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Patients as Consumers

Seeking both quality and value, today’s patients are active, empowered consumers, shopping for healthcare as they do hospitality, travel, or e-commerce transactions. Healthcare consumerism
has re-framed the life sciences industry with patients less forgiving of poor service and inconvenient treatment. Biopharma companies that transform their patient programs into shared
partnerships have an opportunity to differentiate their products and gain market advantage.

Consumerism in 2024

Across industries, the gap between what companies
provide and what customers expect keeps widening.

574

of customers think
customer service has
gotten worse in the
last year!

60

of patients say poor
online booking tools
and convoluted call

centers kept them from

making a healthcare
appointment.?

83%

of patients say they
read online reviews.?

83%

of consumers want a
single point of contact
for their healthcare
information needs, a
25% increase since
20214

73%

say a minimum of 4
stars is necessary to
consider a facility or
physician.?

81%

of consumers are
unsatisfied with
their healthcare
experience.®
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What Patients Want

Healthcare patient-consumers want support that is:

Accessible. Patients want to
access their medications and
services more easily and more
quickly than ever before, like
they're accustomed to with an
Amazon or Uber transaction.

Respectful. Trust and respect
have a significant influence
on patient satisfaction and
consumers’ perception of a
quality experience.

Individualized. The patient-
consumer of today expects
more personal attention. They
want customized “me-focused”
service vs. one-size-fits-all
solutions.

Holistic. Beyond getting the
prescription and a website,
patients expect to receive
emotional and well-being
support, especially for rare
diseases, complex conditions,
and new-to-market therapies.

How the Pharma Industry Can Deliver to Healthcare Consumers

Seamless. Patients want help
navigating a disjointed and
complex healthcare system. They
are interested in technology-
enabled tools that can “talk” to
one another, so every encounter
doesn’t feel like the first.

Build trusted relationships with patients

with health coaches such as Clinical Nurse @
Educators or Nurse Navigators who address \Z
patients’ evolving needs.

Personalize each engagement. Because
every patient’s journey is unique, it should
be customized to address adherence risks,
barriers, and communication preferences.
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E Provide a single-point-of-contact for

Andrew’s Journey
Overcome obstacles to access with help
(,:;/) navigating insurance programs and providing

Preference
Daytime video call

Adherence Risk
High risk

Primary Barrier
Dosing regimen

support, with a primary resource who is the

patient’s consistent champion. frictionless opt-in to the patient program.
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Leverage analytics to turn data into \
evidence and insights that drive continuous
improvement of the program over time.

Proactively reach out to begin patient
§i. supportwithin hours or days following the
prescription.
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Adherence Risk
Low risk

Susan’s Journey

Preference
Therapy motivation  Evening phone call

Primary Barrier
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1. Forrester. 2.Hubspot. 3. Patient Engagement

HIT. 4. Huron. 5. Invoca.

Learn more about VMS BioMarketing’s approach to building trusted and customized
relationships with patients.| businessdevelopment@vmsbiomarketing.com
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