CONTENTS

DISCIAIMET . e e e e e e e (v)
ACKNOWIEAGEMENTS .....eeiiiiiiiiieee e (vii)
[ (] =01 (ix)
PART I: THE PowWER oF DESIGN THINKING 1-20

Chapter 1: Introduction: Why Design Thinking? 4
1.1 The Evolving Landscape of Pharma Marketing 4
1.2 Limitations of Traditional Approaches 6
1.3 The Promise of Design Thinking 8

Chapter 2: Understanding Design Thinking 10
2.1 Core Principles and Philosophy 11

2.2 Empathy at the Forefront: Understanding User Needs in Pharma
Marketing 14

2.3 The lterative Process: Prototyping and Testing in Pharma Marketing 16
2.4 Design Thinking vs. Traditional Marketing 19

PART lI: THE DEsiGN THINKING PROCESS FOR PHARMA 21-74

Chapter 3: Empathizing with Stakeholders 28
3.1 Identifying Key Personas: Patients, Physicians, Payers 31
3.2 Conducting User Research: Interviews, Surveys, Observations 33
3.3 Building Empathy Maps: Understanding Needs and Pain Points 36

Chapter 4: Defining the Problem Statement 40
4.1 Framing the Challenge Through User Insights 43
4.2 Moving Beyond Product Focus: Addressing Patient Journeys 46
4.3 Ensuring Regulatory Compliance 49

Chapter 5: Ideation and Creative Exploration 52
5.1 Brainstorming Techniques for Pharma Marketers 55
5.2 Fostering a Collaborative Environment 58
5.3 Thinking Outside the Box: Challenging Assumptions 61



(xii) Contents

Chapter 6: Prototyping and Testing Solutions 64
6.1 Low-Fidelity Prototypes for Rapid Feedback 67
6.2 Testing with Target Audiences: Gather User Feedback 70
6.3 Refining and lterating Based on Insights 73

PART lll: DESIGN THINKING IN ACTION:
BeNEFITS FOR PHARMA MARKETERS 75-124

Chapter 7: Patient Engagement and Adherence Programs 80
7.1 Design Thinking Solutions for Medication Management 83
7.2 Addressing Non-Adherence Challenges 86
7.3 Case Study: Company X’s Design-Thinking Approach to Patient
Adherence 88
Chapter 8: Developing Effective Communication Materials 91
8.1 Crafting Patient-Centric Messaging 96
8.2 Designing Clear and Accessible Information Resources 99
8.3 Case Study: Company Y’s Design Thinking for Patient Education
Materials 102
Chapter 9: Building Strong Brand Experiences 105
9.1 Creating a Holistic Patient Journey 108
9.2 Leveraging Design Thinking for Brand Differentiation 113

9.3 Case Study: Company Z’s Design Thinking for a Patient
Support App 120

PART IV: CuLTIVATING A DESIGN-THINKING CULTURE 125-170

Chapter 10: Fostering a Collaborative Team Environment 130
10.1 Overcoming Silos Between Departments 134
10.2 Building Design Thinking Skills within the Team 137
10.3 Implementing Design Thinking as a Standard Practice 141
Chapter 11: Integrating Design Thinking with Regulatory
Requirements 145
11.1 Navigating Compliance Challenges 149
11.2 Balancing Innovation with Regulatory Constraints 152

11.3 Case Study: Company A’'s Approach to Design Thinking and Regulatory
Compliance 155



Contents | (xiii)

Chapter 12: Measuring the Success of Design Thinking Initiatives 158
12.1 Defining Success Metrics for Patient-Centric Goals 162
12.2 Tracking ROl and Impact on Brand Performance 165
12.3 Buidling a Culture of Continuous Improvement 168

PART V: THE FuTuRE OF PHARMA MARKETING WITH
DEsIGN THINKING 171-255

Chapter 13: The Future of Pharma Marketing with Design Thinking 175
13.1 Emerging Trends in Design Thinking in Pharma 179
13.2 Leveraging Design Thinking in Digital Health Solutions 182
13.3 Personalization and Tailored Communication Challenges 185
13.4 Envisioning the Future of Patient-Centered Marketing 187

Chapter 14: Augmenting Design Thinking: The Power of Al 190
14.1 Introduction: How Al is Transforming Design Thinking 193
14.2 Benefits of Al-Powered Design Thinking 196
14.3 Challenges and Considerations 199
14.4 The Future of Al in Design Thinking 201
14.5 Examples of Al-Powered Design Thinking in Pharma 204

Chapter 15: Conclusion: Design Thinking as a Competitive

Advantage 207
15.1 The Power of Putting Patients First 210
15.2 Unlocking Innovation and Growth in Pharma Marketing 213
15.3 Real-World Examples and Case Studies 216

e Case Study #1: PillPack Revolutionizes the Pharmacy Experience
Through A Design-Thinking Approach! 217

e Case Study #2: Bristol-Myers Squibb Enhances Patient Experience for
their New Cancer Treatment, Opdivo, through A Design Thinking
Approach! 220

e Case Study #3: Stanford Hospital Uses Design Thinking Approach to
Improve Patient Experience! 224

o Case Study #4: Pfizer Integrates Design Thinking into its Innovation
Process! 227

e Case Study #5: Novo Nordisk Teams Up with Designit, a Strategic
Design Firm, to Implement Design Thinking as a Strategy to Enhance
Innovation and Problem-Solving! 230



(xiv)

Contents

Case Study #6: Mayo Clinic applies design thinking to enhance patient
experience! 234

Case Study #7: Mayo Clinic uses design thinking to create a mobile
app that improves patient engagement and experience! 236

Case Study #8: Worldwide Breast Cancer (WBC) uses design thinking
to develop patient-centered communication tools! 239

Case Study #9: Dr. Reddy’s partners with Co-Design to create Patient-
First packaging! 242

Case Study #10. GE Healthcare designs a child-friendly MRI scanner
using a design thinking approach! 246

Case Study #11. Oral-B leverages design thinking and upgrades its
electric toothbrushes! 249

Case Study #12. Kaléo uses design thinking to improve their AUVI-Q
injection user experience! 252

Epilogue: A Future of Shared Journeys 257-258

Key Takeaways from Patient-Centric Marketing 259-260

Glossary 261-264
Staying Ahead in a Competitive Landscape 265-267
References 269-270

About the Author 271-272



