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Disclaimer

The views I express today are my own and do not necessarily reflect the 
position or views of my current employer, Eisai Inc, or past employers.
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Transformation in Medical Affairs

A Vision For Medical Affairs in 2025 – McKinsey Report 
Transform and personalize medical engagement:

“Best-in-class Medical engagement will look very different from 
today. The future will see a broad expansion of medical engagement 
across providers, patients, and others—and across a range of 
touchpoints that will be increasingly digital, and designed to 
provide tailored information focused on improving outcome…

Already we are seeing Medical transitioning to a personalized 
approach that seeks to understand physician preferences across 
their entire journeys, and tailors interactions to the individual 
doctor….”

Medical can lead the 
digital transformation 
now….no need to wait 

until 2025! 
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Medical Affairs: 2025 And Beyond



If you don’t like change, you’re going to like 
irrelevance even less
G E N E R A L  E R I C  S H I N S E K I ,  U S  A R M Y
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US Healthcare Landscape Continues to Evolve and COVID-19 Has 
Accelerated Demand for Digital Content and Engagement 

6

Physicians are evolving the way they access information and are embracing the 
convenience of digital channels that provide education on demand. 

3 billion people active 
on social media, 
including >80% of HCPs. 
(↑13% per year)

Of medical professionals 
complain about generic 
digital content and want
- Personalized, 
- Clear, &
- Bite size content

3 
billion

HCPs spend 180 
min/week online for 
education and use 
mobile devices for 
information 10X day

10X/ 
day

Global COVID-19 driven digital adoption rates have covered decades in 
days



7CONFIDENTIAL. FOR INTERNAL USE ONLY. DO NOT DISTRIBUTE.

7

Time Is Precious (“Bite size” attention span)

March 2015 Times Article Science:

12 
SECONDS

8
SECONDS

AVERAGE HUMAN 
ATTENTION SPAN

2000

AVERAGE HUMAN 
ATTENTION SPAN

TODAY

Content Development & Communication
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Time Is Precious

YOU NOW HAVE A SHORTER ATTENTION SPAN THAN A GOLDFISH  OR ???March 2015 Times Article Science:

12 
SECONDS

8
SECONDS

AVERAGE HUMAN 
ATTENTION SPAN

2000

AVERAGE HUMAN 
ATTENTION SPAN

TODAY

AVERAGE ATTENTION 
SPAN

GOLDFISH

Content Development & Communication
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1
0

The medical affairs mission and value 
proposition in the current oncology 
environment
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THE MEDICAL AFFAIRS ‘HOUSE’

Medical Affairs 
Professional 
Society 
(MAPS 2020)



12CONFIDENTIAL. FOR INTERNAL USE ONLY. DO NOT DISTRIBUTE.

MEDICAL AFFAIRS KEY ACTIVITIES TO DEVELOP CONTENT FOR PIPELINE PRODUCTS
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The future calls for a change in the way we approach 
Product Development, Launch, & Content Leadership

Medical Affairs Functions are positioned to serve our patients by communicating about scientific 
relevant information with KOLs & our stakeholders and helping enable improved outcomes  
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Medical Affairs Created Content
SINGLE SOURCE OF TRUTH

SCIENTIFIC & 
CLINICAL 
KNOWLEDGE / 
DATA 

SCIENTIFIC 
COMMUNICATION 
PLATFORM & 
NARRATIVE

TARGET 
PRODUCT 

PROFILE
(TPP)

INSIGHTS & 
DATA GAP 
ANALYSIS

(DGA)

MEDICAL AFFAIRS 
–

SINGLE SOURCE 
OF TRUTH
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MEDICAL AFFAIRS KEY ACTIVITIES TO DEVELOP CONTENT FOR PIPELINE PRODUCTS

Phase 1
Data: Preclinical & Phase 1

Epi
RWE
IIS

Insights:  Stakeholders 
P's: KOLs, Payers, etc.

Data Gap Analysis (DGA)
TPP +\- Added Value 



18CONFIDENTIAL. FOR INTERNAL USE ONLY. DO NOT DISTRIBUTE.

Medical Affairs Created Content
SINGLE SOURCE OF TRUTH
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Today’s Diverse Stakeholders “7+ P’s”
(From 5 P’s: Patient, Professional, Payer, Provider, Policy Maker)

Our ability to impact a better outcome for patients requires a better understanding of 
our stakeholders for more targeted content development & communication.

Provider

Prescriber

Pharmacist

Nurse / PA

Payer

Patient/Patient  
Advocate/DOL/
POL/Influencers

Policy 
Maker

Policy 
Function

Patient 
Advocacy
Function
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Insight centralization, AI data analysis, and Actionable Insight Tracking

AI
Categorization
,
Trends, 
Sentiments

Leadership
Medical, 
R&D, etc.
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Insight centralization, AI data analysis, and Actionable Insight Tracking

AI
Categorization
,
Trends, 
Sentiments

Leadership
Medical, 
R&D, etc.
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Insights Collection, Analysis, AI, Dashboards

The end-game is to have insights available globally in real-time across the company.



Patients can and should be involved throughout the medicine 
development life cycle – including content & data dissemination1

1Geissler J, Ryll B, di Priolo SL, Uhlenhopp M. Improving Patient Involvement in Medicines Research and Development: A Practical 
Roadmap. Ther Innov Regul Sci. 2017;51(5):612–619. doi:10.1177/2168479017706405, and at www.eupati.eu

Research 
Priorities

Research Design 
and Planning

Research Conduct 
and Operations

Dissemination, 
Communication, 
Post-approval

Setting Research 
Priorities

Protocol 
Synopsis

Design of 
Protocol

Trial Steering 
Committee

Investigators 
Meeting

Data & 
Safety 
Monitoring 
Committee

Regulatory 
Affairs

Information 
to Trial 
Participants 

Fundraising for 
Research

Practical 
Considerations

Patient 
Insights &
Information

Informed 
Consent

Ethical 
Review Study 

Reporting 

Health Technology Assessment 

Post-study 
Communication



25CONFIDENTIAL. FOR INTERNAL USE ONLY. DO NOT DISTRIBUTE.

DATA GAP ANALYSIS (DGA) STEPS

IDENTIFY GAPS
across tumor type 

and regions

PRIORITIZE
Timeline 

(needed by..)

STRATEGIES TO 
ADDRESS
(IIS, RWE, 

Co-sponsored, 
etc.)

IDENTIFY
Stakeholders to 
lead and secure 

budget

EXECUTE

Multi-
geographic / 
multi-
disciplinary 
Meeting to identify 
data gaps q 6 mo.

Example:  WebEx, 
Within 3 Platform
“What do you want to 
say that you can’t with 
the current data?”

Strategies to Execution (first gap then study type)

Global 
Ranking

Feedback from External Stakeholders
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MEDICAL AFFAIRS KEY ACTIVITIES TO DEVELOP CONTENT FOR PIPELINE PRODUCTS

Phase 2
Data: Preclinical, Phase 1 & 2

Epi
RWE & IIS
Insights - Stakeholders P's: KOLs, Payers, etc.
Data Gap Analysis (DGA)

TPP +\- Added Value
Scientific Communication Platform ->   

Scientific/Clinical Narrative 
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Medical Affairs Created Content
SINGLE SOURCE OF TRUTH
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KNOWLEDGE / 
DATA 
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TARGET 
PRODUCT 

PROFILE
(TPP)
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SCIENTIFIC / CLINICAL 
NARRATIVE:
Concise well-constructed, 
statement of the most 
important & valued 
clinical features for the 
patient
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MEDICAL AFFAIRS KEY ACTIVITIES TO DEVELOP CONTENT FOR PIPELINE PRODUCTS

Phase 3
Data: Preclinical, Phase 1, 2, 3

Epi
RWE & IIS  

Insights - Stakeholders P's: KOLs, Payers, etc.  
Data Gap Analysis (DGA)
Above drives Marketing Message (1 way street)

TPP > Draft label
Data Gap Analysis for gaps in content
Education & Communication
Digital Omnichannel
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Transforming the External Stakeholders’ Experience

Clinical 
Value 

SCIENTIFIC
PLATFORM (SCP) 
& NARRATIVE

OMNICHANNEL
ENGAGEMENT

What is the latest 
science and clinical 

data?

How does this 
impact clinical 

practice?

EDUCATIONAL 
CONTENT

Scientific 
Value

Supporting
evidence

INCORPORATE
EXPERT 

INSIGHTS

Patient 
Focus
Why is it 
relevant 

to the 
patient?

Digital
Content --
Bite size,
Personalized, 
Clear
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Omnichannel
Medical should partner in the company &/or be one of the leaders 
of omnichannel content development & communication

Face to Face 1:1
Group Meeting 

Email
Remote Virtual 1:1

Remote Group/Webcasts
Digital Pub, Podcast, Infographics

DOL ID/Engagement

Best use of 
each channel 

based on 
analytic data 

and HCP 
personalization 

HC
P 

Se
gm

en
ta

tio
n/

Pe
rs

on
as

Webinar
Podcast etc.

Infographic 
summary

Social media reach
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Thank you

38
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