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PSP的轉捩點：改變病患體驗的3種途徑
病患支持計畫(Patient Support Program，簡稱PSP)提供服務，在整個治療過程中為病人和照護者提供支持，目的是改善结果以及病人和消费者的满意度。PSP實務能力的設計目的在於改善病人在開始和持續接受治療時所遇到的典型碎片化、混亂的體驗。但最近的產業研究發現，總體而言，59%的病人不知道有支持其治療的服務，而在那些知道的病人中，只有3%的人在使用這些支持。此外，ZS的《2024 Future Health》報告中，19%的全球消費者表示，難以獲得醫療照護是獲得高品質醫療照護的最大障礙。
病患需要幫助應對當今醫療照護的複雜性
  對病患而言，治療方案變得越來越複雜，而專科藥品的成長也伴隨著繁瑣且混亂的開始路徑。醫療服務提供者面臨估計或了解病人對他們互動的感受是否感到沮喪的挑戰；在ZS最近的一項研究中，超過84%的全球醫療保健提供者（healthcare providers，簡稱HCP）聲稱病人仰賴他們了解檢測結果和其他健康指標。我們也觀察到世代的轉變，年輕病人更有可能對醫療保健生態系統感到不滿，62%的年輕美國消費者表示，「我覺得醫療保健系統不關心像我這樣的人。」PSP的目的在應對這些挑戰。
對於HCP和辦公室工作人員來說，福利驗證和事先授權的行政負擔減少了他們可以分配給治療病人臨床需求的時間和資源。我們的研究顯示這些挑戰是多麼普遍，在ZS最近的一項研究中，72%的全球HCP聲稱花更多時間與病人相處對於改善整體醫療體驗很重要，74%的美國HCP聲稱更簡單的計費和保險流程將改善整體醫療體驗。
PSP團隊、病例管理者和其他人員為改善病患體驗所做的努力受到陳舊的工作流程的阻礙，這些工作流程仍然是高度手動的、各自為政，並且依賴於不斷變化的保險覆蓋規則。
病患支持計畫可改變醫療照護體驗
鑒於醫療照護服務面臨的這些挑戰，人們更加重視提升PSP實務能力，以推動更具吸引力的病患體驗。我們認為PSP正處於一個重要的轉捩點。
[image: ]一旦製藥企業認識到PSP實務能力是提高病人依從性和成效的關鍵，常見的問題是：從哪裡開始？許多企業直接跳到解決方案，購買或建構數位產品和個人化工具。我們的經驗顯示，要為企業和病患帶來持久而顯著的影響，就必須從全面性的計畫角度出發，並採取專注、實在的努力，使PSP的實務能力現代化。圖1中總結的ZS病患支持計劃轉型架構可幫助企業根據其計劃在12個維度上的當前成熟度和成功度進行規劃。
根據我們的經驗，有三種途徑可協助生命科學企業透過優先投資提升PSP實務能力和病患體驗，從而帶領成功的PSP轉型。
所有PSP投資都應符合以病患為中心的願景與策略。無論採用何種途徑，定義這個願景都是所有PSP實務能力投資的開始。
途徑1：透過技術和分析領先
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自動產生的描述]以技術和分析為導向的企業開始PSP轉型之旅時，會將透過技術和資料能力提升體驗的願景化為具體的行動。這些企業規劃其PSP技術架構，以在未來的競爭中勝出，並系統地團結其業務夥伴，讓他們看到投資這些能力對業務的影響和好處。雖然技術和資料能力通常被視為體驗的賦能因素，但這些企業利用數位技術平台和集成資料源作為策略槓桿，以差異化病患體驗。
選擇這種以技術和分析導向的轉型路徑的企業在開始轉型之旅之前應考慮以下問題：
· 你的公司對於病患體驗的願景與使命是否受益於數位技術和資料能力的進步？
· 你的PSP技術架構是否靈活且可擴展，或者你是否願意開發一個可以隨著時間的推移而擴展以納入新技術的模組化架構？
· 你的公司是否具備所需的實務能力和基礎設施，或者你是否準備好投資這些實務能力，以根據第一方PHI (Protected health information，簡稱PHI) 資料採取行動以產生洞察力？
· 你是否願意投資資料源，並開發先進的資料科學與分析技術？
· 你是否有適當的基礎設施和流程，可將分析和洞察力整合到病患深入互動的活動中？
遵循這種以技術和分析為導向途徑的企業應該接受以下的學習和指導原則：
利用自身資料的價值。善用第一方資料的價值，並與第二方和第三方資料來源集成，以全面了解病患體驗。
為長期規劃資料管理能力，達到預期之外的規模。建立PHI環境，使其有能力擴充至連續的品牌和治療領域；擁有擴充技術平台所帶來的低邊際成本優勢。
從分析用例的小規模開始，並執行試用。從一、二個使用個案開始，執行原型以證明對病患的影響，並在生產中試用這些功能。試圖解決多個品牌的多個用例通常需要太多的改變。相反地，從小處著手並以可持續的速度擴展可以產生更大、更持久的影響。
在整個業務範圍積極傳達影響措施。定期分享PSP實務能力對病人和其他利害關係人的影響措施。這樣可以持續將重點放在推動影響上，並在整個企業內建立起轉型的動力。
與行銷部門緊密合作，對病患旅程產生端對端的影響。透過組成跨品牌、營運、醫學與法律、行銷與病患服務的跨職能計畫團隊，成為專家級的合作夥伴。隨著PSP轉型的規模擴大，行銷是將新內容和上游（處方前）參與融入病患體驗的關鍵合作夥伴。
途徑2：以服務設計和業務流程為重點
追求設計與流程途徑的企業在開始其PSP轉型時，會精心設計一個令人信服且可行的願景與策略，並以此作為其服務與業務流程設計的依據。走在這路徑上的組織採用整體的「體驗即產品」方法，以病患為中心的成功因素取代傳統的商業成功框架，重新思考病患服務，將其視為體驗轉型的工具。
選擇這種設計和流程轉型途徑的企業在開始轉型之旅之前，應考慮以下問題：
· 你是否願意重新考慮你的夥伴關係模式，以更好地控制服務和流程的設計和兌現？
· 你是否願意重新設計業務流程和交接方式，讓病患在不同的渠道和旅程階段都能享有無縫的體驗？
· 你是否願意建立或改善你的資料環境，以實現數位化服務的無縫資料蒐集與資料處理？
· 你是否有合適的團隊或合作夥伴，可以設計具有現代使用者體驗和使用者介面元件的數位化服務，以改善病患體驗？
從這個設計和流程途徑開始的企業應該接受以下這些學習和指導原則：
設計具有同理心和關注病人需求的服務。服務的設計應基於對不同病人角色和治療旅程的高接觸點的仔細分析；在沒有分析病人需求的情況下，不要以為你了解病人的需求。
透過數位接觸點的資料收集改善服務。利用洞察和反饋為計劃設計和實施提供資訊，使用數位技術加強病患參與和教育。決定如何在適當的時間透過各種渠道傳遞正確的訊息。
採用整體的「體驗即產品」願景來轉變PSP計劃。將筞略決策錨定在其對病患體驗和結果的預期影響上。以數據證明不佳的病患體驗如何會造成不佳的商業成果，以凝聚對願景的支持。
定義正確的協作策略。與外部利害關係人（包括病人、醫療服務提供者商和支付方）建立強大的協作網絡。特別注重與主要利害關係人建立策略夥伴關係，以建立明確的溝通和反饋機制。利用協作網絡為計劃設計和實施提供資訊。
建立流程和機制，使PSP功能自動化。優先開發標準化和可擴展的業務流程和程序，以確保一致和高效的兌現。專注於優化計劃的完成流程，利用自動化和技術簡化計畫的實施，並建立強大的品質保證和控制機制，以確保計畫的有效性和效率。
途徑3：工作方式：以策略和運營模式為導向
在「工作方式」的途徑上的組織透過在整個企業內建立一種以目標為導向、以病人為中心的文化，並以與PSP願景一致的「北極星」開始他們的PSP轉型之旅。接下來，他們建立靈活、跨職能的團隊和流程，並利用先進的基礎設施進行內部知識共享、溝通和協作。這些企業投資於資料驅動的決策能力，並不斷尋求反饋，以反覆運算和改進病患服務的提供。
選擇「工作方式」轉型途徑的企業應該在開始轉型之旅前考量下列問題：
· 你是否願意重組PSP團隊的結構和治理，以符合PSP的願景和實務能力，並提升病患體驗？
· 整個企業是否有一種以資料為導向、以病患為中心的文化，這種文化以領導力為起點，具有問責制？如果沒有，你願意打破現狀創造一個嗎？
· 你是否願意實施流程並建立新團隊，以加強病人接觸點之間的協調，以打破職能孤島？
· 你是否願意投資培訓人員，使其具備企業內部新運營模式所需的角色和技能？
以「工作方式」途徑開始的企業應考量以下經驗教訓和指導原則：
確定整個企業的當前文化與期望的文化。評估企業當前的文化契合度和準備情況，並確定需要增加哪些特徵，才能實現轉型為以病患為中心的文化的願景。專注於企業的接受，以一種感覺被賦權而不是被迫的方式實現轉變。
採用敏捷、統一和跨職能的工作方式。擺脫傳統的企業結構，擁抱敏捷性和產品思維，將策略、執行、資料和洞察力结合在一起，像反應品牌一樣清晰、廣泛地反映病人。
建立一個以病患為中心的賦權團隊，促進以病人為中心。建立跨職能、以病患為中心的團隊，明確定義角色和職責，透過先進的資料驅動洞察力提供變革性的病患體驗。適應變化，強調創新和自動化，以確保品質和速度。
制定全面且可操作的利害關係人管理計劃。設計計劃，捕捉能激發利害關係人興趣的轉型要素，並注意利害關係人採用的主要障礙。此計劃應概述溝通和提升技能的步驟。
任何途徑都可以改善病患支持計劃
每種途徑都能成功引導組織提升、創新和轉變其PSP實務能力，而且每種途徑都為企業帶來機會，讓他們能夠大膽、持續地改善病人的支持體驗。根據我們的經驗，生命科學企業可以藉由清晰的願景和擁抱未來的機會，在這些途徑中獲得切實、持續的進展。總體而言，我們在每種途徑中都獲得成功。無論重點是最大化第一方資料和可擴展技術的價值、簡化合作夥伴關係和業務流程，還是在整個企業中發展新的工作方式，每一項都可以對改善病患體驗產生可衡量的影響。
(資料來源：ZS)



- 1 -

image1.emf



Subscribe
Our best insights in your inbox.



Enter your email



Industries Solutions Products Who we are Insights



ZS Careers



Back To Top



Patient support programs (PSPs) provide services to support patients and



caregivers across the treatment journey with the goal of improving



outcomes and patient and consumer satisfaction. PSP capabilities are



designed to improve the typically fragmented, confusing experiences



patients encounter while starting and staying on therapy. But recent industry



research found that in aggregate, 59% of patients were unaware of support



for their treatment, and of those who were aware, only 3% were using that



support. In addition, 19% of global consumers in ZS’s 2024 Future of Health



report state difficulty in accessing medical care as the biggest barrier to high-



quality healthcare. 



Patients need help navigating the complexity of healthcare today



For patients, treatment regimens are becoming increasingly complex, and



the growth of specialty pharmaceuticals has been accompanied by a



burdensome and confusing path to start. Providers are challenged to



estimate or understand how frustrated their patients may be feeling about



their interactions; upwards of 84% of global healthcare providers (HCPs) in a



recent ZS study claim patients rely on them to understand test results and



other health metrics. We are also observing a generational shift where



younger patients are more likely to feel dissatisfied with the healthcare



ecosystem, with 62% of younger U.S. consumers stating, “I feel like the



healthcare system doesn’t care about people like me.” PSPs are designed to



address these challenges.



 



For HCPs and office staff, the administrative burden of benefits verification



and prior authorization reduces the time and resources they can allocate to



treating patients’ clinical needs. Our research shows how pervasive these



challenges are, with 72% of global HCPs in a recent ZS study claiming



spending more time with patients is important to improve the overall



healthcare experience, and 74% of U.S. HCPs claiming an easier billing and



insurance process will improve the overall healthcare experience.



 



The efforts of PSP teams, case managers and other personnel to improve the



patient experience are hindered by antiquated workflows that remain highly



manual, siloed and dependent on constantly changing coverage rules.



Patient support programs can transform healthcare experiences



Given these challenges in healthcare delivery, there is a heightened focus on



elevating PSP capabilities to drive a more compelling patient experience. We



believe PSPs are at a major turning point.



 



Once pharma organizations recognize PSP capabilities as a key to improving



patient adherence and outcomes, the common question is: Where to start?



Many organizations jump straight to solutions, buying or building digital



products and personalization tools. Our experience shows that lasting,



significant impacts for businesses and patients require a comprehensive



program perspective and focused, tangible efforts to modernize PSP



capabilities. The ZS patient support programs transformation framework



summarized in Figure 1 helps organizations plan based on the current



maturity and success of their program across 12 dimensions.



In our experience, three pathways have helped life sciences organizations



lead successful PSP transformation by prioritizing investments to elevate PSP



capabilities and the patient experience.



All PSP investments should align to a patient-centric vision and strategy.



Defining this vision—one that is impact-focused and patient-centric—



regardless of the pathway, is a step that should mark the beginning of all PSP



capability investments. 



Pathway 1: Leading through technology and analytics



Organizations leading through technology and analytics begin the PSP



transformation journey by translating their vision for elevating the



experience through technology and data capabilities. These organizations



map out their PSP technology architecture to win in the future and



systematically rally their business counterparts to see the business impact



and upside of investing in these capabilities. While technology and data



capabilities are typically seen as enablers of the experience, these



organizations leverage digital technology platforms and integrated data



sources as strategic levers to differentiate the patient experience.



 



Organizations selecting this technology and analytics-led transformation



pathway should consider the following questions before beginning their



transformation journey:



Organizations following this technology and analytics-led pathway should



embrace these learnings and guiding principles:



 



Leverage the value of your own data. Capitalize on the value of first-party



data and integrating data with second- and third-party sources to see a full



view of the patient experience.



 



Plan data management capabilities for the long term, with
unanticipated scale. Set up a PHI environment with capabilities to scale to



successive brands and therapeutic areas; embrace the low marginal cost



advantages that come from scaling technology platforms.



 



Start small with analytics use cases and execute pilots. Start with one or



two use cases, execute prototypes to prove patient impact and pilot the



capabilities in production. Trying to solve multiple use cases across multiple



brands is often too intensive of a change. Rather, starting small and scaling



at a sustainable pace can lead to greater and more lasting impacts.



 



Communicate impact measures actively across the business. Routinely



share impact measures the PSP capabilities are having on patients and other



stakeholders. This keeps the focus on driving impact and builds



organizationwide momentum around the transformation.



 



Partner closely with marketing to have end-to-end impact on the
patient journey. Become expert collaborators by forming cross-functional



program teams that span brand, operations, medical and legal, marketing



and patient services. As the PSP transformation scales, marketing is a key



collaborator to embed new content and upstream (pre-prescription)



engagement into the patient experience. 



Pathway 2: Leading with service design and business process
focus



Organizations pursuing the design and process pathway begin their PSP



transformation by crafting a compelling, actionable vision and strategy that



informs the design of their services and business processes. Organizations



on this pathway adopt a holistic “experience as the product” approach—one



where traditional commercial framings of success are replaced with patient-



centric success factors—to rethink patient services as tools for experience



transformation.



 



Organizations selecting this design and process transformation pathway



should consider the following questions before beginning their



transformation journey:



Organizations starting on this design and process pathway should embrace



these learnings and guiding principles:



 



Design services with empathy and attention to patient needs. Services



should be designed based on careful analysis of high-touch points for



different patient personas and treatment journeys; do not assume you



understand patient needs without first analyzing them.



 



Improve services through data collection of digital touch points.
Leverage insights and feedback to inform program design and



implementation, using digital technologies to enhance patient engagement



and education. Determine how to deliver the right message at the right time



through each channel.



 



Adopt a holistic “experience as a product” vision to transform PSP
initiatives. Anchor strategic decisions in their anticipated impact on patient



experiences and outcomes. Rally support around the vision by



demonstrating with data how poor patient experiences can create poor



commercial outcomes.



 



Define the right collaboration strategy. Build strong collaborative



networks with external stakeholders, including patients, healthcare providers



and payers. Put special focus on creating strategic partnerships with key



stakeholders to establish clear lines of communication and feedback



mechanisms. Leverage collaborative networks to inform program design and



implementation.



 



Establish processes and mechanisms to automate PSP capabilities.
Prioritize development of standardized and scalable business processes and



procedures to ensure consistent and efficient delivery. Focus on optimizing



program delivery processes, leverage automation and technology to



streamline program implementation and develop strong quality assurance



and control mechanisms to ensure program effectiveness and efficiency.



Pathway 3: Ways of working: Leading with strategy and
operating model



Organizations on the “ways of working” pathway begin their PSP



transformation journey by establishing a purpose-driven, patient-centric



culture across the organization with a “North Star” aligned with the PSP



vision. Next, they create nimble, cross-functional teams and processes that



leverage advanced infrastructure for internal knowledge sharing,



communication and collaboration. These organizations invest in enabling



their data-driven decision-making capabilities and continuously seek



feedback to iterate and improve the delivery of patient services. 



 



Organizations selecting the “ways of working” transformation pathway



should consider the following questions before beginning their



transformation journey:



Organizations starting on the “ways of working” pathway should consider the



following lessons and guiding principles:



 



Identify current versus desired culture across the organization. Assess



current cultural fit and readiness of the organization and determine what



added characteristics are needed to achieve the vision of transforming to a



patient-centric culture. Focus on organizational buy-in to enable the shift in a



way that feels empowered rather than forced.



 



Adopt agile, unified and cross-functional ways of working. Move away



from legacy corporate structures and embrace agility and a product mindset



to tie strategy, execution, data and insights together to reflect the patient as



clearly and as broadly as they do the brand.



 



Establish an empowered, patient-focused team to promote patient
centricity. Create cross-functional, patient-centric teams with well-defined



roles and responsibilities all aligned to deliver transformational patient



experiences powered by advanced data-driven insights. Adapt to changes



with a strong focus on innovation and automation to ensure quality and



speed.



 



Develop a comprehensive and actionable stakeholder management
plan. Design plans that capture elements of the transformation that are



exciters for stakeholders, noting key barriers for stakeholder adoption. This



plan should outline steps for communication and upskilling.



Any pathway can improve patient support programs



Each pathway can successfully guide organizations to elevate, innovate and



transform their PSP capabilities, and each poses an opportunity for



organizations to make a bold, sustained impact to improve the support



experience for patients. In our experience, life sciences organizations can



make tangible, sustained progress across these pathways by leading with a



clear vision and embracing the opportunities ahead. Overall, we’ve seen



success in each pathway. Whether the focus is on maximizing value from



first-party data and scalable technology, streamlining partnerships and



business processes or evolving to new ways of working across the



organization, each can have a measurable impact on improving the patient



experience. 



FIGURE 1: The ZS PSP transformation framework



FIGURE 2: Pathways to PSP success



Does your organizational vision and mission for patient experience



benefit from advances in digital technology and data capabilities?



Is your PSP technology architecture flexible and scalable or are you



willing to develop a modular architecture that can be expanded over



time to incorporate new technologies?



Does your organization have the required capabilities and
infrastructure or are you are ready to invest in these capabilities to act



on first-party PHI data to generate insights?



Are you willing to invest in data sources and develop advanced data
science and analytics techniques?



Do you have the right infrastructure and processes in place to



integrate analytics and insights into patient engagement activities?



Are you willing to rethink your partnership models to have better



control over the design and delivery of services and processes?



Are you willing to redesign business processes and handoffs to make



the patient experience seamless across channels and journey phases?



Are you willing to set up or improve your data environment to enable



seamless data collection and data processing of digitized services?



Do you have the right teams or partners who can design digitized



services with modern user experience and user interface components



for improved patient experiences? 



Are you willing to reorganize the structure and governance of the PSP



teams in alignment with the vision and capabilities of the PSP and



enhance the patient experience?



Is there a data-driven, patient-centric culture throughout the



organization with accountability that starts with leadership? If not, are



you willing to break the status quo to create one?



Are you willing to implement processes and build new teams to



enhance coordination across patient touch points to break down



functional silos?



Are you willing to invest in training people for roles and skill sets
required for the new operating model within the organization?
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Patient support programs (PSPs) provide services to support patients and caregivers across the treatment journey with the goal of improving outcomes and patient and consumer satisfaction. PSP capabilities are designed to improve the typically fragmented, confusing experiences patients encounter while starting and staying on therapy. But recent industry research found that in aggregate, 59% of patients were unaware of support for their treatment, and of those who were aware, only 3% were using that support. In addition, 19% of global consumers in ZS’s 2024 Future of Health report state difficulty in accessing medical care as the biggest barrier to high- quality healthcare.  Patients need help navigating the complexity of healthcare today For patients, treatment regimens are becoming increasingly complex, and the growth of specialty pharmaceuticals has been accompanied by a burdensome and confusing path to start. Providers are challenged to estimate or understand how frustrated their patients may be feeling about their interactions; upwards of 84% of global healthcare providers (HCPs) in a recent ZS study claim patients rely on them to understand test results and other health metrics. We are also observing a generational shift where younger patients are more likely to feel dissatisfied with the healthcare ecosystem, with 62% of younger U.S. consumers stating, “I feel like the healthcare system doesn’t care about people like me.” PSPs are designed to address these challenges.  For HCPs and office staff, the administrative burden of benefits verification and prior authorization reduces the time and resources they can allocate to treating patients’ clinical needs. Our research shows how pervasive these challenges are, with 72% of global HCPs in a recent ZS study claiming spending more time with patients is important to improve the overall healthcare experience, and 74% of U.S. HCPs claiming an easier billing and insurance process will improve the overall healthcare experience.  The efforts of PSP teams, case managers and other personnel to improve the patient experience are hindered by antiquated workflows that remain highly manual, siloed and dependent on constantly changing coverage rules. Patient support programs can transform healthcare experiences Given these challenges in healthcare delivery, there is a heightened focus on elevating PSP capabilities to drive a more compelling patient experience. We believe PSPs are at a major turning point.  Once pharma organizations recognize PSP capabilities as a key to improving patient adherence and outcomes, the common question is: Where to start? Many organizations jump straight to solutions, buying or building digital products and personalization tools. Our experience shows that lasting, significant impacts for businesses and patients require a comprehensive program perspective and focused, tangible efforts to modernize PSP capabilities. The ZS patient support programs transformation framework summarized in Figure 1 helps organizations plan based on the current maturity and success of their program across 12 dimensions.

In our experience, three pathways have helped life sciences organizations

lead successful PSP transformation by prioritizing investments to elevate PSP

capabilities and the patient experience.

All PSP investments should align to a patient-centric vision and strategy.

Defining this vision—one that is impact-focused and patient-centric—

regardless of the pathway, is a step that should mark the beginning of all PSP

capability investments. 

Pathway 1: Leading through technology and analytics

Organizations leading through technology and analytics begin the PSP

transformation journey by translating their vision for elevating the

experience through technology and data capabilities. These organizations

map out their PSP technology architecture to win in the future and

systematically rally their business counterparts to see the business impact

and upside of investing in these capabilities. While technology and data

capabilities are typically seen as enablers of the experience, these

organizations leverage digital technology platforms and integrated data

sources as strategic levers to differentiate the patient experience.

 

Organizations selecting this technology and analytics-led transformation

pathway should consider the following questions before beginning their

transformation journey:

Organizations following this technology and analytics-led pathway should

embrace these learnings and guiding principles:

 

Leverage the value of your own data.

 Capitalize on the value of first-party

data and integrating data with second- and third-party sources to see a full

view of the patient experience.

 

Plan data management capabilities for the long term, with

unanticipated scale.

 Set up a PHI environment with capabilities to scale to

successive brands and therapeutic areas; embrace the low marginal cost

advantages that come from scaling technology platforms.

 

Start small with analytics use cases and execute pilots.

 Start with one or

two use cases, execute prototypes to prove patient impact and pilot the

capabilities in production. Trying to solve multiple use cases across multiple

brands is often too intensive of a change. Rather, starting small and scaling

at a sustainable pace can lead to greater and more lasting impacts.

 

Communicate impact measures actively across the business.

 Routinely

share impact measures the PSP capabilities are having on patients and other

stakeholders. This keeps the focus on driving impact and builds

organizationwide momentum around the transformation.

 

Partner closely with marketing to have end-to-end impact on the

patient journey.

 Become expert collaborators by forming cross-functional

program teams that span brand, operations, medical and legal, marketing

and patient services. As the PSP transformation scales, marketing is a key

collaborator to embed new content and upstream (pre-prescription)

engagement into the patient experience. 

Pathway 2: Leading with service design and business process

focus

Organizations pursuing the design and process pathway begin their PSP

transformation by crafting a compelling, actionable vision and strategy that

informs the design of their services and business processes. Organizations

on this pathway adopt a holistic “experience as the product” approach—one

where traditional commercial framings of success are replaced with patient-

centric success factors—to rethink patient services as tools for experience

transformation.

 

Organizations selecting this design and process transformation pathway

should consider the following questions before beginning their

transformation journey:

Organizations starting on this design and process pathway should embrace

these learnings and guiding principles:

 

Design services with empathy and attention to patient needs.

 Services

should be designed based on careful analysis of high-touch points for

different patient personas and treatment journeys; do not assume you

understand patient needs without first analyzing them.

 

Improve services through data collection of digital touch points.

Leverage insights and feedback to inform program design and

implementation, using digital technologies to enhance patient engagement

and education. Determine how to deliver the right message at the right time

through each channel.

 

Adopt a holistic “experience as a product” vision to transform PSP

initiatives.

 Anchor strategic decisions in their anticipated impact on patient

experiences and outcomes. Rally support around the vision by

demonstrating with data how poor patient experiences can create poor

commercial outcomes.

 

Define the right collaboration strategy.

 Build strong collaborative

networks with external stakeholders, including patients, healthcare providers

and payers. Put special focus on creating strategic partnerships with key

stakeholders to establish clear lines of communication and feedback

mechanisms. Leverage collaborative networks to inform program design and

implementation.

 

Establish processes and mechanisms to automate PSP capabilities.

Prioritize development of standardized and scalable business processes and

procedures to ensure consistent and efficient delivery. Focus on optimizing

program delivery processes, leverage automation and technology to

streamline program implementation and develop strong quality assurance

and control mechanisms to ensure program effectiveness and efficiency.

Pathway 3: Ways of working: Leading with strategy and

operating model

Organizations on the “ways of working” pathway begin their PSP

transformation journey by establishing a purpose-driven, patient-centric

culture across the organization with a “North Star” aligned with the PSP

vision. Next, they create nimble, cross-functional teams and processes that

leverage advanced infrastructure for internal knowledge sharing,

communication and collaboration. These organizations invest in enabling

their data-driven decision-making capabilities and continuously seek

feedback to iterate and improve the delivery of patient services. 

 

Organizations selecting the “ways of working” transformation pathway

should consider the following questions before beginning their

transformation journey:

Organizations starting on the “ways of working” pathway should consider the

following lessons and guiding principles:

 

Identify current versus desired culture across the organization. 

Assess

current cultural fit and readiness of the organization and determine what

added characteristics are needed to achieve the vision of transforming to a

patient-centric culture. Focus on organizational buy-in to enable the shift in a

way that feels empowered rather than forced.

 

Adopt agile, unified and cross-functional ways of working.

 Move away

from legacy corporate structures and embrace agility and a product mindset

to tie strategy, execution, data and insights together to reflect the patient as

clearly and as broadly as they do the brand.

 

Establish an empowered, patient-focused team to promote patient

centricity.

 Create cross-functional, patient-centric teams with well-defined

roles and responsibilities all aligned to deliver transformational patient

experiences powered by advanced data-driven insights. Adapt to changes

with a strong focus on innovation and automation to ensure quality and

speed.

 

Develop a comprehensive and actionable stakeholder management

plan.

 Design plans that capture elements of the transformation that are

exciters for stakeholders, noting key barriers for stakeholder adoption. This

plan should outline steps for communication and upskilling.

Any pathway can improve patient support programs

Each pathway can successfully guide organizations to elevate, innovate and

transform their PSP capabilities, and each poses an opportunity for

organizations to make a bold, sustained impact to improve the support

experience for patients. In our experience, life sciences organizations can

make tangible, sustained progress across these pathways by leading with a

clear vision and embracing the opportunities ahead. Overall, we’ve seen

success in each pathway. Whether the focus is on maximizing value from

first-party data and scalable technology, streamlining partnerships and

business processes or evolving to new ways of working across the

organization, each can have a measurable impact on improving the patient

experience. 

FIGURE 1: The ZS PSP transformation framework

FIGURE 2: Pathways to PSP success

Does your 

organizational vision and mission

 for patient experience

benefit from advances in digital technology and data capabilities?

Is your PSP 

technology architecture

 flexible and scalable or are you

willing to develop a modular architecture that can be expanded over

time to incorporate new technologies?

Does your organization have the required 

capabilities and

infrastructure

 or are you are ready to invest in these capabilities to act

on first-party PHI data to generate insights?

Are you willing to invest in data sources and develop advanced 

data

science and analytics

 

techniques

?

Do you have the right 

infrastructure and processes

 in place to

integrate analytics and insights into patient engagement activities?

Are you willing to rethink your 

partnership models

 to have better

control over the design and delivery of services and processes?

Are you willing to redesign 

business processes and handoffs

 to make

the patient experience seamless across channels and journey phases?

Are you willing to set up or improve your 

data environment

 to enable

seamless data collection and data processing of digitized services?

Do you have the right 

teams or partners

 who can design digitized

services with modern user experience and user interface components

for improved patient experiences? 

Are you willing to reorganize the 

structure and governance

 of the PSP

teams in alignment with the vision and capabilities of the PSP and

enhance the patient experience?

Is there a data-driven, patient-centric 

culture

 throughout the

organization with accountability that starts with leadership? If not, are

you willing to break the status quo to create one?

Are you willing to implement processes and build new teams to

enhance 

coordination

 across patient touch points to break down

functional silos?

Are you willing to invest in training people for 

roles and skill sets

required for the new operating model within the organization?
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