms in protest, the message became murkier. Were they standing for racial injustice or free 
speech or something else entirely? Then the counterprotest kicked in, with everyone from 
Vice President Pence to die-hard fans leaving the stands. Now many say the debate about 
the debate is distracting from talking about the real issue: the racial injustice that first 
brought Kaepernick to his knee.

The New York Times, 2017

WOMEN MARCH

Perhaps no issue had more widespread unity, 
support, and participation as the Women’s 
Rights March. Nothing short of a global 
phenomenon, it included 673 marches 
worldwide, with over 4.8 million participants. 
America’s capital saw 500,000 marchers and 
London saw 100,000. Even in Los Angeles—
where people rarely walk anywhere—marchers 
flooded the streets. They chanted both for 
female empowerment and against the just-
inaugurated president. In matching hats and 
with unforgettable signs, they fueled the largest 
single-day demonstration in the history of the 
United States. 

NPR, 2017
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LET’S BE 
DIRECT

07

Brands around the world are asking: why use a 
middleman when it’s so easy to go direct to the people? 

They’re ditching channels, retailers, and in-betweens to go direct to consumers 

with the experience—and price!—that people really want. In 2018, new DTC brands 

will continue to blow up business models and challenge old categories to try bold 

new ways.
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THE FLIP IS ON

The long-desired dream of going direct-to-
consumer is now a reality. Start ups like Blue 
Apron, Hubble, ROKA, Stitch Fix and Quip are 
successfully executing DTC via social, mobile, 
and digital channels. Hilton, Nike, L’Oréal and 
others are evolving their models to cut out 
channels and partners, forging much more 
exclusive and direct relationships. The number 
of manufacturers selling directly to consumers 
is expected to grow 71 percent this year, 
bringing us to more than 40 percent of all 
manufacturers as we head into 2017. Over a 
third of consumers report they bought directly 
from a brand manufacturer’s website last year.

Forbes, 2017

BED IN A BOX
Even categories not typically seen as candidates for ship direct are 
being disrupted. Casper, Lull, Tuft & Needle, Purple, Leesa, and others 
are stripping down the big box mattress store model and delivering a 
mattress-in-a-box to the front door. Mattresses are squished, rolled  
and dropped off in a surprising small box — no pickup truck or moving 
van required. This category went from almost nothing to a $1.5 billion 
business. Its growth is attributed in part to an army of affiliate marketing 
partners who are largely well-optimized YouTubers who post reviews of 
the mattresses with coupon codes and direct links to buy. 

USA Today, 2017 
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https://www.forbes.com/sites/forbesinsights/2016/06/07/how-leading-brands-are-winning-the-direct-to-customer-conversation/#46e2e5324fbd
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REPEATABLE MODEL 
ROKA is a direct-to-consumer performance apparel company. 
Its CEO and co-founder, Rob Canales, told Forbes, “Our success 
formula is extremely simple: Make better products and treat 
people like you want to be treated; provide a better customer 
experience. We can only do that if we have a continuous cycle 
of customer feedback. Without a direct relationship with our 
customers, feedback can become obfuscated through an 
inefficient [retailer] proxy for what the customers really want.” 
ROKA and other DTC companies believe the closer they are to 
the people who buy the products, the more responsive they 
can be to their needs.

Forbes, 2017

DAVIDS BECOMING GOLIATHS

For decades, the goliath Gillette has 
dominated the disposable razor market. Hefty 
R&D, ubiquitous retail distribution, and huge 
ad budgets coalesced into flawless new 
product development cycles that would 
increase the number of blades as well as the 
price. Dollar Shave Club entered the market 
with a direct-only approach, a solid value 
proposition, and a bold message to men. It 
would be hard to fathom that a small upstart 
could make a dent in Gillette’s business. 
However, Unilever’s 2016 purchase of Dollar 
Shave Club has impacted Gillette, who saw 
weaker-than-expected 2017 results, some of it 
attributed to losing share in the personal care 
business, specifically grooming. 

The New York Times, 2017
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THE NEW 
NEUTRAL

08

Brands are redefining neutral from for anyone to for 
everyone. Today, people who have been left out because 
they didn’t match mainstream classifications are getting 
welcome new choices.

Many industries and categories are evolving products, experiences, policies and 

campaigns to be actively inclusive of every person. In 2018, that will include a 

special focus on LGBTQ+ consumers. From apparel brands to major academic and 

military institutions to healthcare companies, leaders around the world are actively 

refining their practices to be more inclusive.
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FASHIONING FORWARD

Target released a line of adaptive clothing with 
purposefully placed zippers and tagless clothes 
for kids with disabilities or sensory disorders. 
More and more stores like H&M and Zara have 
gender-neutral clothing lines. Wildfang leaves 
gender out of their website for their clothing 
line targeted to “badass women and the 
transgender community.” Faye Toogood, a 
British interior designer, and her sister Erica, a 
fashion designer, started Toogood clothing 
more as a movement to redefine fashion than 
as a consumer brand. Their edgy “unisex 
outerwear” is available on select websites like 
Farfetch.

Her Campus, 2017

HEALTHCARE ADVANCES ITS RECORD

The evolution toward better healthcare for LGBTQ+ 
communities continues. Healthcare Equality Index,  
a champion for fair care, celebrated its 10th year in 
promoting LGBTQ+-friendly practices. Major electronic 
health record platforms like Epic are changing the way 
that gender is captured within medical forms and 
beginning to include fields like sexual orientation. In 
the future, expect clinicians to get better at asking 
frank questions as they learn to provide better care  
for all their patients.       

Wired, 2017  
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https://www.hercampus.com/style/12-gender-neutral-clothing-brands-you-need-know-about
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INSTITUTIONAL IDENTITY

Major institutions — from militaries to 
academia — are addressing a range of 
topics related to LGBTQ+ people. To 
underscore their support for LGBTQ+ 
soldiers, all British Army units flew the 
rainbow flag during Pride Week and 200 
personnel from across the armed services 
marched in the London Pride Parade, 
including Lieutenant General Patrick 
Sanders, Commander Field Army, who took 
the salute past the Cenotaph in Whitehall. 
In the U.S., colleges made it easier for all 
students to apply. The Common Application 
(used by more than 600 schools) and the 
Universal College Application (used by 
more than 40) said their next version of the 
applications will allow transgender and 
gender nonconforming applicants better 
choices to self-identify.

British Army, 2017

Common App, 2017
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GEN Z 
SWAGGER

09

The newest consumer generation is expected to be more 
arrogant and competitive than the generation that came 
before them. Are we ready for their brand of change?

Gen Z has all the competitive, hard-working attitude and pride of the Boomer 

generation — with the built-in tech support that comes with entering the world 

with an iPad in their tiny newborn hands. In 2018, we’ll start to see them define 

what’s next for work, play and health.
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MULTI-TASKING MASTERY

Gen Zs were born in the 1990s though 2010. They’re used to being always-on:  
multi-screen, multi-tasking, always connected to everything and everybody at once. 
Connor Blakley, the 17 year-old author behind Brand Z, a step-by-step guide on how  
to connect with, understand, and engage today’s youth told Forbes, “We’re the first 
generation to Facetime our friends, call our mom and order a pizza at the same time.” 
He went on to describe how that multi-tasking has created hyper focus, “A big 
misconception about our generation is that we only have a six-to eight-second 
attention span on social media or when looking at content when, in reality, it’s just  
a very good B.S. meter. Since we’ve lived in a world with a constant stream of 
information and education, we can smell marketing from a mile away. We can  
decide very quickly what will bring value or be interesting to us.”

Forbes, 2017 

MORE RELEVANT BRANDS

Axe recently axed its long-time approach to marketing with perfectly formed models 
and the tagline “Axe effect,” referencing the way women would throw themselves 
onto any man who used Axe products. Gen Z wasn’t interested. As a generation, 
they’re more accepting of differences and are quick to eliminate those brands that 
do not foster an inclusive community. Axe’s new approach is dubbed, “Find Your 
Magic.” Instead of focusing on perfection, it embraces difference. One memorable 
spot opened with, “Who needs that six pack when you’ve got the nose?” The shot was 
a close-up of a young man with an exceptionally large nose. The spot embraced the 
man’s uniqueness and has continued to reflect more real-life exceptionalism — 
gorgeous models need not apply. 

Futurecast, 2017 
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CHANGING CHANNELS 
Video, yes; TV, no. Gen Z is not tuned into TV, at 
least not conventional TV. In 2011, the average 18- 
to 24-year-old millennial watched around 25 hours 
of traditional television per week. In 2017, their Gen 
Z cohort watches about 14 hours per week. Their 
screen time is more focused on YouTube and Netflix, 
where 71 percent of them have access to a 
subscription. According to a survey of 1,100 teens 
age 13 to 17, Gen Z ranks YouTube as the number 
one coolest brand. Netflix and Google are close 
behind at numbers two and three. Most other 
brands aren’t even close. 

Visual Capitalist, 2017;  Washington Post, 2017

NEW EXPECTATIONS  
AND ATTRIBUTES

Some are calling this new generation the 
Anti-Millennials. Rather than an extension  
of the generation that came before them,  
this cohort was raised in a different context. 
They were shaped by the recession and are 
prepared to fight hard to create a stable future 
for themselves. Jonah Stillman, an 18-year-old 
Gen Z consultant from Minneapolis, told Mic 
“Millennials love to go on social media [and] let 
everyone know, ‘Hey I just got this awesome 
job, come apply!’ Us Gen Z-ers are more 
competitive and less collaborative; we would 
never do that. We want the job for ourselves.” 

Mic, 2017

“Gen Z-ers 
are more 
competitive 
and less 
collaborative”

GEN Z’S COOLEST BRANDS

1. YouTube

2. Netflix

3. Google
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THE RIGHT 
FIT(NESS)

10

Fitness doesn’t fit into a box anymore, especially not one 
of those big boxes. Mass is out and specialty is in. And we 
expect a few more reps of disruptions.

The rules have been rewritten. National fitness chains with large, luxurious 

facilities and monthly memberships are being replaced with boutique workout 

options custom-designed to connect like-minded people in supportive, familiar 

communities.
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WHAT’S NEXT

The boutique fitness trend is poised for new moves in 2018. In many geographies, 
über-popular cycling studios like SoulCycle, Flywheel, and Cyclebar have reached a 
saturation point. Over the last two years ( June 2015-June 2017), the number of 
studios has nearly doubled, but they have seen the visits per location decline by 30 
percent. Yoga and Pilates were the previous fan favorites. More than 20 percent of 
those studios closed their doors over just one year. So what will the next draw to 
mini-gyms be? Some are betting big on boxing shops, like Rumble. We see the likely 
winner as something much more intense and experiential, like Switch Playground, 
with its blacklight-trampoline-fog machine-TRX-laser lights-treadmill-DJ kind of 
workout. Either way, let’s sweat it out! 

Foursquare Data, 2017 

THE RIGHT  
FIT(NESS)

THE ELEPHANT IN THE…BOX

CrossFit broke the mold of gyms filled with rows 
of expensive machinery and pumped full of AC, 
music, TV and WiFi. It’s a no-frills, gritty, sweaty 
business phenomenon that changed all the 
rules of the industry — and set the stage for 
more disruption. Its founder, Greg Glassman, 
likes to say he runs CrossFit more like a biker 
gang than a business. His members look like 
superheroes who heave, jump and lift in 
competitions that pit athletes against each 
other and the clock. It’s part workout, part 
community, and — some say — part cult.  
And it’s grown from one gym in 2001 to 14,000 
and counting today.

CBS, 60 Minutes
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CLASSPASSED AND HOMEBASED 
There are two other ways that community expectation is changing the fitness 
space. One is bringing that community home. Companies like Peloton are 
bringing your crowd to your house. The indoor bicycle boasts a big bright screen 
that livestreams classes directly from the brand’s NYC studio. At-home riders 
pedal right along with the in-class crowd. We also can’t talk about boutique 
fitness today without mentioning Classpass. The often-controversial, gym-neutral 
monthly program lets users try out all participating fitness studios for a reduced 
cost. Users like it because it saves money and lets them expand the range of 
workouts they try. Gym owners question if it’s sustainable — both because 
studio hoppers miss the benefit of community and the reduced revenue 
challenges their financial models.  

Well + Good, 2017

GO SMALL

At mega gyms like Lifetime Fitness, Equinox, 24-hour 
Fitness, and Crunch, users can get nearly any amenity 
they desire from spa treatments to gourmet lunches. 
But users rarely see the same person twice. Many of 
the facilities are big enough to call campuses. While 
these mega-facilities aren’t going away, the industry 
growth is in small, customizable, community-building 
boutique fitness shops. They’re tucked into strip 
malls, actual malls, renovated gas stations and 
reimagined bookstores. They boast personalized 
fitness structures to meet your personal goals, and 
perhaps most importantly, a community of like-
minded people to work out next to. It’s workout plus 
tribe all in one. These boutique studios are the only 
growth segment in an otherwise stagnant gym 
industry.  

Los Angeles Times, 2017

10THE RIGHT  
FIT(NESS)

https://www.wellandgood.com/good-sweat/boutique-fitness-bubble-burst/
http://www.latimes.com/business/la-fi-boutique-fitness-20170823-story.html




COGNITIVE 
EDGE 

11

Think you’ve tried everything possible to improve 
productivity, motivation and creativity? Think again.  
2018 will be the year when we talk more about better 
thinking through chemistry. 

From popping nootropics to eating absolutely nothing, people are experimenting 

with bold new ways to hack their own biology. They want to be smarter, faster and 

able to keep up with whichever competitor they’re trying hard to keep in the 

rearview mirror.
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KNOW NOOTROPICS 

The latest tool of the brain-hacking set is nootropics. 
They’re synthetic supplements known for their enhancing 
effects on the brain. Often called “smart drugs,” 
nootropics claim to enhance focus, memory, creativity 
and motivation, making minds sharper and more 
productive. And they do so without the need for the 
prescriptions required for previous focus-finding faves 
like the ADHD drugs Adderall and Ritalin. These brain 
pills each focus on a different mental super power, and 
none are reviewed or approved by the FDA. The latest 
promising supplement to hit the market is GodMode. It’s 
targeted specifically at people who want to be better at 
playing video games. For those willing to roll the dice, it 
promises faster reaction speeds, faster access to your 
memories, improved focus, an increase of your 
neurotransmitters, and “Yoda-like calmness under 
pressure.”  

Mashable, 2017

EAT NOTHING

Beyond supplements, people are trying all kinds of different ways to exploit their own 
biology and make themselves more efficient human beings. From meditation to cold-
water plunges to high-fat, low-carbohydrate ketogenic diets, the experiments are 
unending. One of the latest trends is periodic fasting. At Nootrobox, a San Francisco 
company that markets vitamins, minerals and amino acids, the entire team fasts every 
Tuesday. All the executives have implanted glucose monitors in their arms to track the 
real-time effect of the foods they eat. Animal research has found that intermittent fasting 
can improve neural connections in the hippocampus and protect against the 
accumulation of plaque, a protein prevalent in the brains of people with Alzheimer’s 
disease. The 3,500 members of the company’s fasting Facebook page clearly hope it 
works in humans, too. 

Stanford News, 2017 

COGNITIVE EDGE 

Nootropics claim to enhance: 

focus

memory

creativity

 motivation

11

http://mashable.com/2017/10/05/godmode-brain-pills/
https://news.stanford.edu/2017/10/17/researchers-want-heal-brain-enhance-well/
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JUST HOOK US UP 

Billionaire Elon Musk is taking the possibilities even farther. He has taken steps to sell 
as much as $100 million of stock to build Neuralink Corp. and fund the development of 
technology that connects human brains with computers. The engineers and scientists 
recruited to the project will have one shared goal: develop ultra-high-bandwidth brain-
machine interfaces to enable human-machine telepathy in just a few years. Musk has 
competition for building the wizard hat. Facebook has claimed that within two years it 
will have a skullcap able to transmit sentences out of your brain at a rate of 100 words 
per minute.  

MIT Technology Review, 2017

SILICON STACKS

One of the places both nootropics and other brain-
hacking schemes are most popular is Silicon Valley. 
There, the competition to keep pace or maybe even eke 
ahead is intense. Vinh Ngo, a San Francisco family 
practice doctor who specializes in hormone therapy, has 
many patients who use piracetam and other popular 
nootropics. He told the Washington Post that he’s 
increasingly sought out by young, male tech workers who 
tell him they are interested in cognitive enhancement. 
Ngo tried piracetam and DMEA himself. He said, “The 
first time I tried [piracetam], I thought, ‘Wow, this is 
pretty strong for a supplement.’ I had a little bit of reflux, 
heartburn, but in general it was a cognitive enhancer. 
[With DMEA], you have an idea, it helps you finish the 
thought. It’s for when people have difficulty finishing that 
last connection in the brain.”  

Washington Post, 2017

2018 
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https://www.technologyreview.com/s/604254/with-neuralink-elon-musk-promises-human-to-human-telepathy-dont-believe-it/
https://www.washingtonpost.com/national/health-science/tweaking-brains-with-smart-drugs-to-get-ahead-in-silicon-valley/2017/06/09/5bc9c064-0b35-11e7-93dc-00f9bdd74ed1_story.html?utm_term=.0f41a020268f




PLANT 
PEOPLE

12

Veganism is rising in popularity all over the world. It’s  
a trend on the verge of morphing into a new movement — 
now one squarely rooted in nutritional principles. 

Eating vegan today is not just about not eating anything that has a mother or  

a face. While veganism has long been associated with (often hardcore) ethical 

opinions, the surging plant-based trend is different, giving vegan a makeover  

and a host of new advocates with positive attitudes, messages, and products 

focused on powerful nutrition and health benefits. But please, call it “plant-based,” 

not “vegan.”
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FLEXITERIAN FIRST

A growing number of people in Britain say 
they’re eating less meat than before and expect 
to be eating almost none in the future. These 
flexiterians are not full-blown vegetarians but 
do represent the 40 percent of Brits who agree 
with the statement, “These days I eat less meat 
than I used to do.” The figure rises to 45 percent 
among women. A third of people said they are 
“actively choosing to eat less meat,” including 39 
percent of women. The future is even more 
meatless: 38 percent of 18- to 24-year-olds and 
27 percent of women agree “That by 2025, my 
diet will probably be mostly meat-free.” 

Daily Mail, 2016

MORE HEALTH ADVICE NEEDED

Not every meat-free or low-meat diet is good for your health. The Journal of the American 
College of Cardiology recently published a longitudinal study of over 200,000 U.S. health 
professionals. It found that people who ate plenty of healthy plant foods — such as 
vegetables, beans and whole grains — did have a lower risk of heart disease. But people who 
chose foods that are technically plant based but not all that healthy fared worse than their 
meat-eating counterparts. Those in the top 10 percent for healthy plant-food intake were 
one-quarter less likely to develop heart disease than those in the bottom 10 percent. But the 
benefit reversed among people who ate a lot of less-than-healthy plant foods — like potatoes, 
refined grains (white bread, pasta and crackers) and sugary fruit juices. Those in the top 10 
percent were almost one-third more likely to develop heart disease, versus people in the 
bottom 10 percent. As diets change and shift, people will need new kinds of nutritional 
advice to meet their unique health goals.  

CBS News, 2017 

PLANT PEOPLE

FLEXI-
TERIAN

Ma i n s t r e a m  Me d i a  Te r m

“a  p e r s o n  w h o  h a s  a  p r i m a r i l y  
v e g e ta r i a n  d i e t  b u t  o c c a s i o n a l l y  

e a t s  m e a t  o r  fi s h . .”
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http://www.dailymail.co.uk/health/article-3831685/Rise-vegetarians-Growing-numbers-meat-eaters-choosing-plant-based-diet-attempt-stay-healthy.html
https://www.cbsnews.com/news/plant-based-vegetarian-diets-heart-health/
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NEW OPTIONS 
Diet, conviction, and doctors’ orders have all contributed to plant-based eating 
becoming an everyday choice for millions of people around the world. In 2018, meat 
and dairy will take a smaller and smaller place on the menu. They’ll be replaced by all 
sorts of interesting new things, including more plant-based milks and clever meat 
stand-ins. The global plant-based milk market is set to reach $21.6 billion by 2022. In 
the U.K., Sainsbury’s has doubled its plant-milk offering and expects to continue into 
other categories. Beyond Burger studied meat composition for seven years to 
understand its composition and associated sensory experience and then rebuilt every 
component directly from plants. Early indications are that it has strong crossover 
potential to non-vegans seeking a healthier alternative, so much so that one of the 
largest meat purveyors in the U.S. has purchased a stake in the company.

Plant Based News, 2017

Business Insider, 2017

VEGAN UP

Veganism in the U.S. is up 500 percent since 
2014 and is growing rapidly around the world. 
Big drivers are the growing awareness of the 
impact of meat consumption on both 
individual health and global health. The report 
also showed that many people are choosing a 
low-meat diet that they don’t strictly define as 
vegan or vegetarian. In Germany, for example, 
44 percent of consumers now follow a low-
meat diet, which is a significant increase from 
2014 (26 percent). 

GlobalData, 2017

2018 
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https://www.plantbasednews.org/post/10-stats-that-prove-veganism-is-going-mainstream 
http://www.businessinsider.com/review-leonardo-dicaprio-beyond-meat-veggie-plant-burger-2017-10
https://www.reportbuyer.com/product/4959853/top-trends-in-prepared-foods-2017-exploring-trends-in-meat-fish-and-seafood-pasta-noodles-and-rice-prepared-meals-savory-deli-food-soup-and-meat-substitutes.html




GENDER 
FLIPS 

13

In 2018, women will increasingly take advantage of 
advantage. They’ll team up to network and grow, earn up 
to outpace young men, and trade up to take leadership in 
historically male-led organizations and events.
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THE NEW NETWORK

Women in Digital describes itself as a new girls’ 
club for the most powerful women on the 
planet. Its members sign a pledge to trade and 
exchange their secrets, their knowledge and 
their power. In just one year, the organization 
has scaled to 18 cities and initiated a big 
national conference. It all started with one 
woman’s incredible story about the power men 
naturally bring to the workspace, and what she 
needed to learn to claim her own. That story 
resonated with hundreds of women, who 
became thousands, who are now actively 
building networks and rituals to help empower 
one another.

Forbes, 2017

WOMEN’S GIGS

The so-called gig economy is increasingly female — and very empowered. In a recent survey, 
90 percent of female gig workers said they would recommend gig work to a female friend. 
The survey also found that professional freelance work, like computer programming or 
design, is the most popular type of gig work, followed by direct selling for companies like 
Mary Kay, Rodan + Fields, and Stella & Dot. Women see gig work as the opportunity to level 
the field — 86 percent think gig work opens the door to equal pay, only 45 percent think 
traditional jobs offer the same opportunity. However, one-third work under a user name 
that doesn’t reveal their gender to try to maximize their opportunity. Some entrepreneurs 
are focused on business models that uniquely benefit female workers. For example, See 
Jane Go, Gosafr, and SafeHer are creating Uber-type driving services specifically for woman 
to woman ride share. 

USA Today, 2017 

GENDER FLIPS 13

https://www.forbes.com/sites/emmajohnson/2017/08/16/alaina-shearer-faced-sexism-throughout-her-media-career-so-she-founded-womenin-digital/#533b8cf72a0a
https://www.usatoday.com/story/money/2017/04/04/women-gig-work-equal-pay-day-side-gigs-uber/99878986
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COLLEGE BOUND 

For the first time since the U.S. Census Bureau began 
collecting data on higher education attainment, women are 
more likely to have a bachelor’s degree than men. The 
overall numbers say that 29.9 percent of men have a 
bachelor’s degree, while 30.2 percent of women do, but 
younger women are driving even more change. In the 25 to 
34 age group, 37.5 percent of women have a bachelor’s 
degree or higher versus 29.5 percent of men who do. The 
gap may continue to grow. Women now account for 55 
percent of undergraduates enrolled at four-year colleges. 

Boston Globe, 2016

WOMEN CEOS RULE

There’s a new bracketing phenomenon going 
on in the workplace. Young women make 
more than their male counterparts. And 
women CEOs do, too. The gap is very much in 
the middle. New research recently compared 
the median compensation of S&P 500 leaders 
who held the job for a year. Twenty-one 
female CEOs received a median of $13.8 
million compared to the $11.6 million median 
earned by the 382 male CEOs last year. 
Women CEOs have made more than men six 
of the past seven years, and three of the 10 
highest-paid individuals are women.  

The Wall Street Journal, 2017
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https://www.bostonglobe.com/metro/2016/03/28/look-how-women-outnumber-men-college-campuses-nationwide/YROqwfCPSlKPtSMAzpWloK/story.html
https://www.wsj.com/articles/women-ceos-dont-get-paid-less-than-men-in-big-business-they-make-more-1496223001




THE HEALTH 
ELITES

14

For people who want to be engaged in their health, the 
possibilities for learning, managing and quantifying are 
greater than ever before. 

This empowered class is setting a new standard for what our health future may be. 

They’re a super-engaged segment that is actively involved in everything from daily 

tracking to longevity planning. And they have big, new expectations for your brand.
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MAP… EVERYTHING

Veritas Genetics and Inova have teamed up to launch a 
service called MyMap. It combines next-generation genome 
sequencing with pharmacogenomics testing. With one 
at-home test, users can screen their whole genome for more 
than 1,200 clinically relevant conditions, assess carrier 
status for over 100 inherited conditions, identify more than 
120 traits, and understand their response to 145 
prescription medications across 14 medication categories. 
They’ll also receive support to translate that data into 
meaningful recommendations for themselves and their 
doctors. This service and others are taking longevity 
planning to a whole new level and empowering people to 
understand and advocate for their own best lives. 

Genome Web, 2017

1:3 ARE TRACKING

A study across 16 countries found that one in three 
people (33 percent) monitor or track their health or 
fitness using a fitness band, smartwatch or mobile 
app. China is home to the most quantified selves 
with 45 percent actively tracking. Brazil and the U.S. 
each have 29 percent watching their numbers, and 
Germany came in next with 28 percent. The top 
reasons for their interest in personal numbers: over 
half (55 percent) said they do it “to maintain or 
improve physical condition or fitness” and half (50 
percent) said they were motivating themselves to 
exercise. 

GfK, 2016 

THE HEALTH ELITES

45%
actively tracking

in China

14

https://www.genomeweb.com/molecular-diagnostics/inova-veritas-genetics-partner-offer-whole-genome-sequencing-interpretation
http://www.gfk.com/insights/press-release/a-third-of-people-track-their-health-or-fitness-who-are-they-and-why-are-they-doing-it/
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MORE TO MEASURE 
Beyond steps, more and more people are 
wearing devices to track everything from heart 
rate to blood pressure. Today’s technology 
eliminates the need to use special devices or 
needles to understand what’s going on beneath 
the skin. The big bet experts are making for 
2018 is that Apple may make strides across a 
tech battlefield littered with decades of other 
innovators’ failures. The possibility — a wearable 
device that can continuously track the user’s 
blood sugar without breaking their skin.

Quartz, 2017

KEEP STEPPING

The good people clocking 10,000 steps a day 
are fueling a dynamic market of over $7.3 
billion in 2017. The rate of growth of 
“quantifying selves” is expected to continue on 
an upward climb. Fitness trackers shipped 62 
million units in 2017, a number expected to 
climb to 105 million by 2022. 

Statista, 2017 

Visiongain, 2017
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https://gizmodo.com/good-hackers-can-do-bad-things-too-1797518697
https://www.statista.com/statistics/610390/wearable-healthcare-device-shipments-worldwide/ 
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CHOOSE 
(YOUR) LIFE

15

More adults are choosing not to have children. Instead, 
they’re living tiny, earning more, traveling the world, 
saving money, and generally enjoying their own lives first. 

That’s creating a massive segment of people who will grow old without the typical 

family support structure of a follow-on generation. Our challenge in 2018 and 

beyond is to find meaningful ways to support people navigating their health and 

healthcare on their own. 
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RISE OF CHILDLESSNESS

City-dwelling Europeans are increasingly choosing not to have children. Just 9 percent of 
English and Welsh women born in 1946 had no children. But 17 percent of women born 
in 1970 made that choice. In Germany, 22 percent of women reach their early forties 
without children; in Hamburg, 32 percent do. In Asian nations, work culture makes finding 
time to have a baby increasingly difficult. Keisuke Nakashima, senior associate at the 
Global Aging Institute, told Business Insider, “If you are single, it is difficult to find a good 
and right partner for marriage. If you are married, and if both husband and wife work like 
this, there’s a slim chance to have a baby. No time or no energy left. If you want a baby, 
you (typically your wife) face a choice — continue to work or quit your job and have a baby. 
There’s a trade-off here.”

The International Economist, 2017 

Business Insider, 2016

NEW GUIDELINES

The rising numbers of elder orphans 
prompted the American Geriatrics Society 
to create new guidelines to support older 
adults who can no longer make their own 
medical decisions but have no designated 
surrogates. The society calls them 
“unbefriended” and is trying to rally a 
national effort to help prevent a surge 
among incapacitated seniors who don’t 
have a decision-maker and face a health 
crisis. The guidelines call for avoiding ad 
hoc decision making, looking for non-
traditional surrogates, and remaining 
sensitive to cultural nuances.  

American Geriatrics Society, 2016

CHOOSE  
(YOUR) LIFE

UN-BE-
FRIENDED

Ma i n s t r e a m  Me d i a  Te r m
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http://www.economist.com/taxonomy/term/74/15393581?page=140 
http://www.businessinsider.com/how-japan-government-solving-sex-problem-2016-2
https://www.americangeriatrics.org/media-center/news/ags-sets-sights-better-care-more-responsive-policies-unbefriended-older-adults
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PERPETUAL POSTPONERS 
A range of studies has delved into the reasons for 
the demographic shift. They found people choose 
not have children for varied, complex and often 
overlapping reasons. A few never wanted children. 
Some didn’t meet the right person. Others live with 
a medical challenge or fell in love with someone 
who already had a family of his or her own. But 
many are part of a category that Ann Berrington,  
a demographer at the University of Southampton, 
calls “perpetual postponers.” They waited to start  
a family until it was the perfect moment with life, 
work, or love and eventually found out it was  
too late. 

The Economist, 2017

MEET THE ELDER ORPHANS

There have always been single seniors but demographic changes have left more and 
more people navigating the end of their lives largely alone. Geriatric specialists call them 
“elder orphans” — seniors with no relatives to help them deal with physical and mental 
health challenges. Carol Marak, founder of a Facebook group for elder orphans, explained 
her own situation to Here & Now’s Robin Young. She said, “It kind of hit me over the head. 
It was like, my parents demanded quite a bit of care, and my sisters and I provided that 
for them, and once they passed on, I realized, all that time, effort and resources it took 
from us, who will do that for me?” 

WBUR, Here & Now, 2017
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https://www.economist.com/news/international/21725553-more-adults-are-not-having-children-much-less-worrying-it-appears-rise?fsrc=scn%2Ffb%2Fte%2Fbl%2Fed%2Ftheriseofchildlessness
http://www.wbur.org/hereandnow/2017/08/15/elder-orphans
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In today’s complex healthcare environment, great ideas alone aren’t 

enough to bring brands to dominance. They need to be tested in the 

fire of the real world; honed by the people who know the molecules 

better than anyone; delivered by those who truly understand what 

your product can become.

 

Syneos Health Communications is the only healthcare communications 

network that is part of a company on the frontlines of healthcare.  

We work where your ideas need to work.
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Trends help us create experiences that beat channel 

benchmarks, that raise expectations, and ultimately help 

us meet the metric that matters most: engaging more 

people in critical conversations about the changing 

possibilities of healthcare.

To download all 2018 trend reports,  
go to: trends.health

CONTACT:

Leigh Householder
Managing Director, Innovation 
leigh.householder@syneoshealth.com
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2018:  
NEW EXPECTATIONS. 
NEW OPPORTUNITIES.

People’s expectations are constantly being reshaped, rewired and 
remodeled by new and innovative experiences with media, peers, 
technology and brands.
 
Brands that don’t deliver experiences that meet or exceed these rapidly 
changing expectations are increasingly being ignored, brushed aside  
or deemed irrelevant.
 

 
 
 
 
 

Trends show us those shifting customer expectations. They reveal data 
and clues about changing habits and preferences. They uncover brands 
that are making unique connections and getting to white spaces first.
 We use trends to challenge how we go to market and continually  
innovate every aspect of customer experience.

How do we keep pace? Use the trends changing the landscape 
to change and accelerate our own thinking.

What will your brand do?
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We’re about to make a big move — from stripped down 
templates that are responsive to technology to rich 
experiences that respond to and activate human emotion. 

Over the last several years, we’ve become experts at optimizing content 

and experiences for the technology we carry. In 2018, we have the 

opportunity to think much more about how to optimize for humans  

to create rich experiences that touch us all in incredible new ways.

THE 
HUMAN UX

01
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THE WEB’S LOST SOUL

Ever feel like you’ve been there before? The same boxy templates, the predictable parallax 
scroll. We’ve become so good at optimizing websites for all our screens that they’ve all 
started to all look the same. Yawn. To get the feeling back, innovators are starting to play with 
new triggers for human emotions — ones that are much more personal to what moves you 
as an individual. Facebook gained a lot of notoriety for its psychological experiments on its 
more than 650,000 users. Its researchers were able to design an algorithm that could 
manipulate newsfeeds to make users feel good or bad. In 2017, Facebook filed a number of 
new patents to potentially put those early learnings to work in much more personal ways. 
One that particularly stands out is a patent for capturing a user’s image via their device 
camera to track and respond to their emotions when viewing different types of content. As it 
learns, it would respond to your initial emotion when arriving on site and serve up exactly 
what you need to feel better. Probably more pictures of puppies. (We’re guessing.) 

CBInsights, 2017

THE HUMAN UX

MOOD AS INTERFACE

Design pioneers are leveraging brainwave biometrics to create 
highly customized interfaces that are shaped by and tailored  
to users’ moods and emotions. One of our favorites debuted  
at the Sundance Film Festival. Acura’s Mood Roads installation 
was designed to showcase the emotional elements of a virtual 
driving experience using bio-sensory feedback. Here’s how  
it works: users enter a spherical motion simulator equipped  
with a performance driver’s seat and 30 biometric sensors, 
measuring 24 integration points including the user’s brainwaves, 
heartbeat and facial expressions. They “drive” down a virtual 
road in an abstract environment, navigating the road’s curves, 
twists and turns through the motion simulator, all responding in 
real-time to the driver’s emotional, cognitive and physical inputs.   

Acura, 2017

01

https://www.cbinsights.com/research/facebook-emotion-patents-analysis/
https://www.youtube.com/watch?v=AK54uQbiAIE
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AN EMOTIONAL CHAT

Researchers at Tsinghua University, Beijing, developed an emotional chatting 
machine designed to help computers have more human (less functional) 
conversations with users. The team started by creating an emotional classification 
algorithm that could detect five basic emotions: happy, sad, angry, disgusted, liking. 
That algorithm then tagged millions of social media interactions according to 
emotional content to teach the chatbot how to answer questions and how to 
express emotion. The chatbot can work in any one of the five emotional modes.  
In one example conversation a user typed in: “Worst day ever. I arrived late  
because of the traffic.” In neutral mode, the chatbot droned, “You were late.” 
Alternative emotional responses included, “Sometimes life just sucks!”  
(disgust mode) or “I am always here to support you.” (liking). 

The Guardian

A PICTURE WORTH 1,000 DIAGNOSES

Researchers are looking for new ways to scan the vast 
amount of data people post in social media to uncover 
healthcare cues that could spur preventive interventions. 
One study led by Andrew Reece at Harvard University and 
Christopher Danforth at the University of Vermont found  
that the photos people post on Instagram can predict who  
is suffering from depression. In fact, that detection rate 
proved more reliable than that of primary care doctors,  
who in earlier studies have correctly diagnosed depression  
in patients about 42 percent of the time. The researchers 
said that depressed individuals in the study posted photos 
that were bluer, darker and grayer compared to the posts  
of healthy participants. They were more likely to use filters 
that took all color out of pictures and less likely to post 
pictures that included human faces. 

The New York Times, 2017

THE HUMAN UX

https://www.theguardian.com/technology/2017/may/05/human-robot-interactions-take-step-forward-with-emotional-chatting-machine-chatbot
https://www.nytimes.com/2017/08/10/science/instagram-mental-health-depression.html?_r=0




QR CODES 
WILL BRB

02

Like the wallflower at the junior high dance who 
goes on to become a multi-millionaire, QR codes 
are late bloomers. 

QR codes were a technology in search of an application. In 2017, they found it: 

fast, functional, easily trackable way for people to interact with brands and 

experiences using tools that were in hand and built in. Turns out, QR codes  

were just ahead of their time. Who would have guessed?
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HERE COME THE CODES

Remember when QR codes seemed like a great idea? 
Just a quick scan and off you went to some coveted 
online destination? Except you had to find and 
download an app first. And the only place you really 
went to was a brand website that often wasn’t even 
optimized for your phone. No wonder they became a 
marketing punchline. But, over the last few years, 
both the underlying technology and the way people 
use it have caught up to QR codes. They have 
different names now — Snapcodes, Spotify Codes, 
and Messenger Codes — and a much improved 
sense of style, but the functionality hasn’t changed. 
Brands like Pepsi, Jeep, Snapchat, Pinterest, Facebook 
Messenger and Spotify are back on board.

Mobile Marketer, 2017 

BEHAVIORS LINE UP

QR codes require a world where everyone is 
always carrying their phone, where all phones 
have great cameras, and where those cameras 
are capable of doing more than just opening 
websites. We have that now. The increased 
sophistication of mobile and rapid scale of 
platforms like Snapchat has put a deeply 
integrated QR code reader into the hands of 
161 million savvy smartphone owners. The little 
codes have also gained native support in 
Apple’s iPhone iOS 11. In 2018, QR codes will 
provide marketers a relevant and native way to 
generate an email, download an app, watch a 
video, drive to a website — and most of all —
measure and build upon their success.  

TechCrunch, 2017

02

http://www.mobilemarketer.com/news/qr-codes-are-back-but-are-they-really-better-than-before/442757/
https://techcrunch.com/2017/01/31/website-snapcodes/


13

2018 
DIGITAL TRENDS 02

SNAP SCALE
Snap users are scanning 8 million codes a day. The 
codes are the perfect complement to an app built on 
a sense of discoverability and unlocking new 
possibilities. The Snapcodes let users get new lenses. 
For example, a code scanned off the jumbotron at a 
football game can get a lens just for that game. Scan 
the one on a can of Dr. Pepper, and you, too, can 
become Larry Culpepper, the visor-wearing, soda-
serving star of the company’s commercials. The 
functionality is limited right now to friends, lenses 
and filters. But there’s an entire future to imagine 
where the codes become the way we primarily 
navigate visual and glasses interfaces. Or simply the 
way we get a personalized log-in and frictionless 
payment system at restaurants and groceries.   

Wired, 2017

FACEBOOK LIKES IT

Facebook is reportedly testing a rewards 
feature leveraging personalized QR codes that 
can be scanned when users buy something 
in-person at a store. This has the potential to 
link an ad to an in-store transaction, something 
that many marketers still struggle to accomplish. 
Instagram recently ran an advertising campaign 
featuring a creatively designed QR code that 
hopes to attract early adopters to download 
their app. And Snapchat has started generating 
“Snapcodes” for users to share account 
information with friends. 

QRate and Track, 2017

8K

QR CODES WILL BRB 

https://www.wired.com/story/the-curious-comeback-of-the-dreaded-qr-code/
http://qreateandtrack.com/2017/01/09/return-qr-code/




HEY, 
CAREBOT!

03

Many parts of the world are running out of people to 
take care of their aging populations. No worries, though, 
the infrastructure is actively being built to rally robots 
to the cause.

From the surgical suite to the living room, physical robots are taking new roles in 

care. They’re stepping in to fill gaps in geography, staffing and companionship. In 

2018, we’ll imagine even more intriguing ways for our robot friends to be our 

champions of care.
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HOME HEALTH SUPPORT

Across the globe, as the number of people in 
need of care increases, the number of caretakers 
is decreasing, posing a major burden on an 
already taxed system. Innovators are looking for 
new ways to use robots to stand in for or 
augment human help. Anybots, Inc. is replacing 
time-consuming home visits with a zippy little 
robot that includes an interactive screen that 
caretakers can use to interact with their loved 
one or patient and check in on living conditions, 
physical health and more. The Care-o-bots from 
Fraunhofer, IPA are 4-foot tall robot butlers who 
serve assisted-living facilities in Germany. These 
bot carers ferry food and drink to residents and 
keep them entertained by playing memory 
games to help keep their minds sharp.

Engadget, 2017; Anybots, 2017

ROBOTS (LIKE TO) REPEAT

Speedy robots are also taking over many 
repetitive tasks in healthcare. For example, in 
any hospital stay, patients most frequently see 
a nurse. That professional checks vitals, takes 
blood and manages hygiene. What if all of 
those tasks could be handled by robots, 
freeing nurses to perform tasks that require 
human decision-making skills and empathy? 
Robots like Veebot are already able to take 
blood and check vital signs. And, there’s more 
innovation to come. 

Medical Futurist, 2017

03

https://www.engadget.com/2017/08/29/robot-caregivers-are-saving-the-elderly-from-lives-of-loneliness/ 
http://www.anybots.com/
http://medicalfuturist.com/watch-a-robot-drawing-blood-from-patient/
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MABU LOOKING AFTER YOU
Robots also have an important role in 
medication management and daily care. 
Mabu is a short, yellow robot with big,  
round eyes who hops around homes 
interacting with patients, starting 
conversations, monitoring their health  
and sending encrypted information to their 
doctors. One of its most important roles  
is managing daily healthcare routines, 
reminding of medicine regimens and 
checking in on key health questions.  

Wired, 2017

ROBOT PETS?

The latest area of innovation and growth in healthcare robots is companions designed to 
alleviate loneliness or treat mental health issues. These therapeutic bots have sensors 
that let them know just what kind of emotional support their humans need. One of the 
most talked about is Paro from AIST, a leading Japanese industrial automation pioneer. 
Paro is a fuzzy, bright white harp seal who brings the benefits of animal therapy and 
brilliant robotic design to the aging and isolated. Paro acts like it is alive, moving its head 
and legs, making sounds and responding to human interactions. It has five kinds of 
sensors: tactile, light, audio, temperature and posture. It responds to direction of voice, 
how it’s held or petted, and key words like its name, greetings and praise. Added bonus: 
no vet visits. Other top companion bots include Jibo, Pepper and Buddy. 

CTV News, 2017 

HEY, CAREBOT!

https://www.wired.com/video/2017/04/robots-us-the-ai-and-automation-revolution-the-robot-will-see-you-now-ai-and-health-care/
http://winnipeg.ctvnews.ca/companion-robot-to-help-long-term-care-patients-1.3348454




YOU, MORE 
AWESOME

04

The latest gadgets and digital tools are designed for 
just one thing — to make you an even better version of 
you with no additional training required. 

Technology innovators are obsessed with creating new ways for people to be 

smarter, more in control, and more optimized without going back to school or 

undergoing expensive surgeries. They’re using elegant technology to hack our 

bodies into even better versions of ourselves. We’re in for that!



20

2018 
DIGITAL TRENDS

YOU, MORE  
AWESOME

LANGUAGE SUPER POWERS

At Google’s Pixel 2 event in San Francisco it 
demoed a new set of headphones that proved that 
the company had finally achieved what Kickstarter 
and science fiction have promised for years: 
instant, frictionless translation. In combination with 
the Pixel 2 handset, the headphones translate 
between 40 languages in real time. Once the 
phone and handset are paired, users tap the right 
earpiece to begin a command. It will play music, 
give directions, send a text message, etc. But users 
can also say, “Help me speak Japanese.” When the 
user starts speaking in English, the phone’s 
speakers will output the translated words in 
Japanese. The reply will then be translated in the 
Pixel buds.

Engadget, 2017 

THE BLIND SEE

The eSight 3 has taken on the big, audacious 
goal of helping legally blind people better 
navigate and SEE the world. The product is an 
over-eye visor that looks something like virtual 
reality gear. CNET compared it to the VISOR in 
Star Trek saying, “the eSight 3 lets low-vision 
wearers do almost anything, from reading a 
menu to playing basketball.” It uses a high-
speed HD camera and two OLED displays. The 
video is processed algorithmically to enhance 
contrast and quality, ultimately overcoming the 
obstacles caused by many types of vision loss.  

CNET, 2017

HOL A
DANA HELLO

SALAM

OLA HA
LO

04

https://www.engadget.com/2017/10/04/google-pixel-buds-translation-change-the-world/
https://www.theverge.com/2017/10/1/16379278/copenhagen-wheel-connected-bike-review
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04

TO THE RIGHT BEAT
Atrial Fibrillation, the most common heart arrhythmia, is a leading cause of of strokes 
and affects over 30 million people worldwide. Determined to help detect abnormalities 
sooner, AliveCor, led by ex-Googler Vic Gundotra, created Kardia Band, the first EKG 
detection smartwatch accessory to receive FDA approval.  Installed like any other Apple 
Watch band, this simple to use tool reads a user’s EKG with a touch of a button and in 
turn sends the results to the user’s Apple Watch. If anything abnormal is detected, it 
automatically sends an alert to the patient’s physician.  This on-the-go application allows 
at-risk patients and their doctors to better monitor their heart health, uncovers any 
unknown issues, and eliminates the need for frequent and expensive trips to the 
physician’s office for testing. 

Fast Company, 2017

YEAH ZOOM

The only tough thing about bicycling is the 
peddling — or, it used to be. Superpedestrian’s 
robotic bike wheel puts a little extra power into 
each push. The wheel can be added to an 
analog bike to make it electric. The motor 
synchronizes with a rider’s movements and 
amplifies each pedal by 10x, meaning riders get 
farther, faster, with less effort. It’s designed to 
help replace more cars by helping cyclists easily 
get to places that would usually require four 
wheels. Or, just to make us all look super 
athletic. You decide.  

The Verge, 2017 

YOU, MORE  
AWESOME

https://www.fastcompany.com/
https://www.theverge.com/circuitbreaker/2017/2/16/14637804/esight-3-augmented-reality-headset-legally-blind-see




MAL(WARE) 
PRACTICE

05

While digital treachery is not new, cybersecurity threats 
have never been more imminent — and healthcare is 
definitely not immune.

Major data breaches at Uber, Yahoo and Equifax were not just one-offs, but the 

start of a new, broader array of threats. Today, there are more targets than ever, 

including additional industries and new devices to attack, from your Echo to your 

echocardiogram. And 2018 kicked off with the news that billions of computers, 

smartphones and tablets around the world are affected by two major flaws in 

computer chips. For every business, security will need to be a better best practice. 

For healthcare in 2018, it may not be a choice, but a mandate.
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HEART DEVICE ATTACKS

Recently, Abbott’s St. Jude Medical faced 
cyberattacks as hackers attempted to access 
cardiac devices. In separate incidents in the 
same year, Johnson & Johnson insulin pumps 
were threatened. Although these attacks were 
unsuccessful, the industry will no doubt face 
mounting pressure as hackers relentlessly find 
new ways to gain access and control. For St. 
Jude, a first step was to form a medical advisory 
board focused on cybersecurity issues, made 
up of internal security personnel, as well as 
outside professionals.

FiercePharma, 2017 

FierceHealthcare, 2017

READY FOR MORE REGULATION?
While medical institutions or manufacturers 
must be more diligent in enacting 
cybersecurity measures, some feel that 
diligence alone is not enough. As Seth Camody, 
cybersecurity Project Manager for the FDA, 
said to Fierce Healthcare, “This is not about 
you being compliant. This is about the other 
adversaries that we know exist out there, and 
working together so we can protect this critical 
infrastructure. Cybersecurity is going to be a 
group effort, a whole community approach.”  

FierceHealthcare, 2016

05

http://www.fiercehealthcare.com/privacy-security/fda-gives-abbott-15-days-to-fix-cybersecurity-gaps-st-jude-medical-devices
http://www.fiercehealthcare.com/privacy-security/medical-devices-are-next-big-target-for-hackers 
http://www.fiercehealthcare.com/it/fda-s-carmody-to-med-device-makers-we-must-work-together-security


25

2018 
DIGITAL TRENDS 05

SIRI AND ALEXA KNOW 
YOUR SECRETS

As voice-based search provides greater 
convenience for consumers, it also poses new 
threats to privacy and security. Siri has long 
been available on our iPhones and Apple 
devices. And now Amazon’s Alexa can scour 
WebMD to answer users’ medical queries on 
their Alexa-enabled devices about health-related 
topics. For example, “Alexa, ask WebMD to tell 
me about type 2 diabetes.” While consumers 
may trade privacy for convenience, they will likely 
still place the burden of security  
on corporations, assuming that their data is safe. 
Companies that take this risk lightly may end  
up in situations like Equifax. 

The Verge, 2017

 

4 THINGS your  phone  knows :

location every photo ever 
taken or deleted

face fingerprint

AN ERIE SITUATION

Last summer in Buffalo, hackers took 
down Erie County Medical Center’s 
computer system in the level one trauma 
center for six weeks, sending a 
ransomware message demanding $44,000 
in bitcoin cyber-currency to unlock 
hospital data being held hostage.  

CBS News, 2017

MAL(WARE) PRACTICE

https://www.theverge.com/2017/3/7/14840570/alexa-medical-advice-webmd-skill
https://www.cbsnews.com/news/cbsn-on-assignment-hackers-targeting-medical-industry-hospitals/




APP-ING 
EHR

06

After years of complaining about closed systems and 
clunky interfaces, electronic health records are going open 
source and asking developers, “Is there an app for that?”

The rush to implement EHRs has left healthcare professionals unhappy with 

bloated systems, different vendors and inoperability challenges. They’re asking, 

“Why can’t my EHR work like my iPhone?” Vendors are finally heeding the call and 

allowing app marketplaces to open up their platforms to developers. 
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EPIC’S APP STORE

Epic Systems took cues from Apple and Android 
by creating “App Orchard.” There, customers can 
browse pre-approved apps and add them to 
their current EHR/EMR. They’re even inviting 
third-party developers to make new apps that 
expand functionality or create new integrations 
between existing health technologies. This 
move, backed by Epic’s solid EHR/EMR market 
share, has potential to become the core 
platform for many new applications.

Healthcare IT News, 2017

A TRIAL BY FHIR

A new set of tools is emerging that will help data 
interoperability on EHR platforms. Fast 
Healthcare Interoperability Resources (FHIR) is a 
draft set of standards describing data formats, 
elements, and an application-programming 
interface (API) for exchanging data between 
electronic health records. These new standards 
are easier for developers to implement because 
they use a new, more modern Web-based suite 
of coding tools. FHIR aims to facilitate 
interoperation between legacy healthcare 
systems to allow third-party developers to 
provide medical applications that can be easily 
integrated into existing systems. Big players like 
Epic, Cerner and Allscripts are promoting FHIR 
and building these standards into current and 
future releases of their systems. 

EHR Intelligence, 2017

06

http://www.healthcareitnews.com/news/epic-says-app-orchard-now-open-business
https://ehrintelligence.com/features/breakdown-of-health-it-interoperability-standards-organizations


29

2018 
DIGITAL TRENDS 06

DOCTORS’ ORDERS:  
MORE USEFUL TOOLS
Physicians are demanding what consumers 
have long expected from brands — less 
advertisements and more useful tools. 
Although many HCPs have not engaged 
pharma within their EHR platforms, they are 
open to it so long as they get useful tools for 
helping patients get better care. For those that 
use an EHR, less than 12 percent want 
advertisements from pharma within their 
systems. However, 42 percent said they want 
patient support information and 38 percent 
said they want access to coupons/vouchers.  

Manhattan Research, 2016

APPLE’S FOR HEALTH

Reports have leaked that Apple has put 
together a team to create a centralized EHR 
repository on the iPhone, which could also 
potentially be stored and accessed in the 
cloud.  Apple’s growing health unit has been 
tasked with coordinating with developers and 
stakeholders in the healthcare industry to 
create the platform. They also hired top 
developers involved with FHIR development 
tools. This platform would centralize EHR 
records on patients’ phones, giving iOS 
developers access to this data to fuel 
consumer-health app innovation.  

CNBC, 2017

 

APP-ING EHR

https://www.cnbc.com/2017/06/14/apple-iphone-medical-record-integration-plans.html




A NEW 
MEMORY 
FOR DATA

07

Blockchain could be the new backbone for a new era 
of information security and possesses the potential to 
transform the ways in which people and businesses 
interact. This may be as revolutionary as the Internet 
itself.

Bitcoin has been called digital gold. But, much of its currency resides in its 

underlying technology, Blockchain, which allows digital information to be 

distributed but not copied. This, coupled with the fact that it keeps track of 

every iteration that’s ever been, significantly enhances security, privacy and 

interoperability of data in a way that will enable the creation of powerful 

new ecosystems.
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A NEW MEMORY  
FOR DATA 

WHAT, WHAT IS THIS?

Blockchain first made headlines in 2008, but it’s gained new attention in 2018 leaving a 
lot of people asking, “Wait, what are we talking about here?” Sally Davies, a FT Technology 
Reporter, explained, “[Blockchain] is to Bitcoin, what the Internet is to email. A big 
electronic system, on top of which you can build applications. Currency is just one.” The 
big electronic system is a type of distributed ledge or decentralized database that keeps 
continuously updated digital records of who owns what. The transactions are 
timestamped and added to a chain in a linear, chronological order. New blocks of 
validated transactions are linked to older blocks, making a chain of blocks that show 
every transaction made in the history of that blockchain. 

Financial Times, 2016

 

MORE THAN A FEW BITCOINS

Investors believe in the promise, putting over 
one billion dollars toward blockchain-related 
start ups over the last four years. In late 
2016, major corporate giants all over the 
world formally began exploring its potential 
through a consortium called B3i, including; 
UBS Aegon, Allianz, Munich Re, Swiss Re, UBS 
Group AG Bank of New York Mellon 
Corporation, Deutsche Bank AG, and Banco 
Santander SA. In 2017, they were also joined 
by Barclays Bank, Credit Suisse Group, 
Canadian Imperial Bank of Commerce, HSBC, 
MUFG, and State Street Corporation to 
collectively aim for a 2018 commercial 
release.

Office of the National Coordinator for Health Information 
Technology, 2016

07

https://www.ft.com/video/2be94381-66dc-3320-a292-6a1cde0a3d5f
https://www.healthit.gov/sites/default/files/1-78-blockchainandhealthitalgorithmsprivacydata_whitepaper.pdf
https://www.healthit.gov/sites/default/files/1-78-blockchainandhealthitalgorithmsprivacydata_whitepaper.pdf
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BIG PHARMA IS BOUGHT IN
Blockchain may be the solution to one of 
pharma’s most persistent challenges: stopping 
the flow of stolen or counterfeit pills entering 
the supply chain and trickling down to 
patients. A group of pharmaceutical 
innovators, including giants such as 
Genentech and Pfizer, have created the 
MediLedger project to investigate how to use 
blockchain tools to manage pharmaceutical 
supply chains. They’ve already completed a 
successful pilot tracking medicines.  

Fortune, 2017

A NEED FOR THE CURE

In May, the Wannacry virus, which compromised 
many IT systems around the globe, also hit 
many hospitals in the U.K. Apart from the 
confusion, procedures were canceled and work 
was impossible for a while. This scenario would 
be different if the hospitals were using a 
blockchain solution for data storage through 
interoperable IT infrastructure that can perform 
computationally complex analysis, while 
preserving the privacy of patients and the 
confidential intellectual property of 
pharmaceutical competitors, within a highly 
regulated trust network. 

The Coin Telegraph, 2017 

A NEW MEMORY  
FOR DATA 

http://fortune.com/2017/09/21/pharma-blockchain/
https://cointelegraph.com/news/wannacry-aftermath-iot-gets-blockchain-security-consortium




AUGMENTING 
CARE AND 
MARKETING

08

The AR and VR technologies that amazed the gaming and 
conference world are growing up with native tools, new 
applications and entirely new lenses to view the world 
through. ARe you ready?

Some of our favorite technologies are maturing with new utility and new reach. 

Starting in 2018, augmented, virtual and mixed reality technologies in healthcare 

will become the norm to help detect, treat, and comfort patients in all sorts of 

different sectors, as well as to teach the healthcare professionals of the future.
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APPLE INTEGRATION

The recent launch of iOS 11 by Apple included ARKit, a developer kit that will open the way 
for mainstream augmented reality. Although the iPhone has a lower penetration rate than 
Android devices on a global scale, we expect the tools and Apple cache will help drive 
adoption and change in the market. A whole range of brands are experimenting with 
in-hand and in-store augmented reality. The IKEA Place app seamlessly integrates IKEA 
products into users’ homes while they are looking through the camera of their mobiles. 
Lowe’s Holoroom How To lets DIY-ers learn how to take on new home projects in a 
completely virtual environment. From painting a fence to tiling a bathroom, they can get 
hands on in a virtual space first, and, with any luck, improve the real-life results next. Social 
platforms are also focusing on AR. The camera feature in the Facebook app uses AR to add 
funny masks or animations and Snap is rolling out a whole variety of world lenses.  

The Verge, 2017

 

SCALED-DOWN SIMULATORS

Healthcare has been a major adopter of VR, 
with uses in surgery simulation, phobia 
treatment, robotic surgery, pain management 
and skills training. One of its greatest benefits is 
that it allows healthcare professionals to learn 
new skills and refresh existing ones in a safe, 
affordable environment. For example, Level EX 
developed a virtual reality tool for surgery, 
based on actual patient cases, to help surgeons 
develop the hand-eye coordination needed in a 
3D setting prior to a patient procedure. The tool 
is an approved surgical training tool and 
qualifies for Continuing Medical Education 
credits from the American Medical Association. 

The Next Web, 2017

08

https://www.theverge.com/2017/9/20/16339006/apple-ios-11-arkit-ikea-place-ar-app
https://thenextweb.com/virtual-reality/2017/10/09/vr-healthcare-3-developments-pushing-boundaries-2017/
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ADVERTISER READY 
One of the biggest scale challenges for AR and VR is availability of content. To open up 
investment there, Google’s Area 120 project is modeling how advertising could support 
content in a virtual world. It started by creating a plug-in for the development platform 
Unity that can show ads in VR environments. They call the experiment AdVR and its initial 
concepts use a simple cube to house sponsored content. Users can engage with the cube 
either by tapping on it or gazing at it for a few seconds. Then a video player opens to 
display the ad. Google is already piloting the ad tech with a few VR game developers. And 
Adobe and others are close on its heels for first mass release. In 2018, we should learn 
more about how sponsor brands can integrate and fuel growth for the virtual world. 

Techcrunch, 2017

PRESCRIPTION VR

When both eyes don’t cooperate normally to 
achieve sharp, binocular vision, it’s a disorder 
called lazy eye. James Blaha created a virtual-
reality game to try to cure his own lazy vision 
and ended up developing a tested treatment 
that not only helped him but also quickly raised 
$2.2 million of venture funding. This treatment 
is already used in 95 eye clinics, too. In a study 
of the Vivid Vision treatment, people used the 
VR system for eight 40-minute sessions over 
two months. Less than 50 percent of subjects 
had measurable stereoscopic (3D) vision prior 
to treatment. After treatment, over 90 percent 
of subjects developed measurable stereoscopic 
vision and had an average gain of two lines on 
the acuity chart.  

Road To VR, 2017
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https://techcrunch.com/2017/06/28/google-unveils-advr-an-experimental-area-120-project-for-advertising-in-vr/amp/
https://www.roadtovr.com/vivid-vision-amblyopia-vr-treatment-efficacy-study/




LET’S CHAT
09

2017’s quick leap into voice navigation and chatbot-ing 
has set a new expectation in which brand interactions 
should be friendly, conversational and often UI free.

The way we interact with content changed dramatically in 2017. Alexa and Google 

Home took voice navigation mainstream, and at holiday-season close, Amazon 

reported it had sold tens of millions of Alexa-enabled devices worldwide. 

Retailers around the world dove into AI-powered chat platforms. Everyone 

seemed to agree: It was a great year to start talking. In 2018, talk first will become 

the expectation. 
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TALK TO ME

Voice navigation is powering a massive shift 
in how we engage content — from an era 
when we clicked to an era when we tapped 
to an era when we’ll primarily talk. Last year, 
Gartner predicted that by 2020 the average 
person would be having more conversations 
with virtual bots and assistants than with 
their spouse. A new report presented at the 
Cannes Festival in June adds some extra 
spice to this prediction, claiming that 26 
percent of regular voice-tech users admit to 
having had a sexual fantasy about their voice 
assistant.

Gartner, 2017

JWT Intelligence, 2017

CHATBOT ANSWERS

AI translates “asked and answered” to 
answer again. HealthTap leverages Facebook 
Messenger to connect users with more than 
100,000 real doctors. Knowing that many of 
the questions people ask have been 
answered already, HealthTap found an 
opportunity to add a chatbot to its 
Messenger integration. When users ask a 
question, HealthTap’s bot searches for 
similar questions and can provide past 
answers that might be useful before it offers 
to send the question to its network of 
doctors. 

Healthtap, 2017 

09

https://www.gartner.com/smarterwithgartner/gartner-predicts-a-virtual-world-of-exponential-change/ 
https://www.jwtintelligence.com/trend-reports/speak-easy/
https://www.facebook.com/HealthTap/
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MERCK CHALLENGE
Merck and Amazon recently partnered to launch a voice navigation challenge for 
healthcare. Dubbed the Alexa Diabetes Challenge, the contest aims to incent upstarts  
and individual developers to create apps that harness Amazon Alexa’s voice-enabled 
technologies, particularly for patients recently diagnosed with type 2 diabetes. Their goal  
is to bring interactive patient support into the home through tools already preferred by 
consumers. The competition received 96 entries from 82 different countries.  

Alexa Diabetes Challenge, 2017

HEALTHY CHATS

Alexa is now the market leader for Voice and offers its users access to more than 10,000 
separate skills (think of these as apps for voice) through Amazon’s Echo and Dot devices. As 
Amazon’s advertising puts it, Alexa offers the following: information; music; news; weather; 
audiobooks; calendar; sports; traffic reports; shopping; connected home; and more. 
Increasingly, users can ask for health information. Here are a few of our favorites to try out:

•  KidsMD from Boston Children’s Hospital: Ask about symptoms of illness, and whether 
they are serious enough to warrant a visit to the pediatrician

•  7-minute workout: Ask for a complete body workout in a snap. The skill will give you the 
exercises and keep track of time. 

•  myNurseBot: Ask for help managing a chronic condition. This skill can track medications 
(including potential drug interactions) and symptoms, visits to the doctor and physical 
vitals. It even sends you a summary before a visit to your doctor

•  Ask My Buddy: Ask for help and this skill will connect you to someone you’ve identified in 
your contact list 

•  WebMD: Ask if you can spend more time self-diagnosing your latest health worry?   
Wait, just go ahead and ask it your real health question. 

Amazon, 2017

LET’S CHAT

http://www.alexadiabeteschallenge.com/announcing-finalists-five-solutions-show-voice-techs-potential-diabetes-care/
https://www.amazon.com/alexa-skills/b/ref=topnav_storetab_a2s?ie=UTF8&node=13727921011




RELEARNING 
USER 
EXPERIENCE

10

How do you design for a conversation? New voice and 
chat experiences aren’t just changing how we navigate; 
they’re challenging how we design.

Creative, brand and media leaders are rethinking nearly every aspect of user-

experience design and thinking to create compelling experiences across new 

interfaces. Creators are rethinking both the UX processes and tool sets that they 

have come to rely on. 
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YEAR OF THE EARCON?

Voice and chat interactions aren’t just 
words. They’re increasingly sounds that cue 
success, humor or just connectivity. These 
emotionally rich sounds are called earcons 
and they include beeps, applause and 
musical feedback that are critical parts of 
the conversation flow. In 2018, they’ll be a 
big part of the conversational UX discussion 
as designers figure out how to use sound to 
convey personality and make navigation 
more intuitive. 

Fast Company, 2017 

KNOW NPL

The challenge with voice, and the larger bucket of modern experiences that leverage 
conversational interfaces (chatbots are another great example), is that creators cannot 
simply rely on traditional approaches to user-experience design. We’ve perfected the 
art of designing for the screen, be it desktop or mobile. All of our websites and apps 
rely on information architecture, visual design and hierarchy, eye-tracking and clicking 
(or tapping). With voice, most of these aspects do not apply. Instead, we need to design 
for an experience that is essentially a series of back and forth messages. That’s where 
NPL comes in. It stands for Natural Language Processing, or the ability of a computer 
program to understand human speech as it is spoken. That means navigating accents, 
grammar, slang, different languages, etc. and being able to interact in a way that feels 
distinctively human. 

Syneos Health Communications, 2017

10

https://www.fastcodesign.com/90109020/creating-a-more-human-conversational-ux-lessons-from-google
http://www.syneoshealthcommunications.com/blog/voice-the-new-frontier-for-ux-design
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COPYWRITER AS UX

In this new conversational world, the writer is 
the interface. And, copywriters are being 
asked to think about all new kinds of nuances, 
such as varying responses. To make 
conversations feel more natural, bots and 
voice assistance need a range of responses, 
from “yes” to “sure” to the occasional “hell, 
yeah” (as brand appropriate). They also need 
to know when and how to make it right. 
Conversations will go off track when human 
and machine misunderstand each other. The 
bots needs language to get things back on 
course and the ability to use cleverness, 
self-awareness and other human qualities  
to reconnect.  

Alphr, 2017

BBC BREAKS OUT
One company that is boldly moving into this space is the BBC. Their R&D division has a 
project called Talking With Machines that is exploring the possibilities of voice-driven 
tech, specifically developing design and content-creation standards for these interfaces. 
In a recent blog post, Prototyping for Voice, Henry Cooke of the R&D division describes 
some of their work to develop a new prototyping approach. He shared a five-step 
process that the BBC is using for its prototyping. It has some similarities to designing 
for screen, but there are some major differences and additional considerations. For 
one, they place a big emphasis on thinking through the possibilities of the setting that 
the user might be in when they are engaged with the experience. Even more so than 
mobile, voice is an untethered experience that could be taking place in a myriad of 
social situations and with varying levels of attention. 

BBC, 2017 

http://www.alphr.com/business/1005330/conversational-ux-and-invisible-apps-the-future-of-voice-assistants-for-business
http://www.bbc.co.uk/rd/blog/2017-06-voice-ui-user-interface-children-drama




NOW YOU 
SEE IT...

11

Computers of all kinds are opening their eyes. They can 
see our faces, objects and even entire landscapes. 

This new view is driving innovation in security, personalization and autonomy. 

Today, visual recognition is the ultimate password, the best driver, an able 

diagnostician and so much more. Now that computers can see our world, the 

possibilities to innovate are more in focus than ever before. 
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UNLOCK ME

Facial recognition technology is going mainstream. All the buzz in 2017 focused on the 
new iPhone that can be unlocked by simply looking at it. Samsung has taken the 
technology even further and rolled out retinal scanning on its newest phones. Apple’s 
facial recognition technology uses a “true depth camera system” including an infrared 
camera, flood illuminator, dot projector and proximity sensor. It works in low light and is 
accurate for almost everyone who does not have an evil twin. Experts predict that we’ll 
soon be using face-recognition log-ins to checkout at stores and pass through security at 
airports. Consumers in China are already using facial recognition to gain access to office 
buildings and authorize ATM withdrawals. Cameras around the world are using facial-
recognition software to identify thieves and spot celebrities. 

The Next Web, 2017

DIAGNOSE ME

In 2018, we’ll see more machines involved in 
medicine. In 2017, Google announced that its 
GoogLeNet AI object recognition technology 
was able to detect malignant tumors in breast 
cancer images 89 percent of the time. That 
beats the human expert average of just 73 
percent. That same underlying technology is 
playing a major part in robotic-assisted CABG 
procedures that promise significant benefits to 
patients, including less blood loss, quicker 
recovery, and less trauma to the patient’s body 
and minimal scarring. Today, the visual 
recognition market is under $20 billion. 
Analysts project it will double by 2021.  

Veritone, 2017

11

https://thenextweb.com/apple/2017/09/12/apple-introduces-face-unlock-feature-with-iphone-8-and-iphone-x/
https://www.veritone.com/insights/google-object-recognition-better-detecting-cancer/
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HELP ME
Nine million people in China live with Alzheimer’s. 
Like people everywhere, they don’t want to forget 
the face of their loved ones, their beloved pets, or 
the important people who support them in their 
lives. Baidu’s Know You Again glasses were 
designed to help. They come equipped with a 
front-facing camera, infrared sensor, microphone, 
and speaker. The glasses recognize faces and 
voices and the embedded speaker discreetly says 
the name and relationship of the person into the 
wearer’s ear. The glasses keep learning and 
recognize more of your network over time. The 
precision rate is 99.77 percent. MIT Technology 
Review listed Baidu’s face recognition as one of 
the top 10 breakthrough technologies of 2017. 

Cannes Lions Health, 2017

DRIVE ME

Self-driving cars will empower an entire group of people by giving them back their lives and 
independence. And, they’ll also let a lot of us catch up with our inboxes before walking into 
the office. Google, GM and others are leveraging visual recognition to rapidly get us to a 
day when people are no longer needed behind the wheel. But for Audi, it’s not enough for 
the car to watch the streetscape — it also needs to watch you, the driver.  Audi engineers 
and psychologists invested years thinking about the tricky handoff when the machine 
needs the help of the human. To make sure the car has the driver’s attention, the A8 
model uses facial recognition to track the driver. It can identify moments when that person 
isn’t paying attention and pester them with visual and audio cues. If the machine really 
needs help, it can also tighten the seat belt, pump the breaks, turn on the flashers, slow to 
a stop and unlock the doors. 

Wired, 2017

 

NOW YOU SEE IT...

http://www.inventivhealthcommunications.com/how-we-think/hxp-blog/three-bold-new-inventions-seen-at-lions-health.html
https://www.wired.com/story/self-driving-car-user-interface/




100 PERCENT 
SKEPTICISM
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First, there were Internet rumors. Then, filter bubbles. And, 
of course, fake news. Now, we’re left with a world full of 
doubt and starving for something to really trust.  

The prevalence and sophistication of fake news seems insurmountable. The 

political, economic and social incentives to produce that clickbait are great and 

largely free of consequence. But a counter-response is forming from an unlikely 

source that may destroy the fake news industry by starving it of revenue.
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FAKE FOREST

In the last three months of the most recent U.S. 
presidential election, the best performing fake 
news articles posted on Facebook had more 
digital traction than the top-ranking stories from 
the main 19 news outlets in America, including 
The New York Times, Washington Post, Huffington 
Post and NBC News. The hoax articles generated 
8,711,000 shares, reactions, and comments 
compared with 7,367,000 for the legitimate 
media.

BuzzFeed, 2016

TRUST NO ONE

The impact of fake information on the Internet 
reaches further than the domain of news 
reporting and its negative effects outside this 
area can be even harder to quantify. For 
example, patients increasingly go to the Internet 
for first-line diagnosis, information concerning a 
recently diagnosed problem, or just to check that 
what their doctor has said is true. The 
information they find can have a dramatic impact 
on their future outcomes. The Great Ormond 
Street Hospital for Children has added a page on 
their website devoted to improving how families 
use the Internet for seeking medicinal advice or 
for buying medicines online. The site also steers 
patients to specific sites that provide 
professionally accepted data and advice. 

GOSH, NHS, 2017

12

https://www.buzzfeed.com/craigsilverman/viral-fake-election-news-outperformed-real-news-on-facebook?utm_term=.xnaeVE16Re#.mgpL2z83KL
http://www.gosh.nhs.uk/medical-information-0/medicines-information/finding-reliable-medicines-information-internet
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UNDESIRABLE BUYS
Brand safety is the number one concern of 
marketing executives in Europe. A recent study 
by ad tech firm Tailwind surveys senior 
executives from the buyer and seller sides of 
advertising in Central and Eastern Europe 
(excluding Poland, Russia and Ukraine). Fears of 
appearing on “undesirable sites” were the 
number one concern about programmatic 
advertising by buyers. Brand safety was the top 
fear among sellers. Thomai Gklarou-
Stavropoulou, Tailwind’s International Product 
Director, told eMarketer, “Transparency, brand 
safety and measurement are becoming even 
more important, and they are now a shared 
concern between the demand and the supply 
side.” 

eMarketer, 2017

IN THE NAME OF SAFETY

Companies, concerned with brand safety are pressuring advertising networks to remove 
fake news sites from their media plans — or face the consequences. Almost one-third of 
advertisers surveyed by BrightRoll said they would reduce their spending with programmatic 
partners whose inventory includes publishers associated with fake news. According to a 
leaked memo obtained by BuzzFeed, an Australian agency owned by the global advertising 
giant Omnicom, which handles advertising and marketing campaigns for all of the major 
Fortune 500 brands including McDonalds and Apple, has advised its staff that many of the 
firm’s clients are asking that their ads not appear on Breitbart.

eMarketer, 2017

Fortune, 2017

100 PERCENT  
SKEPTICISM

https://www.emarketer.com/Article/Brand-Safety-Concerns-Rising-Among-Europes-Programmatic-Ad-Sellers/1016403
https://www.emarketer.com/Article/Advertisers-Want-Programmatic-Tech-Players-Fight-Fake-News/1016406 
http://fortune.com/2017/02/21/advertising-boycott-breitbart/




OUT OF 
PROPORTION 

13

The world is getting better. But, you’d never know it online. 
There, immediacy and shock value have created an ongoing 
drumbeat of digital hysteria and a new reality of digital 
desensitization.

In times when even small local incidents of shock and terror are being globally 

spread through social and traditional media, people lose their sense of 

proportionality. Facts tell us the world is becoming better, safer and more 

connected. But it sure doesn’t feel that way on Facebook.
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TERRORISM VS HEART DISEASE
This lists of people killed or injured by 
terrorists are long and heart-wrenching. 
There were over a thousand people killed 
around the world in 2017. In that same time 
period, over 600,000 died of heart disease in 
a single country (the United States). In 2018, 
the drum beat of terror and scandal will 
continue to distract people from the biggest 
risks in their lives.

Wikipedia, 2017

CDC, 2017

IMPROBABLY TRENDING UP

From the near-eradication of the polio disease 
to the consistent uptick of life expectancy, the 
world is getting better by the numbers. Our 
World In Data visualizes all the vital signs of our 
changing world. From the share of smokers to 
the eradication of disease to even the height of 
humans, it’s almost all good news that’s 
trending. So, why doesn’t it feel that way?

Our World In Data, 2017

13

https://en.wikipedia.org/wiki/List_of_terrorist_incidents_in_2017 
https://www.cdc.gov/heartdisease/facts.htm
https://ourworldindata.org/human-height/
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TURN IT OFF

Sascha Lobo wrote a column in Spiegel about why 
he’s made a pact with his wife to go offline after 
terrorist attacks. He wrote, “Participation in the 
emotional avalanche immediately after an attack 
then serves as an emotional lightning rod to cope 
with the events as quickly as possible, without 
drawing any further conclusions. There remains 
only a dull foundation of feeling as if pity for the 
masses were all too easily curdling into mass 
self-pity.” 

ProPublica and The Atlantic, 2017 

PANIC!

A recent situation in Colorado highlighted the 
kind of panic that can commence in digital and 
social media. A Nerf gun battle at the Air Force 
Academy was reported as shots fired and set 
off widespread fear and reaction on Facebook, 
Twitter and Yikyak. The incident prompted a 
campus lockdown that led many cadets to send 
apocalyptic messages to friends and family. 

Denver Post, 2017

OUT OF  
PROPORTION

http://www.spiegel.de/netzwelt/web/terroranschlaege-in-sozialen-medien-sascha-lobo-ueber-seine-strategie-a-1164185.html
http://www.denverpost.com/2017/09/30/air-force-academy-active-shooter-false-social-media/




MINDFUL 
OF ME

14

The newest generation of digital tools are designed to keep 
you in life rather than take you away from it. What’s more, 
it’s set to make every day even better.

Things that used to interrupt our flow are now being revolutionized to fit into our 

lives rather than taking us out of them. Our environments teach us. Our 

technology seamlessly supports us. We predict that in 2018, more and more 

enhancements to everyday products will make it even easier to be in total command 

of the day-to-day.
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THE MOTHER OF ALL  
BREAST PUMPS

The adage that necessity is the mother of 
invention has never been truer. Willow Pump’s 
product is the ultimate breast pump for 
working mothers. The all-in-one smart breast 
pump works inside a bra, collects milk in an 
internal bag, and tracks volume through an 
app — all without any dangling cords or 
bottles. This bra innovation supports moms 
like never before in establishing whatever 
goals they set for themselves without stepping 
out of life to pump.

Fast Company, 2017 

NIGHT, NIGHT

A Los Angeles pediatrician created a 
responsive crib designed to help parents get a 
great night of sleep — or at least finish their 
latest Netflix binge. Snoo is an electronic 
bassinet with three built-in microphones that 
detect when a baby begins to cry. It gently 
rocks and emits white noise to help the baby 
snuggle and slumber. When the baby cries, it 
automatically adjusts sound and motion to 
quiet them without waking the parent. 

Washington Post, 2016

14

https://www.fastcodesign.com/90138095/meet-the-new-breast-pump-thats-finally-cutting-the-cord
https://www.washingtonpost.com/news/innovations/wp/2016/10/21/this-smart-crib-will-rock-your-baby-to-sleep/?utm_term=.a06378b3de1c


61

2018 
DIGITAL TRENDS 14

AUTO PILOT
Enhanced Tesla Autopilot adds new 
capabilities to the driving experience. Tesla will 
match speed to traffic conditions, keep within 
a lane, automatically change lanes without 
driver input, transition from one freeway to 
another, exit the freeway when your 
destination is near, self-park, and be 
summoned to and from your garage. That 
makes things easier.  

Tesla, 2017 

SNAP THIS

Why carry a camera or lift a phone when you 
can capture something by just looking at it? 
Snap’s Spectacles video recording glasses 
record good-enough video in perfect Snap 
style. They appeared in vending machines 
around the world and quickly became a 
phenomenon. Users just tap a button to 
record the world from their perspective in 
the signature Snap circle format. For users 
unlikely to strap a GoPro to their noggin, it’s 
a great way to capture the moment without 
leaving it.

The Verge, 2017 

MINDFUL OF ME

https://www.tesla.com/autopilot
https://www.theverge.com/circuitbreaker/2017/7/18/15991164/snapchat-spectacles-amazon-now-available




ARTIFICIAL 
INTELLIGENCE + 
REAL PATIENTS

15

What’s wrong? In 2018, only the bots can tell you. 
Increasingly, the first interaction people will have with 
the healthcare system will be an AI diagnostic that routes 
them to just the right care.

Investors and healthcare professionals alike are incredibly bullish about the 

potential of artificial intelligence for triaging and even diagnosing health 

challenges. But to date, this is a conversation without a very critical voice — 

the patients’.
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BOOM, GROWTH!

Around the world, healthcare companies and 
investors are betting big on artificial intelligence. 
Why? According to an Accenture analysis, key 
clinical health AI applications are set to save 
$150 billion for just the U.S. healthcare 
economy by 2026. The investment is exploding 
with the health-only market expected to reach 
$6.6 billion by 2021 — reflecting a compound 
annual growth rate of 40 percent and tenfold 
growth in the next five years.

Accenture, 2017

AI AND CLINICAL TRIALS

Trials can take decades of time and billions of 
dollars of investment to complete. More and 
more innovators are looking to AI to radically 
change those numbers. For example, 
Atomwise is using supercomputers to find 
new therapeutic possibilities from a database 
of molecular structures. Last year it undertook 
a virtual search for safe, existing medicines 
that could be redesigned to treat the Ebola 
virus. AI found two drugs that could 
significantly reduce Ebola infectivity. That 
analysis would have taken humans months or 
years to complete, but the machine partners 
needed less than one day. In 2018, pharma 
will leap ahead in discovery by targeting AI and 
the long unanswered questions of medicine.

Quartz, 2017 

15

https://www.accenture.com/us-en/insight-artificial-intelligence-healthcare
https://qz.com/963484/artificial-intelligence-could-build-new-drugs-faster-than-any-human-team/
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WHAT ABOUT PEOPLE??
The biggest limiting factor to the true implementation of patient-facing AI is that the  
voices of patients are unlistened, unheard and unrepresented. Healthcare is often  
too scary, too complicated and far too reliant on its own specialized terminology to be 
compared to typical consumer domains, such as shopping or customer service. And of 
course, a large majority of healthcare — and healthcare information — is consumed at 
times when we’re least able to make informed consumer decisions. At Syneos Health, we’re 
trying to address this. We’re actually going out to patients — 1,000 of them in the EU5 and 
the U.S. — and we’re talking to them about key themes that might impact the design and 
uptake of a new generation of patient support services. Results of the first-of-its-kind study 
will be released in late January 2018. 

Syneos Health Communications

AZ GOES FIRST

The NHS and Babylon Health currently have the largest 
deployment of patient-facing artificial intelligence in the 
world, supporting 1.2 million people during their triage 
pilot in North London throughout 2017. They also 
received an additional 60 million in funding to improve 
AI’s capabilities as well as showcased demos of where 
this technology might go for respiratory patient support, 
including full voice recognition, triage and wrap around 
care at the 2017 Cannes Lions Health festival. Babylon’s 
interface first starts with a chatbot that takes typical 
voice queries and prompts users with specific questions 
and visual tools to help them get closer to a medical 
diagnosis. That deep learning engine can give an 
immediate consultation and quickly set an appoint with 
a relevant doctor. Once that appointment happens, 
Babylon can follow up with videos, home prescription 
delivery, and dosing reminders. 

TechCrunch, 2017 

ARTIFICIAL  
INTELLIGENCE +  
REAL PATIENTS

www.syneoshealthcommunications.com
https://techcrunch.com/2017/01/04/babylon-health-partners-with-uks-nhs-to-replace-telephone-helpline-with-ai-powered-chatbot/
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In today’s complex healthcare environment, great ideas alone aren’t 

enough to bring brands to dominance. They need to be tested in the 

fire of the real world; honed by the people who know the molecules 

better than anyone; delivered by those who truly understand what 

your product can become.

 

Syneos Health Communications is the only healthcare communications 

network that is part of a company on the front lines of healthcare.  

We work where your ideas need to work.



69

Trends help us create experiences that beat channel 

benchmarks, that raise expectations, and ultimately help 

us meet the metric that matters most: engaging more 

people in critical conversations about the changing 

possibilities of healthcare.

To download all 2018 trend reports,  
go to: trends.health

CONTACT:

Leigh Householder
Managing Director, Innovation 
leigh.householder@syneoshealth.com
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2018:  
NEW EXPECTATIONS. 
NEW OPPORTUNITIES.

People’s expectations are constantly being reshaped, rewired and 
remodeled by new and innovative experiences with media, peers, 
technology and brands.
 
Brands that don’t deliver experiences that meet or exceed these rapidly 
changing expectations are increasingly being ignored, brushed aside,  
or deemed irrelevant.
 

 
 
 
 
 

Trends show us those shifting customer expectations. They reveal data 
and clues about changing habits and preferences. They uncover brands 
that are making unique connections and getting to white spaces first.
 We use trends to challenge how we go to market and continually  
innovate every aspect of customer experience.

How do we keep pace? Use the trends changing the landscape 
to change and accelerate our own thinking.

What will your brand do?
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This year, we worked with more than 250 trend spotters from across the 
Syneos Health Communications global footprint to identify the shifts 
most relevant to healthcare marketers. These trend spotters work on the 
front lines of our business to bring us real-world insight and clues from 
across the industry and well beyond it.

CONSUMER
Expectations created by media, peers and entertainment

MARKETING
Shifts in how brands are earning time, attention and loyalty

HEALTHCARE
New realities in accessing, giving and receiving healthcare

COMMERCIAL
New voices and value equations shaping the market landscape

DIGITAL
Behavior changes influenced by technology, tools and devices

T R E N D SD I G I T A L

M A R K E T I N G

H E A L T H C A R E

C O N S U M E R

C O M M E R C I A L

2 0 1 8

T R E N D SM A R K E T I N G

D I G I T A L

H E A L T H C A R E

C O N S U M E R

C O M M E R C I A L

2 0 1 8

T R E N D SH E A L T H C A R E

D I G I T A L

M A R K E T I N G

C O N S U M E R

C O M M E R C I A L

2 0 1 8

T R E N D SC O M M E R C I A L

C O N S U M E R

D I G I T A L

M A R K E T I N G

H E A L T H C A R E

2 0 1 8

T R E N D S2 0 1 8C O N S U M E R

D I G I T A L

M A R K E T I N G

H E A L T H C A R E

C O M M E R C I A L





3

2018 MARKETING TRENDS

01   Mini Stars

02   Nostalgia’s Coming Back!

03   Acting with Purpose

04   Fit Me in

05   Cinematic Storytelling

06   Premarketing

07   Revolutionizing Recruitment

08   Better Experience in Store

09   Keepable Comms

10   Gone in Six Seconds

11   Love the Humans

12   Personal Plays

13   $$traight Talk 

14   Blockbuster Boldness

15   Interfering with Indifference

Disclaimer: Mention of a company or product in this article does not imply association with Syneos Health.





Will there be enough jobs for an entire generation 
bent on becoming YouTube stars? Absolutely. 

Marketers are hiring armies of micro-influencers on YouTube to help 

amplify their brands. In 2018, the most coveted YouTube stars will be 

incredibly relatable and have strong connections with audiences under 

10,000 strong. Upload on!

MINI 
STARS

01
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2018 
MARKETING TRENDS

CREDIBILITY OVER CELEBRITY

Seen as a more trusted and authentic source of 
information, micro-influencers receive a much 
higher level of engagement compared to “top-tier” 
influencers and celebrities. In fact, 82 percent of 
consumers claimed that they were highly likely to 
follow a recommendation made by a micro-
influencer. Adidas Football (U.K.) is engaging these 
influencers in their Tango Squad network, “a 
community of young and connected football fans 
eager to receive exclusive content that they can 
share with their friends.”

Amaury Treguer, Marketingmag.com; Australia, Feb 2017

YOUTUBER WHEN I GROW UP 

The Sun; UK – May 2017

MINI STARS 01

TOP 10 Jobs  K ids  Want
1 .  Youtuber  -  34 .2%

2.  Blogger  -  18 . 1%

3.  Mus ic ian/Singer  -  16%

4.  Actor  -  15 .7%

5.  Fi lmmaker  -  13 .65%

6.  Doctor/Nurse  -  13 .45%

7.  TV Presenter  -  12 .45%

8.  Ath le te/Teacher  -  1 1 .9%

9.  Writer  -  8 .4%

10.  Lawyer  -  6 .4%

https://www.marketingmag.com.au/hubs-c/amaury-treguer-micro-influencer-marketing/
https://www.thesun.co.uk/news/3617062/children-turn-backs-on-traditional-careers-in-favour-of-internet-fame-study-finds/
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PICK OF THE DAY

Daniel Wellington (DW), a watchmaker located 
in Sweden, was recently named the fastest 
growing company in Europe. Hinging their 
success on steering clear from traditional 
advertising, the brand relies heavily on their 
biggest fans, the DW customer base, to help 
spread the word. Backed by the ongoing 
#DWPickoftheday campaign, one lucky fan a 
day is showcased on their social media 
accounts with three million followers and their 
website. This guarantees the brand always has 
their pick of amazing content and also 
promotes local flavors which engage new 
followers from all over the world.

PRnews, 2017

HARDLY A GLITCH

Adidas recently released an app called “Glitch” to 
promote a new line of soccer cleats. Available by 
invitation only, the app quickly became one of 
the most sought after on the market. Users were 
even buying and selling codes on Ebay to gain 
quicker access to it. “It was interesting to see 
how they [the original micro-influencers] 
established ownership of the concept, and that’s 
one of the things that triggered a lot of the 
decisions around making it an invite-only 
community and allowing them to spread the 
access themselves,” Marc Makowski, Director of 
Business Development at Adidas, told the MMS 
Mobile conference in London.

Digiday, July 2017

MINI STARS 01

#DWPickoftheday

http://www.prnewsonline.com/how-three-brands-found-success-with-micro-influencers/
https://digiday.com/marketing/adidas-using-micro-influencers/




NOSTALGIA’S 
COMING 
BACK!

02

Remember when life was simpler? If you don’t, 
brands are about to remind you.  

In 2018, look for a combination of throwback hits and goofy simplicity that will 

detox and delight stressed-out consumers. Brands will reach deep into vaults to 

reproduce some of their most memorable products and our favorite experiences. 
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MARKETING TRENDS

WHY WE LOVE IT

“Nostalgia is considered a yearning for an 
idealized past—not a true recreation of the 
past, but rather a combination of many different 
memories, all integrated together, and in the 
process all negative emotions filtered out.” 

Alan R. Hirsch, MD, Neurologist and Psychiatrist 

SUPER MARIO FOR THE WIN

On October 12, 1983, Nintendo launched a new 
gaming system in a drearily forecasted category. 
In just 10 short years thereafter, 62 million 
consoles were sold and in 2013, the system was 
named the top of its class of all time. It was no 
surprise that in April of 2016 when the company 
announced a relaunch of the beloved system, 
nostalgic fans worldwide rejoiced. And now in 
2017 with 2.5 million systems sold, the reboot 
was a success and has some lucky recipients 
selling their coveted systems online for three 
times the original MSRP.

Time.com, 2017 

Fandom.com, 2017

NOSTALGIA’S  
COMING BACK! 02

https://thinkmarketingmagazine.com/nostalgia-marketing-one-powerful-tactics-within-marketing-strategy/
http://time.com/4759594/nes-classic-millions-sales
http://nintendo.wikia.com/wiki/Nintendo_Entertainment_System
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PERSONAL NOSTALGIA?
There’s a significant shortage of child organ 
donors in Japan. To raise awareness, the 
Green Ribbon Campaign and Dentsu created 
Second Life Toys. The programs “save” worn-
out stuffed animals by transplanting parts 
from other stuffed toys, such as giving dragon 
wings to a whale or outfitting a goat with a 
bear leg. Interested families and children can 
either donate toys or ask for parts to restore 
their own plush friends. The campaign then 
asks anyone who gets a plush transplant to 
write a thank-you letter to the donor—
completing the reciprocal circle and helping  
to illustrate the potential benefits of a more 
significant medical gift.

Cannes Lions Health, 2017

TOTALLY 80s

Netflix’s hit series, Stranger Things, launched 
after being rejected 15 to 20 times by various 
networks only to find its nostalgic vibe a 
smashing success among fans. Best described 
as a mash-up of Goonies and E.T., the show 
reflects the 1980s perfectly, down to the attire, 
food and home décor. And with a second 
season released, the network has already 
planned for a third, proving that not everything 
in the 80’s was a bad idea. 

Adweek.com, 2017

NOSTALGIA’S  
COMING BACK! 02

http://www.inventivhealthcommunications.com/how-we-think/hxp-blog/four-more-bold-new-inventions-seen-at-lions-health.html
http://www.adweek.com/creativity/netflix-is-making-stranger-things-versions-of-classic-80s-movie-posters-and-theyre-amazing/




ACTING 
WITH
PURPOSE

03

Top brands today aren’t talking about their 
purpose, they’re acting on it.

Once perception was reality. But now, in our social-media-fueled culture, reality is 

perception. For brands, that means what they do is much more important than 

what they say. Today’s leaders are showing their humanity in advertising and 

actions that feel authentic and very right-now relevant.
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ACTING WITH  
PURPOSE 03

TRUST IS GONE 

Almost 70 percent of consumers don’t trust 
advertising and 42 percent distrust brands. 
Eighty percent said that companies must take 
steps to minimize their impact on the 
environment. Sixty-five percent suspect that 
companies are overstating their environment-
friendly credentials and 45 percent admitted 
they were skeptical of any brands claiming to 
support good causes. 

Ipsos Connect, 2017

MediaCom, 2017 

PURPOSE FOR GROWTH

If there’s one brand that’s long lived its 
purpose, it’s Unilever. From building the 
largest public hygiene campaign in the world 
to filling a YouTube channel with the most 
of-the-moment hairstyle tricks according to 
the search graph, they are a brand on a 
mission to empower every customer with 
knowledge. Aline Santos, Unilever’s EVP of 
Global Marketing, told the audience at Cannes 
Lion, “Fifty percent of Unilever’s growth today 
is coming from brands that are acting on their 
purpose. And the growth that we are getting 
from these brands is 30 percent higher than 
the brands where we didn’t crack the 
purpose.”

Warc, 2016

https://www.marketingweek.com/2017/06/29/arrogance-brand-purpose-distrust-ads/#.WVUfIJh6SJE.twitter 
https://www.bitc.org.uk/blog/post/marketplace-insights-may-2017-edition-1
https://www.warc.com/NewsAndOpinion/News/37428
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ACTING WITH  
PURPOSE 03

BE MINDFUL OF HISTORY
Perhaps the most photographed new monument  
of 2017 was actually built by a brand. State Street 
Global Advisors staged an overnight installation of  
a bronze statue named Fearless Girl. She stands eye 
to eye with Wall Street’s infamous charging bull. The 
action intended to make a statement about female 
leadership and encourage financial firms to appoint 
more women to their boards. While some were 
charmed by the effort, others objected to the history 
of the firm itself and picturing women as little girls. 
The efforts at living a purpose were further undercut 
when State Street Advisors announced they would 
pay $5 million after an investigation found that it 
underpaid female and black executives.

NPR, 2017 

NO PINK RIBBONS REQUIRED

Rethink Breast Cancer wants to put an end to the 
nice gesture, the uncomfortable gift and that lost 
feeling that friends and loved ones have when trying 
to figure out what might be useful to someone living 
with breast cancer—or even make one of her hard 
days a little easier. They built a product line with 
a purpose. Their Give-A-Care gifts are designed 
specifically for young women with breast cancer 
and let friends and family build a personalized care 
package that acknowledges what she’s really going 
through and gives her the care she really needs. The 
packages are beautifully designed and the product 
names have the great voice of Skimm and the totally-
get-it snark of Amy Schumer. 

Cannes Lions Health, 2017

http://www.npr.org/sections/thetwo-way/2017/10/06/556058808/firm-behind-fearless-girl-statue-underpaid-female-black-execs-u-s-says
http://inventivhealthcommunications.com/how-we-think/blogs/hxp-blog/give-a-care-with-rethink-breast-cancer.html




FIT ME IN
04

In 2018, brands will continue to strengthen the “I” in 
interactive with involving experiences that let people 
learn more about their very favorite subject: themselves.

Humans have a constant curiosity about what makes us tick and how we fit into 

the overall picture assuming, of course, we’re IN that picture. Brands are wise to 

our desires and are feeding customers with more interactive ways to play with and 

influence content that’s all about us. 
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A NEW SPIKE

There’s evidence that personality quizzes can be traced back as far as the late 19th 
century when women’s magazines gained popularity and the yellow press would try any 
hook to sell a newspaper. Although the self-analyzing quizzes have persisted consistently 
since, there have been three big booms in their popularity: shortly after WWII, in the 
1960s and 70s (thanks to Cosmo’s quiz), and at today’s ubiquitous BuzzFeed prompting. 
Those quizzes are just part of a whole field of interactive content and tools that generates 
more engagement: 

• Interactive content generates 2x more call-to-action conversions than passive content

• Interactive content generates 4x to 5x more page views than static content

•  79 percent of marketers agree interactive content has reusable value, resulting in 
repeat visitors and multiple exposures

snapapp.com, 2017 

The Atlantic, 2017 

TWO-WAY MIRROR

Which city should you really live in? Which 
Full House character are you? What grade are 
you getting in life? The opportunities  
for self-discovery in online quizzes are as 
ridiculous as they are ubiquitous. But what  
if those quizzes are learning about you, too? 
In the wake of the U.S. election, a secretive 
data firm hired by Donald Trump’s campaign 
boasted that it has been using quizzes for 
years to gather personal information about 
millions of voters. Its goal is the creation of 
digital profiles that can predict—and possibly 
exploit—Americans’ values, anxieties and 
political leanings.

Vice, 2017

What grade  are  
you  gett ing  in  l i fe?

A+ B-

F

https://www.snapapp.com/blog/interactive-content-statistics
https://www.theatlantic.com/technology/archive/2017/07/the-internet-is-one-big-personality-test/531861/
https://motherboard.vice.com/en_us/article/mg9vvn/how-our-likes-helped-trump-win


19

2018 
MARKETING TRENDSFIT ME IN 04

A PERSONAL MISSION
What better thing to learn about yourself than that you might just save the world—or at 
least some of the good people in it? The team at Bayer set out to create a safety net of 
aspirin-carrying citizens who could offer help to someone having a heart attack. The 
idea: If every person with the most common last name in the U.S. carried aspirin, more 
lives could be saved. So, they started recruiting Smiths. Their HeroSmith kit transforms 
ordinary Smiths into potential heroes, complete with identification and aspirin-carrying 
bling. The program launched in Fort Smith, Arkansas, a city with one of the highest 
heart attack rates in the country. Every citizen Smith was armed with a kit and their 
stories and experience were collected in an online documentary. Since then, Smiths 
have taken it upon themselves to spread the word by sharing the video, tagging each 
other on Twitter and wearing their Hero name as a badge of honor.

Cannes Lions Health, 2017 

YOU’VE BEEN FRAMED

Zenni Optical offers thousands of frames at a fraction 
of the cost you might find in a traditional brick and 
mortar optometrist’s shop. Zenni needed a simple 
way to help customers choose the option tailored to 
their specific needs, so they created a 9-question 
online quiz where users are guided through a series 
of images; once answered, it produces a sharable 
short description of who they are and which options 
are best suited for their personality. This easy to use 
interface gives a quick peek behind the curtain of the 
user’s personality and takes the guesswork out of 
what style frames work best for them. The quiz 
generated a million dollars in revenue and led to 
29,410 conversions in six months.

zenni optical, 2017 

http://inventivhealthcommunications.com/how-we-think/hxp-blog/four-break-through-education-ideas-from-cannes.html
http://www.zennioptical.com/glasses-quiz




CINEMATIC 
STORYTELLING

05

Go big or go home may be the calling card for 
breakthrough healthcare creativity in 2018. Let’s do this!

Healthcare brands are increasingly inspired by performance brands. The stories 

they’re telling today are big, bold and produced like blockbusters. They link up with 

human motivation and take “yes, I can” to a whole new level of empowerment. 
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SICK KIDS VS. UNDENIABLE

What if you felt empowered to take on anything? 
That’s the Rocky-running-up-the-stairs feeling 
you get watching just seconds of the campaign 
from The Hospital for Sick Children. The video 
series was created for a fundraising effort 
designed to get millennial men off the sidelines 
and involved in supporting sick children. Instead 
of going the usual nonprofit approach and 
focusing on empathy and personal stories, they 
followed the lead of performance brands and 
built what is just short of a college football hype 
video. The fierce fighting story won them their 
donors (695 percent increase in online giving) 
and also created something much more: an 
anthem for the fight of these families’ lives. 

Strategy, 2017 

LIBRESSE: BLOOD

This U.K. spot from Bodyform is part of a 
campaign by the feminine hygiene brand to 
break down taboos around the menstrual cycle 
and exercise. It feels like a This Girl Can anthem 
about potential and fierce drive, but the women 
surfing, dancing, running and competing are 
bleeding—gashed facings, bloody noses, raw 
toes and scraped hands. The video ends with 
the demand: “No blood should hold us back.”

Adage, 2017

http://strategyonline.ca/2017/06/01/atomic-2017-beyond-tears-and-victimhood/
http://adage.com/article/behind-the-work/work-libresse-breaks-taboo-period-blood/310977/
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HANDLE WITH CARE
There have been 4,000 razors designed to 
shave yourself and only one razor designed to 
help you shave someone else. The reasons why 
this matters is powerfully brought to life by 
caregiver Kristian Rex in a happy-cry-worthy 
story of taking care of his father after a stroke. 
In the film-ad, you see three generations of 
men—humble, loving, and kind—trying to figure 
out this important next chapter of their lives. 
The Treo razor may be the functional takeaway 
but the fulfilling aspects of being a caregiver are 
definitely the emotional ones. We’re still a little 
choked up over this one.

Adweek, 2017

THE TALK

In 2017, Procter & Gamble released an online ad showing how black parents have 
discussed racism with their children over several decades. This commercial called “The 
Talk” is really a powerful film and part of a broader platform the company supports under 
“My Black is Beautiful.” The ad, just over two minutes long, opens with a mother asking her 
daughter, “Who said that?” Then delves into the painful, often confusing conversations 
black parents are forced to have with their children that are not necessary for parents of 
other races. In one of the most moving scenes, a mom in a car starts telling her daughter 
what to do “when you get pulled over.” When the daughter objects, saying she’s a good 
driver, the mom explains, “This is not about you getting a ticket. This is about you not 
coming home.”

Quartz, 2017

 

http://www.adweek.com/agencies/gillettes-deeply-touching-film-about-a-son-helping-his-elderly-father-shave-takes-home-cannes-gold/
https://qz.com/1054260/procter-and-gambles-new-anti-racism-ad-is-roiling-white-america/




PREMARKETING
06

Looking to build customer loyalty in 2018?  
Better start ‘em young.  

This year, more and more brands are looking to engage customers who are not-

yet-ready for their goods or services to instill interest and increase influence. And 

new cross-channel ad tools are enabling marketers to identify audiences for these 

messages earlier and more effectively.
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AT&T TURNS ALMOST  
INTO ACTION 

AT&T’s addressable advertising unit AdWorks is 
helping brands precisely target customers who 
are almost ready to shop. Armed with a list of 
consumers whose auto leases were due to end 
in the next three months and their TV and 
cellular subscriber base (the U.S.’s largest), AT&T 
served up one automaker’s TV and mobile ads 
with nearly prophetic precision. The one-month 
campaign resulted in a 225 percent lift in foot 
traffic to dealerships among the target group 
versus the general population, and a 10 percent 
lift in sales. AdWorks has also demonstrated 
similar results across other industries, including 
pharma and aims to make addressable 
advertising the norm. 

AdWorks.ATT.com, 2017

AARP TAPS A NEW GENERATION

In July of 2017, AARP announced a new digital 
publication targeted squarely at Gen-X women. 
Every Thursday, “The Girlfriend” will aim to 
provide readers with fun content relevant to 
their lives. “We created ‘The Girlfriend’ for the 
witty and wise 40-plus woman because we saw 
a gap in communication to this group. We think 
‘The Girlfriend’ is the perfect way to fill the void,” 
said Myrna Blyth, Senior Vice President and 
Editorial Director, AARP Media.

AARP.com, Press Room, 2017 

http://adworks.att.com/casestudy.html?lpos=Header:1
https://press.aarp.org/2017-07-20-Gen-X-Women-Find-New-Gal-Pal-in-The-Girlfriend-AARP-Newest-E-Newsletter
https://press.aarp.org/2017-07-20-Gen-X-Women-Find-New-Gal-Pal-in-The-Girlfriend-AARP-Newest-E-Newsletter
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INVESTING IN THE FUTURE
While pharma companies have been engaging medical students to build relationships for 
years, Genentech is way ahead of the game. The company has partnered with South  
San Francisco’s school system to educate the next generation of scientists and physicians. 
In just two years, the Futurelab program has allowed more than 1,000 Genentech 
employees to serve as mentors to thousands of public school students and share their 
passion for science. With field trips, science fairs and tech donations, the company has built 
a strategy to engage students of all age groups and ultimately drive the best and brightest 
to a career in science. Ann Lee-Karlon, Senior Vice President, gRED Portfolio Management 
and Operations at Genentech said, “We need to come together on a much bigger scale to 
foster talent that will drive innovation.” 

Genentech Website, 2017

YES SIR 

The Society of Interventional Radiology is 
literally ahead of its time. It has built programs 
dedicated specifically to support the next 
generation of HCPs in their field by engaging 
residents, fellows and medical students today. 
Their website has countless resources for each 
group, including professional guidance, a formal 
mentoring program, practice case studies, 
access to live events, and a chance for students, 
residents, and fellows to write and publish their 
own work. 

Society of Interventional Radiology Website, 2017

https://www.gene.com/futurelab/
http://rfs.sirweb.org/




REVOLUTIONIZING 
RECRUITMENT
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Even the savviest patients often overlook the most 
innovative space in our industry. In 2018 clinical trial 
leaders will leverage the learnings of marketing to 
connect with people.

As clinical trials continue to struggle with recruitment and commitment, leading 

voices are looking to change the experience from the very start. They’re learnings 

from how marketing finds, engages, and ultimately earns loyalty from customers 

to reimagine how people find out about and experience clinical trials. 
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TACKLING THE ELEPHANT(S)

The headlines in our industry say that patient 
recruitment remains one of the biggest hurdles to 
completing clinical trials. They call recruitment 
“the weak link” and wonder why we can’t evolve 
faster to leverage marketing techniques to better 
engage potential and active participants. Once 
initial recruitment is achieved, retention can be a 
secondary challenge. A CenterWatch report 
revealed that dropout rates of 15 percent to 40 
percent are not uncommon. In 2018 new ways will 
be introduced for trial teams to amplify the 
importance and experience of clinical trials for 
individuals and for the future of medicine. 

Centerwatch, 2016

FROM EVERYONE TO RIGHT ONES

When trials focused on diseases that had huge patient populations, like diabetes, they 
used mass media to reach potential participants. Radio, transit and newspaper ads were 
chief channels of recruitment. As the industry’s collective pipeline moves from blockbuster 
possibilities to rare disease and specialty therapeutics, trial sites need to engage smaller, 
more dispersed populations. Marketing technology can help those teams better find 
and engage those smaller populations. Marketing experience can make the impact even 
greater. One study set out to determine if a 15-minute culturally tailored video could 
change the likely participation of minorities in clinical trials. Of the 200 patients that 
participated, 39 (19.5 percent) patients signed consent to participate in a therapeutic 
clinical trial; 27 (13.5 percent) patients enrolled, resulting in a 7.5 percent increase from the 
baseline comparison of 6 percent clinical trial enrollment rate in a critical minority group.

Nature, 2017

http://www.centerwatch.com/news-online/2016/06/27/issue-patient-retention-clinical-trials/
https://www.nature.com/articles/s41523-017-0039-1
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DIGITAL CENTERS OF (ENGAGEMENT) EXCELLENCE
2017 was the year that Apple ResearchKit truly came of age. The Icahn School of Medicine 
at Mount Sinai proved that its results in an Asthma study were in line with existing 
research on asthma patients, positioning the platform for more opportunities to innovate 
both experience and data in clinical trials. There’s more call than ever for those new 
experiences. Paul Wick, Vice President of Innovation for PatientsLikeMe, told Newsweek 
the experience of some clinical trials can be “almost as bad as dealing with Comcast or 
the worst airline.” That’s leading many pharmaceutical leaders to establish new centers of 
excellence that focus on helping large clinical organizations transition to new possibilities 
in how to earn participation and create great experiences in clinical trials.  

Fortune, 2017  

Newsweek, 2017

BETTER WELCOME, BETTER EXPERIENCE

Eli Lilly and AbbVie have experimented with new ways to educate and engage people 
in clinical trials. Eli Lilly’s 90-strong clinical innovation and optimization group has 
leveraged everything from BuzzFeed to original art to connect with potential research 
participants. They partnered with BuzzFeed to create “12 Things You Didn’t Know 
About How Medicines Get Approved.” The listicle took on common misconceptions 
and celebrated the two million brave people who participate every year. The Hero’s 
Journey Art Project further celebrates those patients with three sculptures that 
symbolize important markers on the clinical trial journey: departure, initiation and 
return. The first installation premiered last March at the LiveStrong foundation in 
Austin, Texas. AbbVie’s “Patients At Heart” campaign in Canada is focused on 
demystifying clinical trials. The site welcomes patients in with a wrap-around 
experience and straight forward answers to users’ very real questions. 

MM&M, 2017

BuzzFeed, 2016

http://fortune.com/2017/03/15/apple-research-kit-asthma/
http://www.newsweek.com/cancer-patients-clinical-trials-design-better-experience-639310
https://en.wikipedia.org/wiki/Sandra_M._Swain
https://www.buzzfeed.com/elilillyandco/things-you-didnt-know-about-how-medicine-gets-approved?utm_term=.crLYvRMgbY#.vx7jQ813Lj




BETTER 
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Not all retail stores are closing. Some are closing in on 
differentiated customer experiences that pair something 
great to do with something irresistible to buy.

The bricks are being put back into place as brands are exploring how best to 

reinvigorate what many think is a dying art: the in-store experience. Modern 

technological advances are opening opportunities for brands to create new 

relationships and give customers interactive opportunities to once again touch 

and feel products before hitting that purchase button.
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ESTABLISHING RELATIONSHIPS

Once touted as the e-commerce organization 
that abolished bookstores, Amazon is now 
opening brick and mortar bookstore fronts. 
But the experience is much different than the 
traditional bookstore of the past. Fueled by 
data and insights from their online business, 
Amazon is primed to use these storefronts as 
an introduction to the brand. With newly labeled 
categories such as “Books Rated 4.8 Stars & 
Above,” customers gain a glimpse of what they’ll 
experience online as well.

CNN, 2017

ARTIFICIAL EXPERIENCE

Several retail outlet stores such as Uniqlo and 
Sephora are looking for new ways to bring in 
customers. Armed with the latest technology 
users experience online, Uniqlo is creating a 
side-by-side experience with mirrors. Want 
to see that dress on you in a different color? 
Want to see how it looks from the back? No 
problem, with the sophistication of the Memory 
Mirror. Sephora is also drawing a crowd with 
their Color IQ feature. By scanning your face 
into the computer, IQ finds the perfect shade 
of foundation based on hundreds of options 
available in the store.

NY Post, 2017 

Sephora, 2017

Highly Rated
 Stars & Above4 8

http://money.cnn.com/2017/05/25/technology/business/amazon-books-new-york-city/index.html
http://nypost.com/2017/05/12/can-these-magic-mirrors-save-retailers/
https://www.sephora.com/color-iq
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PEOPLE LIKE THE BRICKS
After two years of declining satisfaction, retailers are regaining some favor. In the latest 
American Customer Satisfaction Index report, retailers scored 78 out of 100 points, up 
4.7 percent and an all-time high for the sector. A separate study of 1,200 adults dove into 
just what people like about physical stores:

•  86 percent like “experience stores,” where they can test products in stores but buy on 
mobile or online, similar to the Samsung store concept

•   85 percent like product recommendations based on ratings, similar to what Amazon is 
doing with Amazon Books

• 80 percent like buying items online and picking purchases up in stores

•  78 percent like stores that were first online and then developed physical storefronts, 
similar to Warby Parker

NBC News, 2017  

CNBC, 2017

STRUMMING TO A NEW BEAT

Fender Guitars, noted as one of the best 
manufacturers of guitars since 1946, needed  
a boost to continue to stay ahead of the pack. 
Wanting to get more people interested in 
playing guitar, and a Fender guitar at that, they 
launched a new online and mobile lessons 
platform. With the ability to try it out free for  
30 days before committing to the monthly 
paid option, the platform starts by picking 
your favorite song and an online video with an 
instructor guides you through, teaching you 
chords and riffs along the way. This easy-to-use 
program is paving the way to a new experience 
and exposure for the legacy guitar maker.

fender.com, 2017  

LEVEL 3LEVEL 2LEVEL 1

level
1

courses
10

lessons
20

My Progress

https://www.nbcnews.com/business/consumer/despite-declining-sales-do-shoppers-still-prefer-brick-mortar-stores-n729456
https://www.cnbc.com/2017/06/20/retailers-efforts-to-lure-shoppers-to-stores-with-experiences-still-misses.html
https://www.fender.com/play
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COMMS
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Wear it, collect it, trade it. These communications devices 
were designed to stay with you.

Brands are finding entirely new ways to fit into people’s lives and build on health 

behaviors and commitments they already have. The latest communications 

double as tools consumers can use to get healthy or stay healthy.
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IMMUNITY CHARM

The Ministry of Public Health in Afghanistan had to overcome an incredible challenge: that 
country has one of the worst infant mortality rates in the world, in part because the 
vaccination rate is so low. In remote areas, illiteracy and a traditional bias against vaccines 
keep the immunization rate at just 50 percent. Even parents who do choose to vaccinate 
don’t tend to keep vaccine cards, leaving physicians with incomplete information. To 
change that behavior, the team decided to use another Afghan traditional—a bracelet tied 
to infants to ward off evil forces. The Immunity Charm they created is similar to those 
traditional bracelets and consists of colored beads that represent the vaccines each child 
has received. Healthcare workers provide The Immunity Charm to mothers to place on 
their newborn’s wrist as a symbol of protection against disease. Each time the child is 
brought for an immunization, a color-coded bead corresponding to the specific vaccine 
received is added to the bracelet.

AdAge, 2017

TOSTITOS BAG

Tostitos launched the Party Safe Bag for the 
Super Bowl in the U.S., the biggest snacking and 
drinking holiday of the year. The new bag 
doubles as a Breathalyzer. Its goal was to 
remove 25,000 cars from the road by giving 
people clear information about whether or not 
they were safe to drive. Snackers breathe right 
into a little Breathalyzer node at the top of the 
bag. It turns red if too much alcohol is detected 
prompting drinkers to use the $10 Uber code 
on the bag and leave their keys behind.

Fast Company, 2017 

DON’T DRINK
AND DRIVE

http://creativity-online.com/work/ministry-of-public-health-islamic-republic-of-afghanistan-immunity-charm/52049
https://www.fastcompany.com/3067552/tostitos-made-a-bag-that-tells-you-if-youre-too-drunk-to-drive-after-the-super
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DELICIOUS SUPPLEMENT

Busy Japanese workers have long ignored their 
wellness and nutritional needs. The chronic 
diseases and other challenges created by that 
behavior ultimately burden the national healthcare 
system. Japanese Railway saw an opportunity to 
intervene. Its stations are filled with delis and 
fast-food options. Millions travel through its 
stations. Through its new Delicious Supplements 
program, commuters can now get an individually 
tailored menu plan created by artificial intelligence 
and delivered by a nutritionist. The interaction 
happens on a messaging app called LINE. Based on 
a user’s answers, they’re given a smartly packaged 
“capsule” full of food and snack recommendations 
that they can keep and take with them.

Campaign Brief, 2017 

TALK TO ME

To show the life-changing power of their speaker systems, Panasonic created an 
unforgettable healing experience, inspired by a man who woke up from a coma after  
19 years. He said he could hear everything said around him the entire time. Research shows 
that hearing the voices of loved ones can help someone in a coma recover faster. But as 
weeks, months and even years go on, limited visiting hours, work and distance can make it 
difficult for friends and families to spend time with their loved one. Panasonic designed a 
way to be there more. They added a GSM chip to a pair of regular speakers and connected 
them to an open phone line. The speakers were strategically positioned on arms attached 
to the hospital bed. Each patient gets his own phone number and friends and family can call 
any time to talk and feel connected.

Cannes Lions Health, 2017 

http://www.campaignbrief.com/asia/2017/05/how-will-asia-pacific-perform-1.html
http://www.inventivhealthcommunications.com/how-we-think/hxp-blog/three-bold-new-inventions-seen-at-lions-health.html




GONE IN 
SIX SECONDS
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TV is taking its cues from what works in streams and 
online environments. The latest approach borrowed by 
TV: Six-second spots custom-made for the big screen.

The 1980s introduced 15-second ads to mitigate the spiraling costs of network 

television. In 2017, the introduction of six-second spots was designed to mitigate 

the spiraling loss of consumer attention. In 2018, brands will have new 

opportunities to innovate in those very few seconds of real engagement.
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SO GOES FOOTBALL
Fox first experimented with six-second 
television commercials for the 2017 Teen 
Choice Awards to try to reduce channel 
surfing during breaks in the live event. The 
results led them to other prominent and 
likely-watched-live events, including 
top-rated NFL games. The inclusion in 
America’s favorite sports programming is 
an important one. While the six-second 
format has been used as publicity stunts 
for specific brands in the past, Fox is 
hoping to make six-second ads an 
industry standard across broadcasters.

The New York Times, 2017

SHORT SECONDS SHIFT

People are accustomed to short video ads on 
platforms like Snapchat, Facebook and YouTube. 
Earlier this year YouTube upped the stakes. It 
challenged advertisers, agencies, and filmmakers 
to show just how great a six-second story could 
be. At the Sundance Film Festival, they showcased 
the best of the best. None of the leaders cut 
down longer spots to tell their stories. Instead, 
they custom-created for the space they had. 
YouTube has opened up more six-second ad 
placements on its website. Facebook also 
announced it would begin working with 
advertisers to create six-second ads and let users 
watch autoplay video ads for 5.7 seconds. 

Google, 2017

https://www.nytimes.com/2017/08/30/business/media/nfl-six-second-commercials.html?_r=0
https://www.thinkwithgoogle.com/marketing-resources/youtube-bumper-ads-six-second-storytelling/
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LEARNING FROM LEADERS

YouTube announced a leaderboard of the top 
20 most popular six-second bumper ads based 
on YouTube’s internal global data from April to 
July 2017 and a global Ipsos Creative Rating 
Survey. The result is a learn-worthy collection of 
next generation reminder ads that are designed 
to quickly fuel demand. Samsung took the top 
spot with hero images of its iconic infinity 
display. Duracell hammered home its point with 
its memorable brand sound. Corona translated 
its go-to beach backdrop to one glorious leap 
into the ocean we’d all like to make. Cheers!

Marketing Land, 2017 

SIX-SECOND IMPACT

YouTube also released new data on the impact 
of these super short formats on recall and 
viewability. Ninety-five percent of YouTube ads 
meet viewability standards, up from 93 percent 
the year prior and compared to an overall 
digital ad viewability rate of 58 percent. The 
research also found that 90 percent of 
advertisers saw a lift in ad recall after it tested 
300 mobile bumper campaigns. Those 
numbers are driving adoption. YouTube saw a 
70 percent quarter-over-quarter increase in 
advertisers running six-second ads since Q1 
2017. One in three advertisers now uses 
six-second ads on the platform. 

Business Insider, 2017

https://marketingland.com/samsungs-6-second-video-spot-ranks-1-youtubes-first-bumper-ad-leaderboard-224261
http://www.businessinsider.com/youtube-touts-effectiveness-of-six-second-ads-2017-9




LOVE THE 
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Our fascination with individual human stories continues 
to grow even as politics and polarization drive factions 
farther apart. The antidote to otherness seems to be 
incredible closeness.

The Internet is still full of vitriol, but lately what goes viral is surprisingly human. 

We are a world fascinated with stories of real people living complex lives or 

stepping in to help save a home, a neighbor, or even a puppy. What people want 

more of is the lump-in-the-throat stories that make us believe in each other.
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COUNTLESS STORIES

In 2010, Brandon Stanton had a goal to capture 
10,000 photos of random people on the streets 
of New York City and display them in a new blog. 
Fast-forward seven short years and more than  
20 million followers later, and you’ll find  
thousands of fascinating stories from Humans 
of New York. Expanding now to other countries 
such as Pakistan, Iran and Iraq. Brandon’s work 
is inspiring people all over the globe. The result 
showcases how the project has fueled  
our curiosity of other people in countless  
bite-sized segments.

HONY, 2017

 

WATCH ME

Speaking of Humans of New York, it’s moving to 
video, too. Its personal stories are set to be the 
highlight of the launch of Watch, Facebook’s 
new streaming service. Watch will blend original 
content like HONY with syndicated programs. 
It’s also adding a feature that will let people 
share more of their own very personal stories. 
While watching a show, viewers can see 
comments and connect with friends and other 
viewers or participate in a dedicated Facebook 
Group for the show.

Facebook, 2017

Comeback  K ids :  An imal  Ed it ion

INFO COMMENTS UP NEXT

Fol low ing

http://www.humansofnewyork.com/
https://newsroom.fb.com/news/2017/08/introducing-watch-a-new-platform-for-shows-on-facebook/
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ENGAGING THE REAL EXPERTS
When expectant parents learn their unborn child has Down syndrome, they have 
roughly 10 days to decide if they will proceed with the pregnancy. They often receive the 
diagnosis in shock and leave the doctor without asking their most pressing questions. 
When they go online, those questions can lead them to overly clinical or unreliable 
answers. Down Syndrome Answers was created to provide these parents with reliable 
answers to the most Googled questions about Down syndrome, from the most 
informed source: people with Down syndrome. The videos each feature one question 
and a personal, honest answer from a person living with Down syndrome. What better 
way to understand someone’s experience than to hear right from them? And, have 
them answer every single question on your mind.   

Canadian Down Syndrome Society, 2017

HERO HUMANS

Some of the most shared and most beloved 
stories of 2017 were humble heroes who 
stepped in to save or protect others in the face 
of the terrors of man and storm. There were the 
human chains that formed in Harvey’s 
floodwaters, pulling vulnerable people to safety; 
the men and women in Las Vegas who carried 
injured people out of the line of fire; and the 
people who brought boats and drones and 
opened their homes in the face of devastation. 
Headlines say they remind us of humanity’s 
best, but it may just be that their stories bring 
out our best. In 2018, there will be more names 
of heroes then we’ve ever known before.

USA Today, 2017

http://inventivhealthcommunications.com/how-we-think/hxp-blog/four-break-through-education-ideas-from-cannes.html
https://www.usatoday.com/story/news/nation-now/2017/08/30/human-chains-among-viral-stories-inspiring-us-out-hurricane-harvey/615479001/
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Choose your own adventure is back in a big way! 
Whether you’re talking, tapping, or typing, publishers 
want you to choose the next chapter of the story.

Call it immersive storytelling or simply interactive TV. In 2018, brands will be 

doing a lot more of it. They’ll give users the opportunity to explore, connect, 

and ultimately create their own version of the story. 
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PICK THE PLOT

Netflix is rolling out a series of non-linear 
programs that let viewers control the narrative. 
The first to launch is a children’s program called 
Puss in Book, featuring a range of branching 
narratives. At the end of each section of the 
show, kids have the opportunity to pick where 
to go next. Netflix also tested the concept with a 
July episode of Buddy Thunderstruck, its original 
stop-motion cartoon from the studio behind 
Robot Chicken.

Forbes, 2017

REACTING TO EMOTIONS

Affectiva, a tech company specializing in 
emotional AI, is creating reactive narratives. 
These dynamic stories react to a viewer’s 
emotions in real-time by using facial recognition. 
Then they tailor the story or experience to each 
viewer to help them get the most enjoyment out 
of it. One of their popular projects, Peppy Pals, 
is an interactive story that relies on learning the 
emotions of its readers to move the story along. 
Karen Palmer, a multidisciplinary immersive 
filmmaker, also used the platform to create 
RIOT, an emotionally responsive film created to 
immerse viewers in the intensity of the riots in 
Ferguson, Missouri. 

Future of StoryTelling summit, Affectiva, 2016

https://www.forbes.com/sites/anthonykarcz/2017/06/20/never-bored-netflix-launches-interactive-storytelling-to-save-summer/#c67cc9c170ad
https://futureofstorytelling.org/summit
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HER STORY/YOUR STORY
Her Story is technically an interactive movie, but 
it also has the elements of a game. It’s a murder 
case and you, the viewer, are the detective. 
At your disposal is a bank of video footage, 
which it’s up to you to sort through. Each clip 
is disjointed parts of one woman’s testimony 
in the case. The movie revolves around the 
viewer’s decisions to follow up on leads in the 
testimony and piece together the narrative. But, 
of course, as with all good detective stories, 
things aren’t at all as they seem.

The Guardian, 2017

ALEXA, TELL ME A STORY

The BBC has long been a trendsetter for many 
of the advancements we now enjoy in the media 
industry. So it comes as no surprise that they’re 
on the cutting edge of introducing interactive 
storytelling on the many new voice-activated 
devices we now possess in our homes and 
offices. The BBC’s first 20-minute story “The 
Inspection Chamber” is an interactive, question-
and-answer drama that can lead to one of three 
different outcomes, depending on how the user 
answers the questions.

BBC, 2017 

Dream or Reality. 
Which one?

https://www.theguardian.com/media-network/2016/may/31/immersive-storytelling-360-vr-technology-marketing
http://www.bbc.co.uk/rd/blog/2017-09-voice-ui-inspection-chamber-audio-drama
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Brands are increasingly stepping up to the price debate 
that’s all around them. Instead of debating the numbers, 
they’re focused on the complex processes and value chains 
that underlie life-extending innovation.

The emphasis has turned from the “what” to the “why,” and brands are opening up 

to tell stories that contain more than just dollars and cents. They are simplifying 

the confusing and complex processes they operate within and are shedding light 

into just how medicine is made—all with the goal of changing perceptions and 

earning hearts and minds.
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CALCULATING COSTS

Victoza, a diabetes treatment from Novo 
Nordisk, developed an online tool called 
reconsidercost.com to help formulary decision 
makers (FDMs) dive deeper into actual 
costs based on specific population inputs. 
The easy to use, 3-step process starts with 
understanding your exact population makeup; 
next, a bit about your wholesale acquisition 
costs; then, leaves you with a cost analysis 
overview. The tool helps FDMs see the true 
impact based on their population and offers 
a transparent window to help better manage 
future expenses.

Victoza, 2017

BLAME GAME

Now and in the future, prescription drug spending accounts for just 10 percent of healthcare 
spending. But, you wouldn’t know it from the headlines. Trust in pharmaceutical brands and 
belief in their cost-value propositions appears to be at an all-time low. Ed Harnaga, Vice 
President, Corporate Affairs at Pfizer, shared some research that his team did into the reality 
of how people see pharmaceutical companies’ price and value on the stage of Cannes Lions 
Health. They found: 

• People see very little differentiation from company to company

•  People feel that medicine is a right and that pharma is standing in the way of their ability to 
live healthier lives

•  75 percent think pharmaceutical companies put making profit ahead of helping people

• Most believe academia, not pharma, is where cures are really created

IMS, 2016 

Cannes Lions Health, 2017  

1
2
3

Input Data

Activate Calculations

Review Results

http://www.reconsidercosts.com/#/home
http://inventivhealthcommunications.com/how-we-think/hxp-blog/lesson-learned-a-cure-for-reputation.html
http://inventivhealthcommunications.com/how-we-think/hxp-blog/lesson-learned-a-cure-for-reputation.html
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MONEY WHERE YOUR MOUTH IS

The most cutting edge new treatments promise  
big results and carry big price tags. To prove they’re 
worth it and change the conversation, innovative 
leaders are creating new kinds of contracts that 
balance the risk. For example, in a recent 
statement, Novartis said they are “…collaborating 
with [Centers for Medicaid Services] to make an 
outcomes-based approach available to allow for 
payment only when pediatric and young adult  
ALL patients respond to Kymriah by the end of  
the first month. Future potential indications  
would be reviewed for the most relevant  
outcomes-based approach.”

Novartis, 2017

THE RETURN OF CORPORATE ADS
To fight industry stigma, pharma leaders are 
reinvesting in corporate reputation. Leaders, like 
Pfizer and Abbott, are creating TV and online video 
campaigns to humanize the people who work on the 
front lines of innovation every day. PhRMA launched 
a series of new advertisements as part of its Go 
Boldly campaign, showing patients and researchers 
together in the fight to beat diseases. Merck and 
BMS are taking new action on behalf of patients, 
including Merck’s We100 investment, preparing 
the world for longer life expectancies; and BMS’ 
Universal Patient Language, an open source project 
to help us all communicate more effectively.

Cannes Lions Health, 2017 

eyeforpharma, 2017

$

$

$

$

http://www.cnn.com/2017/08/30/health/fda-first-gene-therapy-leukemia/index.html
http://www.inventivhealthcommunications.com/how-we-think/hxp-blog/six-leading-patient-centric-programs.html
http://www.inventivhealthcommunications.com/how-we-think/hxp-blog/six-leading-patient-centric-programs.html




BLOCKBUSTER 
BOLDNESS

14

The traditional content-marketing model is being  
left behind for a new model that looks much more  
like Disney than BuzzFeed. 

The content that’s winning today has longer life, broader reach and a stronger 

customer voice. In 2018, short-term, constantly replaced content will be out. 

Long-term, reusable and customer-backed content will be very much in.
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FROM QUANTITY TO QUALITY 

The “brand publisher” model has created information overload and poor quality content. 
The new innovators are creating just a few high-value assets and customizing them to 
interests and channels of choice. That means they’re thinking more like Disney—finding 
one incredible asset that can not only fill a screen, it can also spin off a game and a 
costume and even a lunchbox without creating something entirely new. Creating those 
blockbuster pieces allows the brands to focus their time and investment on making each 
one a success. That’s critical because the data tells us we’re trending toward “more is 
less” in content marketing. TrackMaven tracked 50 million pieces of content from nearly 
23,000 brands and found that, even though output increased by 35 percent, engagement 
fell by 17 percent over the previous year. 

Trackmaven, 2016

CONTENT MARKETING REDEFINED

2018 will be a critical year for determining the future of content marketing. In 2017, the 
bad news started to roll in. Even good content wasn’t getting the attention it deserved. 
One IBM Marketing Cloud study showed just how steep the content mountain is getting: 
90 percent of the data on the Internet has been created since 2016. The result is less 
impact for marketers. A survey of 252 marketing leaders at Fortune 500 conducted by 
BrightEdge found: 

• 71 percent of marketers say that less than half of their content is being consumed

•  Fewer than 9 percent of marketers report three-quarters or more of the content  
they produce is being engaged

IMS, 2016 

Cannes Lions Health, 2017  

https://smallbiztrends.com/2016/02/brands-doing-more-content-marketing-with-less-return-trackmaven.html
https://public.dhe.ibm.com/common/ssi/ecm/wr/en/wrl12345usen/watson-customer-engagement-watson-marketing-wr-other-papers-and-reports-wrl12345usen-20170719.pdf
http://contentmarketinginstitute.com/2017/10/future-content-seo-trends/
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PARTNERING UP 
Some platforms are actively looking for ways to 
help brands create blockbuster pieces with the 
investments the brands are already making. In 
2017, Hullabalu released Lightwell, a platform 
designed to make it easy for brands to use 
existing assets to quickly create interactive 
stories. Healthcast, the online physician 
education company, is extending its work 
with brands. Now, the live events it co-creates 
with top HCP talent can be easily segmented 
and excerpted into modular content libraries. 
Those assets can be optimized to power future 
triggered communications, and partnered 
medical communications teams can take 
the same content into the congress and 
conference space.

Techcrunch, 2017 

Healthcasts, 2017 

VIDEO FIRST

Publishers everywhere are realigning resources to be able to deliver more content in the 
medium they most prefer: video. In the past several months, Fox Sports and MTV News 
announced layoffs to shift resources toward video. Vice laid off 60 editorial staffers last fall 
to place a greater emphasis on video. A new Cisco study estimates that by 2019 video will 
represent more than 80 percent of all Internet traffic and for the U.S. it will be over 85 
percent. Pharmaceutical marketers are looking to video, too—and incredibly high-quality 
content at that. Their blockbuster videos are driven by customer stories, highly produced, 
and customized across channels. Gilenya and Novartis have been early leaders in the shift, 
creating videos that are personal and polished.

Inc, 2017

Free Asset Resources
Asset Pack Downloads

Eye Sprites

Download

Gems

Download

https://techcrunch.com/2017/04/24/hullabalu-lightwell/
http://hcp.healthcasts.com/
https://www.inc.com/gordon-tredgold/20-reasons-why-you-should-boost-your-video-marketing-budget-in-2017.html




INTERFERING 
WITH 
INDIFFERENCE

15

There are plenty of brands trying to motivate people to 
change behavior in smart, strategic ways. But a growing 
number are just going to get in your way.

We all know how difficult it can be to break through, earn quality time and 

attention, and change behavior. The latest way brands are doing that is 

interrupting people in unexpected ways that instantly focus their attention. 
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MEDCARE PEBBLE

In Dubai, women were not proactively seeking 
breast cancer screening, in large part due to the 
taboo subject matter. Yet, 44 percent of the 
cancers in the Middle East are breast cancers. 
To break the silence in a very sensitive way, 
Medcare placed a pebble inside the shoes 
women had taken off to attend prayers or 
religious education sessions. Upon coming back, 
the women felt a lump inside their shoes with a 
note that said simply, “Some Lumps are Not 
Visible, Breast Check Tips at 1-800-Medcare.” A 
recipient response of 33.3 percent called the 
toll-free number.

Medcare, 2017

GERM SWAP

Aqium launched an upgrade to its antibacterial 
hand sanitizer in the middle of the hottest 
summer in Sydney. Typically this category focuses 
innovation and market growth on the cold and 
flu season. But the record temperatures created 
a unique opportunity: a perfect storm of heat 
and humidity that would help germs multiply and 
spread with every contact. Aqium targeted the 
one million commuters moving through the train 
system every weekday. They covered the train and 
station surfaces with invisible UV ink. When those 
commuters walked through the UV-light activation 
area, they saw a shocking demonstration of how 
easily germs are spread. Gross.

Campaign Brief, 2017

http://www.dubaiprnetwork.com/pr.asp?pr=119898
http://www.campaignbrief.com/2017/06/cannes-contenders-ogilvy-sydne-2.html
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MEET GRAHAM 
The first Grand Prix of the 2017 Cannes Lions 
went to an extremely lifelike statue named 
Graham. He’s a grotesquely fascinating 
rendering of how human bodies would have to 
evolve to survive car crashes. The Transport 
Accident Commission, Victoria, created him as 
part of a road safety campaign. A trauma 
surgeon and a road safety engineer built 
Graham to spur conversation about just how 
vulnerable we are in our cars. He is now part  
of the school curriculum in Australia. To say 
that Graham interrupts is an understatement. 
This, good readers, is one you’ll have to Google.

Adweek, 2017

CAR MELANOMA

South Africa has the 2nd-highest incidence of 
skin cancer in the world after Australia. Yet, it 
seemed that people worried more about marks 
on their cars than marks on their skin. To increase 
awareness, CANSA made “car melanomas,” 
low-tac adhesive stickers that could be placed on 
the doors of cars parked near a beach. The 
stickers looked like damage to the cars but when 
car owners pulled them off, they found a damage-
free car and a message encouraging them to use 
the stickers as vouchers for free skin tests at 
pop-up clinics nearby.

Coloribus, 2017

http://www.adweek.com/creativity/meet-graham-wins-the-first-grand-prix-of-the-2017-cannes-lions/
https://www.coloribus.com/adsarchive/online-directmarketing-casestudy/cancer-association-of-south-africa-cansa-car-melanoma-22320515/
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In today’s complex healthcare environment, great ideas alone aren’t 

enough to bring brands to dominance. They need to be tested in the 

fire of the real world; honed by the people who know the molecules 

better than anyone; delivered by those who truly understand what 

your product can become.

 

Syneos Health Communications is the only healthcare communications 

network that is part of a company on the front lines of healthcare.  

We work where your ideas need to work.
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Trends help us create experiences that beat channel 

benchmarks, that raise expectations, and ultimately help 

us meet the metric that matters most: engaging more 

people in critical conversations about the changing 

possibilities of healthcare.

To download all 2018 trend reports,  
go to: trends.health

CONTACT:

Leigh Householder
Managing Director, Innovation 
leigh.householder@syneoshealth.com
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2018:  
NEW EXPECTATIONS. 
NEW OPPORTUNITIES.

People’s expectations are constantly being reshaped rewired, and 
remodeled by new and innovative experiences with media, peers, 
technology and brands.
 
Brands that don’t deliver experiences that meet or exceed these rapidly 
changing expectations are increasingly being ignored, brushed aside,  
or deemed irrelevant.
 

 
 
 
 
 

Trends show us those shifting customer expectations. They reveal data 
and clues about changing habits and preferences. They uncover brands 
that are making unique connections and getting to white spaces first.
 We use trends to challenge how we go to market and continually  
innovate every aspect of customer experience.

How do we keep pace? Use the trends changing the landscape 
to change and accelerate our own thinking.

What will your brand do?
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This year, we worked with more than 250 trend spotters from across the 
Syneos Health Communications global footprint to identify the shifts 
most relevant to healthcare marketers. These trend spotters work on the 
front lines of our business to bring us real-world insight and clues from 
across the industry and well beyond it.

CONSUMER
Expectations created by media, peers and entertainment

MARKETING
Shifts in how brands are earning time, attention and loyalty

HEALTHCARE
New realities in accessing, giving and receiving healthcare

COMMERCIAL
New voices and value equations shaping the market 
landscape

DIGITAL
Behavior changes influenced by technology, tools and devices

T R E N D SD I G I T A L

M A R K E T I N G

H E A L T H C A R E

C O N S U M E R

C O M M E R C I A L

2 0 1 8

T R E N D SM A R K E T I N G

D I G I T A L

H E A L T H C A R E

C O N S U M E R

C O M M E R C I A L

2 0 1 8

T R E N D SH E A L T H C A R E

D I G I T A L

M A R K E T I N G

C O N S U M E R

C O M M E R C I A L

2 0 1 8

T R E N D SC O M M E R C I A L

C O N S U M E R

D I G I T A L

M A R K E T I N G

H E A L T H C A R E

2 0 1 8

T R E N D S2 0 1 8C O N S U M E R

D I G I T A L

M A R K E T I N G

H E A L T H C A R E

C O M M E R C I A L



1010101010

1010101010

1010101010
010101010101

010101010101



5

2018 HEALTHCARE TRENDS

01   For the Love of Science

02   Women in (Real) Pain

03   Doubling Down on Medical Affairs

04   Home Delivery

05   Teaming Up Pharmacist and Physician

06   Living Normal

07   War for Drugs

08   Reform (and Reinvention) Ready

09   Medical Data Deluge

10   Accelerating Orphan Response

11   Divided Interests

12   Alternative to Alternatives

13   Dispensable Docs

14   Rise of the Illiterati 

15   experiMental Health
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In 2018, it’s all about showing off your science.

Pharmaceutical innovators will increasingly share their “how it’s made” 

fascination with consumers, employees and physicians alike. High 

science or low science; new ground or familiar territory, brands are 

creating fresh moments of discovery.

FOR THE 
LOVE OF 
SCIENCE

01
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2018 
HEALTHCARE TRENDS

CELEBRATING SCIENCE

One of Pfizer’s four corporate imperatives is to 
“earn respect from society.” To advance that, they 
created a campaign called “Before It Was a 
Medicine,” told from the perspective of Pfizer 
scientists. It shows the inspiration, the numbers 
and the relentless drive that ultimately led to 
life-changing innovation. Each spot and video 
shows the personal stories of both patient and 
scientist. The campaign went to TV, Instagram, 
Facebook, Twitter and all over their building. In 
fact, they wrapped each of their main corporate 
buildings in the love of science to fuel employee 
pride. The campaign reached 1.4 billion people via 
television and 900 million via social channels. The 
result: a 47 percent change in perception. 

Cannes Lions Health, 2017

A YEAR OF NEW SCIENCE

In 2017, The U.S. Food and Drug Administration 
(FDA) followed its counterparts in Europe and 
China by approving a new cancer therapy that 
involves genetically modifying a patient’s 
immune cells. The treatment, Kymriah, is in a 
new category of CAR-T treatments that the 
agency is calling “historic.” It’s just one of many 
new approaches to cancer that are driving 
significant public interest in the science behind 
the innovation. The Internet made consumers 
arm chair doctors. These advances are driving a 
new desire to become arm chair scientists. 

Science Magazine, 2017 

FOR THE LOVE  
OF SCIENCE 01

http://www.inventivhealthcommunications.com/how-we-think/hxp-blog/lesson-learned-a-cure-for-reputation.html
http://www.sciencemag.org/news/2017/08/modified-t-cells-attack-leukemia-become-first-gene-therapy-approved-united-states
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2018 
HEALTHCARE TRENDS

LEARNING IN MINECRAFT

Pfizer combined a love of science with a love 
of building stuff for kids living with hemophilia. 
The HEMOCRAFT was developed in 
partnership with the Entrepreneurial Game 
Studio at Drexel University, the NHF and other 
members of the hemophilia community. It lets 
kids play in the low-fi simulated environment 
to learn about and track different aspects 
relevant to their disease.

Mobihealthnews, 2017

RESURGENCE OF MEDICAL AFFAIRS

As products become more specialized and 
sophisticated, medical affairs teams are taking 
on a bigger role in commercialization. MSLs are 
actively educating on the science, having deeper 
clinical conversations with HCPs and payers 
alike. They’re filling in the gaps in the sales force 
and translating “how it works” science to “how it 
will be used” reality by leveraging both research 
and social listening to understand real-world 
application. To get the right science story, 
brands are activating MSLs earlier: 60 percent 
report being active at the registration or launch 
of a drug. One of their newest roles: creating the 
development story for approval documents to 
showcase scientific investment. 

MM&M / Cutting Edge, 2017

01FOR THE LOVE  
OF SCIENCE

http://www.mobihealthnews.com/content/minecraft-based-pfizer-app-uses-gamification-help-kids-hemophilia
http://www.mmm-online.com/commercial/pharma-companies-now-marketing-high-science-drugs-rely-more-on-medical-affairs/article/678790/
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WOMEN IN 
(REAL) PAIN

02

Women’s pain comes into the spotlight with new 
empathy and new urgency.

Sexism and stereotypes have long led to women’s pain being taken less seriously 

and treated less aggressively. In 2018, new voices and new campaigns are set to 

radically change that.
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2018 
HEALTHCARE TRENDS

PAIN PRESUMPTIONS

A woman’s struggle with pain is often met with 
skepticism by her peers and her healthcare 
providers. Spencer Kornhaber recently wrote in 
The Atlantic, “It is a documented fact that women 
tend to report more pain than men — but also 
that their pain is seen as less credible, with 
women less likely to be given strong pain 
relievers, facing inordinately long wait times to 
be treated, and likely to be told that their 
problems are mental or emotional rather than 
physical.”

The Atlantic, 2017 

LEARNING FROM LADY GAGA

Lady Gaga recently made headlines for 
postponing her tour due to severe pain. In the 
Netflix documentary Gaga: Five Foot Two, the 
singer showed us what that pain is really like. It 
started with a broken hip on the Born This Way 
Tour in 2013. But it’s continued as fibromyalgia, 
a disorder that is difficult to diagnosis, explain, 
and treat. In the documentary, she said, “I have 
chased this pain for five years.” Gaga lists off a 
series of drugs she’s taking to cope with the 
pain. We see her lying face down on a doctor’s 
table with needles protruding from her back, 
continuing to talk about people who don’t 
believe her pain. 

Netflix, 2017

WOMEN IN (REAL) PAIN 02

https://www.theatlantic.com/entertainment/archive/2017/09/lady-gagas-illness-is-not-a-metaphor/540369/
https://www.netflix.com/title/80196586
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RECOGNIZING ENDOMETRIOSIS
The chronic pain of endometriosis affects one 
in 10 women, but it can be difficult to 
diagnosis, often taking up to 10 years to put a 
name to the pain. AbbVie teamed up with 
Julianne Hough, a Dancing with the Stars 
competitor, to create “Get in the know about 
ME in EndoMEtriosis.” The campaign is 
focused on helping women recognize the 
symptoms, which may lead to a timely 
diagnosis. On MEinEndo.com women can find 
an endometriosis symptom checklist, a 
symptom tracker, and other information on 
the disease. 

FiercePharma, 2017

29 STORIES

Lara Parker asked women in the BuzzFeed 
community to share their own stories about 
moments when their pain had not been taken 
seriously by doctors or medical professionals. 
She ultimately published 29 stories from women 
who said their pain was ignored, minimized and 
even “scoffed at.” Many of these women had 
serious medical conditions that were only later 
diagnosed by medical professionals who 
believed their pain and looked for the 
underlying cause. 

BuzzFeed, 2017

 

02WOMEN IN (REAL) PAIN

http://www.fiercepharma.com/marketing/abbvie-recruits-dancing-stars-champ-to-put-me-endometriosis
http://BuzzFeed, 2017
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DOUBLING 
DOWN ON 
MEDICAL 
AFFAIRS

03

Medical is the #1 strategic investment of 2018.

The healthcare industry is changing rapidly, and pharmaceutical leaders are 

looking to their medical organizations to change just as quickly. Look for brands to 

lead with medical (not reps), shift expectations to create new kinds of 

partnerships, and fuel a stronger feedback loop from Commercial to Clinical.
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MORE CUSTOMER-CENTRIC

Medical affairs teams are increasingly 
investing in more patient-and customer- 
centricity. They’re also spending more face-to-
face time with a range of customers from 
traditional healthcare providers to advocates, 
insurers, and patients. Kirk Shepard, President 
of the Medical Affairs Professional Society 
(MAPS) and formerly Senior Vice President and 
Head of Global Medical Affairs at Shire, told 
eyeforpharma, “MA is positioned to bring 
insights and knowledge into the company at 
decision points; we’ve increased the 
percentage of our Medical people who have a 
customer-facing role to 80 percent.” 

eyeforpharma, 2017

FROM TRANSACTIONS TO 
RELATIONSHIPS

Medical is increasingly seen as a critical strategic 
investment, one that helps pharmaceutical leaders 
build lasting value with and for the medical 
community. Keith Allan, former Medical Director at 
Novartis, told eyeforpharma, “We are now looking at 
the medical community as an ongoing strategic 
investment, a long-term, mutually beneficial 
partnership, whereas before it was more 
transactional, more sporadic. The customer base is 
far broader now, with payers and regulators looking 
for evidence of the medical, clinical, and economic 
value of our medicines.” 

The Changing Face of Medical Affairs, eyeforpharma, 2016

 

03DOUBLING DOWN  
ON MEDICAL AFFAIRS

https://social.eyeforpharma.com/commercial/one-giant-leap-medical-affairs
http://social.eyeforpharma.com/clinical/changing-face-medical-affairs
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GOING BEYOND EVIDENCE  
TO ACTION
Shire’s medical team is leveraging digital 
medicine and data to improve patient 
outcomes. Its myPKFiT software uses data 
analytics to reduce the number of blood 
samples needed to calculate prophylactic 
medication dosages for hemophilia patients. 
The software uses existing clinical data to 
predict patients’ pharmacokinetics (PK) curve 
based on two blood samples instead of 
eleven. A personalized approach based on PK 
enables more precise dosing, fewer side 
effects, and better patient engagement. 

eyeforpharma Conference Presentation, 2017

2 x  -  m yP K FiT

1 1 x  -  Tra d i t i o n a l  m e t h o d

VS

NEW DATA, NEW ENGAGEMENTS

Many medical affairs teams are focusing on how 
to create and share relevant real-world data. At 
Baxter, the team is using data to earn more 
partnerships from KOLs and other professional 
stakeholders. The three key strategies behind 
their evolution include listening to stakeholders 
to understand what kind of data they will value, 
generating that data in late-stage, patient-
focused trials and educating professionals 
about what Baxter is doing to increase the 
understanding of disease and treatment.

FirstWord, 2017 

DOUBLING DOWN  
ON MEDICAL AFFAIRS

http://eyeforpharma conference presentation, 2017
https://www.firstwordpharma.com/
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HOME 
DELIVERY

04

An Rx in ‘18 is like milk in ‘78: the best way to get it is to 
have it conveniently left on your doorstep.

Why go to the pharmacy when the pharmacy could come to you? Innovators big 

and small are creating new ways to use this gold standard of convenience to 

improve first fills and long-term adherence.
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GET IT NOW

Apps, like NowRx, make it easy for users to 
upload a prescription, have a video visit with a 
pharmacist, and schedule delivery to any 
location of their choosing. But other innovators 
are taking even more friction out of the system. 
Capsule, a new kind of pharmacy, allows doctors 
to order directly for their patients. Once the 
prescription is logged, Capsule deploys a 
delivery person to pick it up and deliver it 
anywhere in New York City within two hours at 
no extra cost to the patient. They accept all 
major insurance and copays don’t change. 

FirstWord, 2017 

CVS GOES CURBSIDE

It might not quite be to your door, but it is to 
theirs. CVS Health has partnered with 
Curbside, start-up that allows customers to 
order purchases from an app then pick them 
up outside the store without ever venturing 
inside. The pharmacy will be incorporated 
into Curbside’s existing app and will create its 
own app, CVS Express, which serves up 
Curbside’s experience to CVS customers. The 
experience is already available in 4,000 
stores and has just been integrated into Yelp 
for additional ease of interaction. 

TechCrunch, 2017

04

http://www.mobihealthnews.com/content/nowrx-gets-2m-demand-pharmacy-delivery-app
https://techcrunch.com/2017/08/09/yelp-partners-with-curbside-to-add-order-pickup-to-its-app-for-cvs-pizza-hut-and-more/
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DRIP SERVICE?
Consumers can get more than prescription 
drugs delivered to their door. Today, they 
can custom-select an intravenous drip 
designed to increase their performance. 
Companies like VitaSquad are offering 
online ordering of IV therapy solutions to 
increase recovery time for everything from 
hangovers to fitness fatigue. The luxury 
banana bags are administered by 
professional nurses and promise effects for 
up to four days. 

VitaSquad, 2017

AMAZON APPROACHING

The industry has a new reason to buzz about 
Amazon. In 2017, the company announced 
plans to hire a general manager for its 
pharmacy business and said it is mulling the 
right approach to cracking the complex and 
regulated market. It recently started selling 
prescription drugs on its Japanese site, a 
possible indicator of its broader ambitions. 
Many are saying the Whole Foods acquisition 
could point the way. Experts believe the 
acquisition creates a physical location for 
needed pharmacy infrastructure. 

CNBC, 2017

HOME DELIVERY

http://www.vitasquad.com/
https://www.cnbc.com/2017/08/28/amazon-officially-owns-whole-foods-here-are-the-products-that-are-getting-marked-down.html
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TEAMING UP 
PHARMACIST 
AND 
PHYSICIAN

05

Healthcare is betting big that this partnership can 
change behavior and deliver bottom-line impact.

From integration at the point of care to interconnected metrics, new collaborations 

between this duo are creating systems that focus on uncovering preventative 

possibilities and supporting ongoing adherence.
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TEAMING UP  
PHARMACIST  
AND PHYSICIAN

A NEW MANDATE

The Royal Pharmaceutical Society is one of 
many important voices setting a new vision for 
the role and impact pharmacists should have. In 
one report, they laid out specific 
recommendations, such as “Pharmacists should 
shift their focus away from the distribution of 
medicines towards providing a broader range of 
services; should see helping people get the 
most from their medicines and keeping them 
healthy as their ultimate goal; should take 
initiative and drive change at the local level — 
not wait for national solutions.”

Royal Pharmaceutical Society, 2016 

CIGNA AND CVS OFFER  
NEW BENEFITS

Cigna and CVS are partnering to provide 
more in-pharmacy care. They recently 
launched a new program called Cigna 
Health Works. It will point members to 
available routine and diagnostic services  
at CVS Pharmacy and CVS MinuteClinics  
as part of a suite of benefits designed to 
give members more control over their 
healths including discounts on health-
related products and enrollment in the 
payer’s Cigna 90 Now program, which offers 
90-day refills for maintenance prescriptions. 

HealthPayer Intelligence, 2017

010101010101
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Over-The-Counter Discounts

Health Actions When 
They Matter Most

Convenience At MinuteClinic®

Program Features:

05

https://www.rpharms.com/resources#?Sort=Title&Tags=report
https://healthpayerintelligence.com/news/cigna-cvs-minuteclinics-partner-for-expanded-healthcare-access
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DOCS SEE FOCUSED VALUE
Primary care doctors have reported high satisfaction with clinical pharmacy services.  
One study recently asked 144 primary care providers, including 130 with a clinical 
pharmacist within their primary care practice, about the new partnerships. 

Primary care providers reported that pharmacists positively impacted quality of care  
and said specific types of pharmacy services have the greatest impact on patient care: 

38.6%  Medication therapy management  
29.8%  Disease-focused management 
11.4%  Medication reconciliation

They also said the most valuable disease-focused pharmacy services are:

9.65% Hypertension 
58.8%  Diabetes 
11.4% Pain 

Truong H, et al, 2017

BALANCING FEAST AND FAMINE

The shortage of primary care physicians and 
surplus of pharmacists in most markets is one of 
the key trends driving change. An editorial in the 
Specialty Pharmacy Times said even more 
pointedly, “[P]harmacists are already in the race 
for provider status. Not to mention, pharmacists 
are currently doing point-of-care testing, 
vaccination shots, and collaborative practice 
agreements with physicians.” Countries like The 
Netherlands are proactively preparing for that 
shift. In their medical schools, pharmacy and MD 
students overlap for one year of medical training 
to learn each other’s crafts and perspectives. 

Specialty Pharmacy Times, 2017

 

TEAMING UP  
PHARMACIST  
AND PHYSICIAN
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https://www.ncbi.nlm.nih.gov/pubmed/28638617
https://www.specialtypharmacytimes.com/news/the-role-of-pharmacists-in-the-health-care-ecosystem


1010101010

1010101010

1010101010
010101010101

010101010101



1010101010

1010101010

1010101010
010101010101

010101010101

LIVING 
NORMAL

06

Today, it’s not about living with a disease;  
it’s just about living.

A new wave of activists and artists are on a mission to make living with a life-

changing diagnosis more commonplace and comfortable. Innovators and brands 

are joining their fight with new tools and experiences that make it easier to see 

people, not their illnesses.
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LIVING WHILE DYING

Claire Wineland is 20 years old and has lived her 
entire life with cystic fibrosis. Wineland is on a 
mission to normalize sickness. She wants to 
show people how to live while dying and teach 
the people around them how to better support 
them. To do that, Wineland has been taking to 
the stage and the smartphone camera since she 
was 14 years old. She’s published a whole host 
of videos and posts created as part of what she 
called her Clairity Project. She told CNN, “What 
happens when you have an illness where you’re 
never going to be healthy?” Does that mean I’m 
never going to have a life? Am I never going to 
do anything or be anything other than a sick 
kid?”

CNN, 2017 

MY MUPPET HAS AUTISM

For the first time in a decade, the classic 
children’s television show Sesame Street 
introduced a new Muppet, Julia. This character 
has autism and was created to normalize the 
traits of autism before children enter school. It 
can be hard to get Julia’s attention. Big Bird had 
to repeat himself to get her to listen, for 
example. Julia also has wonderful talents the 
others don’t, like drawing. In the end, she’s just 
one of the gang. Exactly like each child’s future 
classmates will be. 

Sesame Street, 2017

06

http://www.cnn.com/2017/07/05/health/claire-wineland-cystic-fibrosis-eprise/index.html.
https://www.youtube.com/watch?v=dKCdV20zLMs
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CAFÉ ON A MISSION
Owners Michael and Jennifer Myers opened 
Sam’s Canterbury Café because they wanted 
to create a meaningful job for their son, Sam, 
after he graduated from high school. They 
made a commitment to hiring not just Sam, 
who is on the autism spectrum, but many 
adults also on the autism spectrum. Today, 
more than a third of the staff are people living 
with autism. The owners have built unique 
employment training to help the adults on the 
spectrum learn to be successful in an 
independent work environment. They also 
offer training to employees not on the 
spectrum to help them understand how to 
best interact. 

Baltimore Sun, 2017

FEWER SPECIAL TRICKS

The newest innovations in assistive technologies 
are working to make access quite a bit easier. 
One of our favorites is the Kenguru car. It’s 
designed for people who use wheel chairs. 
Instead of rolling out ramps or folding up 
wheelchairs, it lets drivers come as they are. The 
owner simply rolls a wheelchair in from a 
pop-up back door and drives off using controls 
that work similar to those of a motorcycle. 

KD Healthcare Company, 2017

 

LIVING NORMAL

http://www.baltimoresun.com/entertainment/dining/bs-ae-sams-canterbury-cafe-review-20170421-story.html
https://kdsmartchair.com/blogs/news/26575619-kenguru-the-car-for-wheelchair-users
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WAR FOR 
DRUGS

07

The prescription for 2018 involves  
at least a little bit of THC.

Activists, patients, and innovators are finding new uses for 

medical marijuana. The results are new laws and new 

applications that are changing how people live with pain.
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29 STATES AND COUNTING

It was just four years ago that Congress passed the Rohrabacher-Farr amendment. In a
scant 85 words, it prohibits the Justice Department from spending any federal dollars to
prosecute medical marijuana users and sellers. Its passage created radical change in the 
US, including a multibillion-dollar industry and the freedom of millions to openly partake 
in its products without fear of federal prosecution. Today, 29 states have legalized
marijuana use in some form, most commonly for medicinal purposes. Other states have
pending ballot issues on the topic, but the controversy continues as the Rohrabacher-
Farr amendment was part of a budget package that is set to expire. US Attorney General 
Jeff Sessions has been opposed to much of this reform, and in the first week of 2018 he 
announced plans to reverse the Obama-era guidelines that made this market possible. 
So the billion-dollar question is, will 2018 bring expansion or new challenges?

Los Angeles Times, 2017

CNN, 2018 

CHOOSING COMFORT

The choice of medical marijuana came along 
when the crescendoing debate about opioids 
ignited new conversations about the kinds of 
pain treatment people should expect. One 
patient, Larry Yolkeson, described his 
experience to NPR this way, “You name it, 
and I’ve been on it. Opioids cause the worst 
constipation — so bad you’ll want to kill 
yourself. My doctor gave me a (medicinal 
marijuana) prescription, and I took it that 
night. I woke up the next morning pain free.  
I tell everyone it is a miracle, and it saved  
my life.” 

NPR, 2017

07

http://www.latimes.com/politics/la-na-pol-congress-pot-20171007-story.html
http://www.cnn.com/2018/01/04/politics/marijuana-legalization-by-the-numbers/index.html
http://one.npr.org/i/553755899:553755902
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CANNABINOID PIPELINE
Pharmaceutical innovators like GW and 
Emerald Health are betting big on cannabinoid 
science that goes beyond dispensary medical 
marijuana. GW has researched cannabinoids 
since 1998, primarily focused on treatments 
for disorders of the central nervous system 
(CNS). It has commercialized one drug and has 
several more in the pipeline. The FDA 
announced in Q4 2017 that it granted Orphan 
Drug Designation to Emerald’s lead molecule, 
EHP-101, for the treatment of systemic 
scleroderma. More cannabinoid innovation 
will be ahead in 2018 and beyond. 

GW Pharmaceuticals, Emerald Health, 2017

SENIOR CUSTOMER

Geriatric physician Benjamin Han of New York 
University (NYU) studied 47,000 people ages 65 
and older. The prevalence of marijuana use —
whether medically or recreationally, showed 
about a 250 percent increase over a seven-year 
period. Han wrote, “[p]revious generations have 
had a very low prevalence of using drugs and 
alcohol. But with the baby boomer generation 
this is really going to change dramatically.” 

Addiction, journal of the Society for the Study of Addiction, 2016

 

WAR FOR DRUGS

https://globenewswire.com/news-release/2017/10/20/1150864/0/en/Emerald-Health-Pharmaceuticals-Granted-FDA-Orphan-Drug-Designation-for-Systemic-Scleroderma.html
http://onlinelibrary.wiley.com/doi/10.1111/add.13670/abstract
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REFORM (AND 
REINVENTION) 
READY

08

Providers have rapidly scaled their response to payment, 
value, and patient-centric reforms. In 2018, new dynamic 
delivery systems will push accountability even further.

Industry consolidation and changing sites of care have created a larger, more 

dynamic and integrated healthcare delivery system. Product selection and  

decision making that was once made at a local level is now being made at the 

corporate level with a smaller more powerful group of stakeholders influencing 

the decision-making.    
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REFORM  
(AND REINVENTION)  
READY

ANTICIPATING PATIENT OUTCOMES

Harvard Pilgrim Health Care (HPHC) is just one 
of many payers asking for financial guarantees if 
drugs do not meet anticipated thresholds. This 
team is also leveraging insights generated from 
real-world data to better anticipate expected 
outcomes. They cite using Real World Evidence 
in three recent cases: observing the lowering of 
patients’ lipids to those seen during clinical trials 
by tracking the effectiveness of Amgen’s 
Repatha; monitoring hospitalizations for 
congestive heart failure by tracking the 
effectiveness of Novartis’ heart drug Entresto at 
reducing readmissions; and evaluating the 
ability of Eli Lilly’s Trulicity to lower HbA1c in 
diabetic patients. 

HarvardPilgrim.org, 2017

 

TURNING THE TITANIC

In the hopes of righting some of the misaligned 
incentives in the U.S. healthcare system, the 
Centers for Medicare & Medicaid Services (CMS) 
are investing heavily in advanced value-based 
care models of payment. In 2018, they aim to 
have more than half of their reimbursements in 
the form of alternative payment models. 

CMS.org, 2017

08

https://www.harvardpilgrim.org/public/news-detail?nt=HPH_News_C&nid=1471912937208
https://innovation.cms.gov/initiatives/Health-Care-Payment-Learning-and-Action-Network/
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SPECIALISTS TEAM UP FOR  
THE FUTURE
Dermatology consolidation is proving 
particularly active, and investors are buying 
into the value of aligning specialists to 
maximize profits. In 2017, Chicago private 
equity firm Sheridan Capital Partners invested 
in Dermatologists of Central States (DOCS), a 
specialty practice management company built 
around more than 30 affiliated dermatologists 
in southwest Ohio. These consolidations and 
affiliations are helping cut costs, improve 
quality and expand service offerings of these 
practices. 

www.beckershospitalreview.com, 2017 

RETHINKING REIMBURSEMENT  
IN THE U.S.

According to U.S. healthcare industry experts 
Drs. David T. Feinberg and Mark B. McClellan, 
“Alternatives to fee-for-service (FFS) payment 
are becoming more widespread. The idea is to 
provide aligned financial support for reforms in 
healthcare that improve quality and efficiency...
For example, many healthcare organizations 
have found that analyzing current treatment 
patterns and redesigning care pathways can 
enable more patients to be more engaged in 
their care and more effectively treated in 
outpatient settings or in their home.”

JAMA, 2017 

 

REFORM  
(AND REINVENTION)  
READY

https://www.beckershospitalreview.com/hospital-physician-relationships/2017-physician-practice-consolidation-a-mid-year-review.html
https://jamanetwork.com/journals/jama/article-abstract/2556016
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MEDICAL 
DATA 
DELUGE

09

The speed of scientific discovery has left medical insight 
and knowledge staggering under its own weight. 

From huge philanthropic investments to savvy algorithm-based tools, all signs 

point to breakthroughs in helping scientists break through the noise in research 

to find just what they’re looking for. In 2018, we’ll see an explosion of ways for 

doctors to just keep up.
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CHA-CHAN[G]

In 2017, the multibillion dollar philanthropy The Chan Zuckerburg Initiative acquired  
meta.com in hopes of making progress toward its goal of curing all disease. The  start  
up is built around an AI-powered research search engine, and CZI’s cash infusion is 
enabling the platform to be offered for free to all researchers interested. It’s poised to  
do more than just make life easier for scientists to find the data they need; it will also  
allow foundations and universities to track where research breakthroughs are happening  
in real time to adjust resources accordingly. 

Bloomberg, 2017

THOUSAND OF NEW DATA POINTS

Lynda Chin and Greg Satell recently contextualized this challenge in an article called  
“How Physicians Can Keep Up with the Knowledge Explosion in Medicine” in the Harvard 
Business Review, “Imagine an oncologist with more than a decade of practice experience 
is evaluating a lung cancer patient today. During her training years ago, there would have 
been a handful of therapy options to consider. Today there are dozens of additional 
options, in addition to hundreds of open clinical trials, each representing a potentially 
more effective treatment for the patient. Not only does she have to know about these 
new drugs and the active clinical trials, she also should be up-to-date on all of the 
published articles in this area so she can understand the science behind each therapy 
option in order to make the best decisions for her patient.” The two offered a range of 
inventive new solutions, including medical paralegals for every practice.

HBR, 2016 
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https://techcrunch.com/2017/01/23/chan-zuckerberg-initiative-meta/
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DOCS DOING IT FOR EACH OTHER

UpToDate employs 6,300 physician authors, 
editors, and peer reviewers whose only job is to 
dig through they data. They manually review the 
most recent medical information and create 
quick-read synopses for practicing doctors. 
More than 80 research studies demonstrate 
their impact on improved patient care and 
hospital performance.

UpToDate, 2017

 

CAN OLDER DOCTORS KEEP UP?

A number of studies have looked at how the age of a doctor can affect outcomes. 
One led by Dr. Anupam Jena of Harvard Medical School looked at a random 
sample of Medicare data for more than 700,000 hospital admissions from 2011 
to 2014. The patients were treated by whichever physicians happened to be on 
duty at the time of their admission. When the team looked up the ages of the 
nearly 19,000 doctors involved, they found the older the doctor, the higher the 
patient mortality rate. For physicians under the age of 40, patients’ mortality rate 
was 10.8 percent. That edged up to just over 11 percent for patients treated by 
doctors in their 40s. The patient mortality rate was 11.3 percent for physicians 
aged 50-59, and rose above 12 percent for physicians over 60. Jena explained, 
“there’s a fear that as doctors get further away from residency, they might be out 
of touch with new technologies and treatments.

BMJ, 2017 

MEDICAL DATA DELUGE
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ACCELERATING 
ORPHAN 
RESPONSE

10

In 2018, call rare diseases anything but “small.”  
All eyes are on them for both molecular and  
marketing innovation.

The FDA built fast tracks. Pharma built a pipeline. The sales force created a data 

grid. Together, healthcare is “all in” on both developing new rare disease 

treatments and quickly getting them to the people who need them most.
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ACCELERATING  
ORPHAN RESPONSE

SMALLER POPULATIONS 
DRIVING BIGGER SALES
In 2016, global sales of orphan drugs 
accounted for 16 percent of all 
prescription drug revenues with well 
over $100 billion in annual sales. By 
2022, prescription revenues for rare 
disease are projected to exceed $200 
billion and grow to account for more 
than one-fifth of the overall market. 

Financial Times, 2017

COME TOGETHER, RIGHT NOW

Since it started in 2011, the World Orphan Drug 
Conference (WODC) USA has grown leaps and 
bounds. Its attendance has more than 
quintupled, growing from a small assembly of 
150 attendees focused on policy, regulatory 
pathways, and proper incentives to “a global 
gathering of more than 800 leaders in orphan 
drugs from 38 countries, and more than 135 
presentations covering all aspects of orphan 
drug development and rare disease research.” 

WODC Website, 2017

 

800 leaders in orphan drugs 

38 countries

135 presentations 

10

http://www.evaluategroup.com/public/Reports/EvaluatePharma-Orphan-Drug-Report-2017.aspx
http://www.terrapinn.com/conference/world-orphan-drug-congress-usa/index.stm
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INVESTING IN RARE DISEASES MAKES CENTS

The World Health Organization (WHO) defines “rare diseases” as those affecting less than 
five in every 10,000 people, while the U.S. Food and Drug Administration (FDA) uses the 
term “orphan diseases” for those affecting less than 200,000 in the United States. 
Regardless of what you choose to call them, they are a big opportunity for many life 
science companies. With less competition, few existing treatments, and a high correlation 
with long-term treatment needs, Mitchell Ng, the principal partner of Life Science Sector 
investment fund Thessalus, notes that, “Smart investors should focus on pharma 
companies with specialty drugs for orphan diseases in the pipeline, regardless of market 
capitalization; these have greatest future revenue potential.”

Forbes.com, 2017 

CLOSING THE LOOP TO  
IDENTIFY RARE DISEASE

Alnylam Pharmaceuticals has developed an 
Integrated Customer-Patient Data Driven 
Approach that uses claims data and lab results 
to help HCPs identify rare diseases. They 
aggregate the licensed claims data of more than 
250 million lives together with lab results that 
show which practices are testing for symptoms 
like the ones in the rare diseases their drugs 
treat. Artificial intelligence integrates and 
investigates that data to identify possible 
diagnoses or disease accelerations. The team 
can use that targeted specific data to direct field 
and nonpersonal activity just when practices 
most need the support. 

eyeforpharma, 2017

Aceruloplasminemia is a rare genetic disor-
der characterized by the abnormal accumula-
tion of iron in the brain and various internal 
organs. Affected individuals develop neuro-
logical symptoms including cognitive impair-
ment and movement disorders. Degenera-
tion of the retina and diabetes may also 
occur. Symptoms usually become apparent 
during adulthood between 20 and 60 years of 
age. Aceruloplasminemia is caused by 
mutations of the ceruloplasmin (CP) gene. 
This mutation is inherited as an autosomal 
recessive trait. Aceruloplasminemia is 
classified as a Neurodegenerative disorder 
with Brain Iron Accumulation (NBIA). NBIA are 
a group of rare inherited disorders character-
ized by iron accumulation in the brain. 
Aceruloplasminemia is also classified as an 

ACCELERATING  
ORPHAN RESPONSE

https://www.clinicalleader.com/doc/ppd-introduces-rare-disease-and-pediatric-center-of-excellence-0001
http://www.inventivhealthcommunications.com/how-we-think/hxp-blog/patient-finding-approaches-for-rare-disease.html
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DIVIDED 
INTERESTS

11

The merging of PBMs with pharmacies is threatening  
to shift the focus of front line pharmacy staff.

Specialty pharmacy used to be aligned with the interests of patients and 

physicians: get people on drug; keep people on drug. Early reports show that 

shifting with new payer involvement. Consumer-driven ratings can stand in the 

gap — but potentially only for engaged patients.
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A CRITICAL SHIFT IN POWER

Consolidations and M&A activity have created 
healthcare mega insurers. Today, just three 
pharmacy benefit manager companies — 
Express Scripts, CVS, and Optum — handle 75 
percent of all prescription claims. The parent 
companies of these PBMs have also gotten into 
the $100 billion specialty pharmacy market. In 
2007, zero percent of specialty prescriptions 
went through payer-owned specialty 
pharmacies. Today, that number is 60 percent 
and climbing.

The New York Times, 2017 

inVentiv Health, 2017

 

DEALS KEEP COMING

As consolidation in the industry continues to grow, 
other PBMs and pharmacies are likely to be 
teamed up in large, complex organizations. The 
recent Rite Aid and Walgreen deal (since 
rescinded) set up an intriguing rivalry. Quartz 
explained that “[b]uried inside Rite Aid is a bundle 
of pharmacy benefit managers (PBMs). These are 
companies that handle the distribution of drugs 
for large employers, insurance companies, and 
government programs like Medicare. Walgreens 
says that acquiring Rite Aid’s PBMs would help it 
compete with archrival CVS, which controls a large 
and extremely profitable PBM called Caremark.” 
CVS also is now set to be fully integrated with 
mega insurer Aetna. 

Quartz, 2017

11

https://www.nytimes.com/2017/01/09/business/specialty-pharmacies-say-benefit-managers-are-squeezing-them-out.html?_r=0
http://www.inventivhealthcommunications.com/
https://qz.com/636823/big-pharmacies-are-dismantling-the-industry-that-keeps-us-drug-costs-even-sort-of-under-control/
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HOSPITALS WILL BE NEXT

It’s not just PBMs and insurers who are 
interested in the specialty pharmacy business. 
Hospitals are increasingly entering the market. 
Factors motivating the shift included a desire 
to provide more integrated, comprehensive 
care; best meet Accountable Care 
Organization (ACO) integration principles; and 
create new revenue streams. A recent survey 
of the American Society of Health-System 
Pharmacists found that while only 8.7 percent 
of all hospitals had a specialty pharmacy 
operation, larger hospitals were much more 
likely to have a specialty pharmacy. Nearly half 
(47.1 percent) of the hospitals with more than 
600 beds operated a specialty pharmacy. 

wwASHP survey results, 2017 

SPECIALTY IS OUTPACING

While growth of traditional medicines has 
remained largely flat, the specialty market is  
in a time of dynamic growth and innovation.  
A recent study from IMS Health found that the 
specialty growth rate is 23 percent, compared 
with 7.8 percent in traditional medicines. 
Overall, specialty drugs account for 36  
percent of all spending (and growing).

IMSHealth.com, 2016

DIVIDED INTERESTS

http://www.ajhp.org/content/early/2017/07/21/ajhp170228/T1
http://IMSHealth.com, 2016
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ALTERNATIVE 
TO 
ALTERNATIVES

12

The debate about unorthodox treatments is changing this 
year from could it work to will it hurt?

In 2018, the rumblings of criticism about untested alternative treatments and 

therapies will reach a crescendo of backlash from healthcare providers and patient 

advocates alike. Wellness claims will continue to rise, but so will scrutiny of the 

impact and science.
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ALTERNATIVE TO  
ALTERNATIVES

WELLNESS EVERYWHERE

The average town square was once home to a 
bakery, grocery, and hair stylist. Now it’s a 
SoulCycle, juice press, and meditation coach. 
Wellness and alternatives are everywhere from 
the Wellery in Saks Fifth Avenue stores to 
in-office yoga and sleep pods at JP Morgan 
Chase to complete complementary care suites 
in leading hospitals. In Germany, homeopathic 
alternatives are not only covered costs — 
they’re often a prescribed part of care.

PLOS, et al, 2017

PHYSICIAN FRUSTRATION

Doctors have long accepted alternatives as part 
of patients’ self-care, but the newest trends are 
pushing them too far. In one memorable 
editorial, a Toronto-based OB-GYN took on 
Gwyneth Paltrow’s The Goop this way: “Your 
goopshit bothers me because it affects my 
patients. They read your crackpot theories and 
they stop eating tomatoes or haven’t had a slice 
of bread for two years, they spend money on 
organic tampons they don’t need, they ask for 
unindicted testing for adrenal fatigue (and often 
pay a lot via copayments or paying out-of-
pocket), or they obsess that they have systemic 
Candida (they don’t).” 

Huffington Post, 2017

12

http://journals.plos.org/plosone/article?id=10.1371%2Fjournal.pone.0182897
https://www.huffingtonpost.com/entry/an-open-letter-to-gwyneth-paltrow-about-goop_us_59306c52e4b010df62cc6f4f
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COULD PHARMA  
BRIDGE THE GAP?

Pharmaceutical brands are increasingly 
packaging right-sized self and complementary 
care with tested treatments and devices. 
Diabetes device companies like Livongo, 
Telcare, and iHealth package lifestyle support 
services with their glucose meters. Novo 
Nordisk offers a complete Cornerstones4Care 
program to support its insulin brands. Now, 
Conde Nast is offering pharma partners even 
more opportunities to talk about health and 
wellness. Brands can now partner with the 
publisher to co-create custom content to be 
targeted and delivered across their 100 million 
reader portfolio. 

WWD, 2017

NEW DEMAND FOR CLARITY

In Germany, three cancer patients died in June 
2016, shortly after they had sought untested 
alternative treatments from a curative 
practitioner in Bruges-Bracht. The resulting 
public outrage has led an expert group called 
the “Münster Circle” to propose comprehensive 
reform of the medical practitioners called 
naturopaths, saying they give patients the 
wrong impression that doctors and alternative 
practitioners are alternative alternatives. 

Speigel, 2017 
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PHARMA
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http://wwd.com/business-news/media/conde-nast-launches-marketing-division-conde-nast-pharma-10859488/
http://www.spiegel.de/gesundheit/diagnose/heilpraktiker-den-gegenwaertigen-irrsinn-nicht-laenger-hinnehmen-a-1163792.html
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DOCS 

13

Why wait for your family physician when any doctor will do?

Patients are hopping to new points of care for shorter wait times, new approaches 

to treatment, or even just someone who shares their opinion. Even the most loyal 

patient segments are piecing together care from across multiple practices. 

Hospitals and providers are trying new ways to establish relationships, including 

using the voice of their patients.
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MOST LOYAL ARE NOT SO LOYAL

Over five years, Medicare participants interact 
with an average of 2.8 distinct healthcare 
systems. This segment has long been 
considered to be one of the most loyal, but 
today 80 percent seek 30 percent of their care 
outside their “home system.” That represents 
$11,000 in healthcare costs on average.

Advisory.com, Innovation Center, 2017

NO VACANCY

Long wait times to book an appointment with 
a specialist or chosen general practitioner are 
leading many patients to say “any doctor will 
do.” In the U.K., one million people are unable 
to get appointments with GPs in a given week. 
The NHS says these are the longest waits on 
record, representing 47 million occasions 
when patients attempted but failed to secure 
help from their GP, forcing them to give up, try 
again later, or turn to Accident and Emergency 
departments. 

The Telegraph, 2017

13

https://www.advisory.com/research/market-innovation-center/studies/2017/patient-loyalty-opportunity-analysis
http://www.telegraph.co.uk/news/2017/07/06/one-million-patients-week-cannot-get-gp-appointment-statistics/
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AGREE WITH ME

For some, the second opinion they’re looking for is one that agrees with their online 
health sleuthing. David Epstein of ProPublica recently covered new trends in what 
patients demand from their physicians. He wrote, “While he was waiting in the 
emergency department, the executive took out his phone and searched ‘treatment of 
coronary artery disease.’ He immediately found information from medical journals that 
said medications, like aspirin and blood-pressure-lowering drugs, should be the first line 
of treatment. The man was an unusually self-possessed patient, so he asked the 
cardiologist about what he had found. The cardiologist was dismissive and told the man 
to ‘do more research.’ Unsatisfied, the man declined to have the angiogram and 
consulted his primary-care doctor.”

ProPublica and The Atlantic, 2017 

COULD PHARMA BRIDGE  
THE GAP?
Many hospitals, including the University of 
Utah, solicit patient reviews to help consumers 
learn from each other and keep customer 
feedback at the center of their organization. 
The system’s Dr. A. Lorris Betz told Stat News, 
“We now get, and post, roughly 100,000 
reviews a year that are directed toward our 
physicians and their teams.”  That feedback 
has helped them improve almost every aspect 
of care from reducing the handoff of patients 
from one provider to another to reducing 
clinic wait times to helping admitted patients 
get a better night sleep. 

Vivian S Lee, The Stat, 2017

https://www.propublica.org/article/when-evidence-says-no-but-doctors-say-yes
https://www.statnews.com/2017/02/21/patient-reviews-help-improve-health-care/
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THE RISE 
OF THE 
ILLITERATI 

14

What happens when healthcare illiteracy is compounded 
with digital naiveté? A whole new segment of left behind 
patients who need just-for-them interventions and support.

Smart brands are finding new ways to bridge this health-literacy gap and connect 

struggling patients with the accessible tools they need to meet them where they are.
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DOUBLE NEGATIVE

According to research out of the University of 
Texas, around half of adult Americans 
demonstrate low health literacy, while struggling 
to find and use health info. This stat is 
particularly troubling because the study showed 
that this healthcare illiteracy is associated with 
overall poorer health and specific negative 
health outcomes. Additionally, these issues are 
compounded in this digital age as tech-
challenged patients are doubly impacted when 
Health Information Technology (HIT), including 
digital portals, wearable tech, and mobile apps, 
enter the fray.

Journal of Medical Internet Research, 2017 

MIRRORING ACROSS THE POND

In the U.K., the news is either slightly better, or 
slightly worse, depending on the angle. 
Forty-three percent of adults in Britain 
struggle to grasp the health info given to 
them. But once you throw numbers in the mix 
like A1Cs and O2 Sats the illiteracy climbs to 
61 percent. That means that the majority of 
Brits are unequipped to handle even the basic 
information they need to combat and 
overcome their ailments. 

PharmaPhorum.com, 2017

A1Cs? 02 Sats?

Blah Blah Insulin,
Blah Blah Blah Blah,

Blah, Diabetes, Blah Blah
Blood Glucose Levels,

Blah Blah.

14

https://news.utexas.edu/2016/11/29/new-health-literacy-digital-divide
https://pharmaphorum.com/views-and-analysis/health-literacy-elephant-room-patient-engagement/
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HEALTHCARE TRENDS

SPEAKING FLUENT “PATIENT”
Bristol-Myers Squibb has developed a 
Universal Patient Language to help 
communicate complex topics to patients. The 
“UPL” addresses widely voiced concerns 
among consumers and healthcare advocates 
that communications about medicines are not 
designed for an optimal patient experience. 
It’s an open source project that engaged 
patients, caregivers, and advocates for more 
than two years to co-create new principles 
and tools designed to change how our 
industry talks to patients and caregivers to, 
ultimately, better foster learning. 

UPL.com, 2017

CHANGING THE CONVERSATION

Pfizer is working to shine light on the need for 
greater health literacy and bring the 
conversation to the right people. The company 
has a site dedicated to providing tools and 
resources to patients (and their family and 
friends), healthcare professionals, and policy 
makers. It channels the right information, 
statistics and thought leadership to each 
audience, and connects each group with the 
tools they need to succeed.

Pfizer.com/Health/Literacy, 2017

TAKE 
WITH WATER

IS THAT A  
SIP, GULP  
OR A FULL GLASS?

1
2
3

What’s my main problem?

3 important questions to ask at every visit:

What do I need to do?

Why is it important 
for me to do this?

https://www.upl.org
https://www.pfizer.com/health/literacy
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EXPERIMENTAL 
HEALTH

15

From pop culture stars to princes to programmers to 
public policy wonks, everyone seems to be talking about 
improving mental health and well-being. 

Brands both inside and outside of healthcare are developing creative new ways to 

destigmatize these disorders and use facts to weed out fiction. In 2018, look for 

revolutionary new support and solves to take center stage.
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POUNDS FOR PROGRESS

In 2017, the U.K.’s National Health Service (NHS) 
announced expanded funding for mental 
health, investing £35 million in seven mental 
health trusts. They have been given marching 
orders to “trail blaze” new digital services for 
patients and become “Global Digital Exemplars 
for Mental Health.” These trusts aim to develop 
mobile tools for patients that allow them to 
better manage their illnesses, engage family and 
friends for additional support, and improve 
their healthcare professionals’ mobile access to 
their patients’ real-time records.

PharmaTimes.com, 2017 

A MOBILE THERAPY SESSION

Talkspace, the cross-platform digital therapy 
tool, made headlines again in 2017 on several 
fronts. First, the platform is building serious 
momentum and bringing the mental health 
benefits of talk therapy to new audiences. 
With more than half a million users, it’s 
remarkable that more than half have never 
sought traditional therapy. Additionally, the 
interface makes it uniquely positioned to 
address mental health needs emerging from 
our digital world—the company now offers a 
three-month Social Media Dependency 
program focused on helping people overcome 
depression and self-image issues brought on 
by digital peer pressure.  

AdWeek, 2017

15

http://www.pharmatimes.com/news/trail-blazing_trusts_to_invest_70m_in_digital_services_1191331
http://www.adweek.com/blognetwork/talkspace-wants-you-to-combat-social-media-addiction-by-texting-a-therapist/10588
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HIP-HOP SESSIONS
Viceland’s The Therapist show made headlines 
in 2017 by breaking down both the cultural 
and racial stereotypes that can get in the way 
of seeking help for mental health issues. 
Rappers and hip-hop artists including Ice 
Cube and Eminem have historically thrown 
shade at seeking counseling for the trauma of 
“gangsta” life in their lyrics, but this year the 
show featured host Dr. Siri Sat Nam sitting 
down with several rappers, including the late, 
great New York artist Prodigy to flip the script 
on seeking help for mental health. Even the 
master Jay-Z himself has become vocal in 
sharing the help that therapy has afforded 
him in his verse. 

Pitchfork.com, 2017

SHOW AND TELL

According to a 2017 article from the American 
Psychiatric Association, “The ways we show and 
talk about mental health [in media] can help 
reduce stigma if done carefully.” While this rings 
true, the APA also warns that the inverse is also 
fact. Personifying misguided mental health 
stereotypes across TV, film, and other media can 
have devastating consequences to a society’s 
acceptance and support of those struggling with 
mental health issues. With one in five adults 
struggling with a mental health disorder in any 
given year, leveraging media to advance mental 
health is more important than ever. 

American Psychiatric Association, 2017

 

https://pitchfork.com/thepitch/therapy-is-gangsta-hip-hops-views-on-mental-health-are-evolving/
https://www.psychiatry.org/news-room/apa-blogs/apa-blog/2017/08/mental-health-in-media-and-entertainment
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In today’s complex healthcare environment, great ideas alone aren’t 

enough to bring brands to dominance. They need to be tested in the 

fire of the real world; honed by the people who know the molecules 

better than anyone; delivered by those who truly understand what 

your product can become.

 

Syneos Health Communications is the only healthcare communications 

network that is part of a company on the front lines of healthcare.  

We work where your ideas need to work.
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benchmarks, that raise expectations, and ultimately help 

us meet the metric that matters most: engaging more 

people in critical conversations about the changing 

possibilities of healthcare.
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