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Executive Summary 

Senior digital leaders at large pharmaceutical companies believe that digital innovation and new 
technologies will present their R&D departments with large value-creation opportunities. Done 
right, digital-infused R&D can add millions to a pharma firm’s annual revenues. Digital experts 
see the biggest opportunity for digital technology in the context of gathering clinical evidence, 
thereby increasing drug values and protecting the firm’s competitive position. However, not all 
organizations are ready to reap the benefits of digital-infused R&D; many report that they need 
to make structural changes to their operating model before they will be able to unlock any value. 
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Digital Technology Creates New Opportunities For Pharma R&D 

Senior digital leaders at large pharmaceutical firms are keeping a close watch on digital-infused R&D—the 
extensive use of digital technology in drug discovery and development—as the next big opportunity that 
technology is creating for their firms. While digital technology in clinical contexts isn’t new—CardioMEMS 
ran a trial five years ago where an implantable sensor wirelessly transmitted artery pressure information to 
a database—today’s symbiosis of big data, computing power, hardware, and connected platforms is making 
everyone, including pharma firms, sit up and pay attention. To better understand the industry’s view on the 
size of the overall opportunity, we surveyed senior digital leaders and subject-matter experts at ten large 
pharmaceutical firms.1 These firms comprise half of the top twenty pharma firms by revenue; each spent 
between €2.6 billion and €8.2 billion on R&D in 2015.2 Their conclusion? Digital innovation and technology 
in R&D will: 

• Create tens of millions of extra value annually... Eight of the ten digital leaders rate the size of 
the overall business opportunity from digital innovation and new technologies as “large” or “very 
large” (see Figure 1). This corresponds to tens of millions of dollars each year that will go to firms 
that monetize the opportunity (see Figure 2). But don’t raise your glass too early: to take full 
advantage, firms face several structural changes to their operating models (see Figure 3). 

• ...by improving care and products... Digital leaders see digital innovation and new technologies 
creating value in many aspects of the R&D business. Eight of the ten digital leaders believe that 
digital technology improves patient care or patient data collection (see Figure 4). Faster drug 
discovery and higher drug value are the other significant value creators. Looking at a firm’s 
commercial model, value creation on the revenue side is a more lucrative path than cutting 
operational R&D costs via digital innovation. 

• ...and innovating in clinical data and analytics. Zooming into specific R&D responsibilities, digital 
technology will primarily create value from opportunities in clinical data and analytics (see Figure 5). 
Advances in data collection, data types, and analytical processing power enable health-related 
outcome measurement or set digital biomarkers, which both drive drug value; as a result, senior 
digital leaders are watching mobile health monitoring, wearable, and big data enabling technologies 
closely (see Figure 6). While many therapy areas will benefit from digital-infused R&D, firms can 
capture the most value from digital innovation in cardiovascular (see Figure 7). 

 

Figure 1: Digital-infused R&D is creating big opportunities for pharmaceutical firms 
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Figure 2: Pharma firms believe digital innovation will be worth millions each year 

 

 

Figure 3: Most firms expect significant operating model changes to add value to R&D 
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Figure 4: The primary opportunity for digital innovation is to improve overall healthcare 
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Figure 5: Pharma sees major opportunity in using technology to collect clinical evidence  
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Figure 6: Mobile health monitoring is the most promising means to an R&D end 

 

Figure 7: Digital technology can add the most value in the cardiology therapy area 
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Methodology 

DT Consulting fielded its Q4 2015 Digital-Infused R&D survey to ten senior digital leaders selected based on 
three criteria. Respondents had significant digital responsibility, budget, or oversight of current digital 
capability (e.g., VPs/heads of digital, digital directors, and digital leads); demonstrated interest in and 
familiarity with digital excellence as part of their role in a pharmaceutical organization; and direct or 
indirect ties to their firm’s R&D organization. 

We fielded the survey from November 2015 to January 2016. Respondent incentives included a copy of a 
report containing the collected survey data prior to publication. 

Our sample is not guaranteed to be representative of the population. Unless otherwise noted, data is 
intended for descriptive purposes. DT Consulting fielded its survey using an online survey tool following a 
personal invitation by email. 

Companies Surveyed For This Report 

AbbVie 
AstraZeneca 
Bayer 
Bristol-Myers Squibb 
Eli Lilly 

GlaxoSmithKline 
Merck 
Novartis 
Pfizer 
Takeda Pharmaceutical Company
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About DT Consulting 

We help pharmaceutical firms differentiate through customer experience powered by digital 
excellence. As a specialist consulting firm, we use fact-based insights from carefully crafted research, peer 
networking for executives in digital or related areas, assessments, benchmarks, and bespoke consulting 
projects to address digital excellence transformation in the pharmaceutical industry. Learn more at 
http://www.dt-consulting.com. 

DT Consulting’ Solutions: The Digital Excellence (DX) Maturity Assessment 

Our solutions leverage assessments and benchmarking data to provide tailored insights into critical aspects 
of your organization’s digital transformation efforts. 

 

For heads of digital, multichannel marketing, and customer engagement. 

The Digital Excellence (DX) Maturity Assessment is the starting point of your digital excellence journey. If 
you’re a director of a digital team that is part of your firm’s commercial operations division, the assessment 
provides an overview of what digital activities are happening in your area and how proficient they are. 

DT’s Digital Excellence Maturity Assessment helps pharma companies: 

• Gain a complete and objective overview of digital activity, including the drivers of and barriers to 
your firm’s digital transformation efforts. 

• Assess in depth your organization’s strengths and weaknesses regarding digital transformation, 
digital capability, and digital knowledge. 

• Map the recommended interventions from an organizational readiness perspective. 
• Benchmark yourself against your industry peers to help you draft a course to achieve parity and 

then leadership in industry best practices. 
• Identify robust targets for a digital road map of capabilities and processes. 
• Monitor their progress over time via a standard diagnostic. 

If you would like to understand how the Digital Excellence (DX) Maturity Assessment will help you 
improve your digital capabilities in overall customer engagement, please contact us at enquiry@dt-
consulting.com for a free demonstration. 



© 2016 DT Consulting. All rights reserved. Reproduction or sharing of this content in any form without prior written permission is strictly prohibited. Information 
is based on best available resources. Opinions reflect judgment at the time and are subject to change. 

Endnotes 

 
1 DT Consulting fielded its Q4 2015 Digital-Infused R&D Survey to ten senior digital leaders selected based on three 
criteria. Respondents had significant digital responsibility, budget, or oversight of current digital capability (e.g., 
VPs/heads of digital, digital directors, and digital leads); demonstrated interest in and familiarity with digital excellence as 
part of their role in a pharmaceutical organization; and direct or indirect ties to their firm’s R&D organization. 

2 Source: “The 2015 EU Industrial R&D Investment Scoreboard”, The European Commission, Joint Research Centre 
(http://iri.jrc.ec.europa.eu/scoreboard15.html). 


