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Abstract: 

Novartis has been enhancing its email marketing strategy by delivering Rep-Triggered Emails to 

some prioritized Healthcare Professionals, but there is a need for a regular and consistent 

methodology to analyze metrics and KIPs to assess the performance of these online pieces. To 

guarantee that the proposed solution was in line with what the company is expecting, an 

experimental research methodology was carried out, composed of a competitive study and 3 

interviews with involved teams. The investigation showed that an assessment evaluation for RTEs 

should generate conclusions that contribute to the current segmentation initiative for HCPs that is 

one of the long-term strategic objectives for the department. Results also revealed that this reporting 

of performance should be a common effort by different departments, including the sales, access, 

and customer engagement teams. This study led to the development of a template that can be fed 

with information and charts generated by an Excel tool, that incorporated the most important 

metrics and KPIs to indicate performance of RTEs based on an analysis that is also relevant to 

understanding the interests and needs of an array of HCP segments that are being assembled by the 

marketing team. 

Keywords: Rep-Triggered Email, email marketing, Healthcare Professional, KPI, segmentation.  

 

Resumen: 

Novartis ha estado desarrollando su estrategia de email marketing por medio del envío de Rep-

Triggered Emails a sus médicos priorizados, pero hay una necesidad por una metodología regular y 

consistente para analizar las métricas e indicadores para monitorear el desempeño de estas piezas 

de contenido. Para garantizar que la solución propuesta estuviera alineada con las expectativas de 

la compañía, una metodología de investigación experimental fue llevada a cabo, compuesta por un 

estudio de la competencia, y 3 entrevistas con los equipos involucrados. La investigación mostró 

que la evaluación del desempeño de los RTEs debe generar conclusiones que contribuyan a la actual 

iniciativa de segmentación de los HCPs que es uno de los objetivos estratégicos a largo plazo del 

departamento. Los resultados también revelaron que este reporte del desempeño debe ser un 
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esfuerzo conjunto por distintos departamentos, incluyendo los equipos de ventas, acceso, y 

compromiso con el cliente. Este estudio llevó al desarrollo de un modelo que puede ser alimentado 

con información y gráficos generados por una herramienta en Excel, que incorpore las métricas e 

indicadores más importantes para indicar el desempeño de los RTEs basado en un análisis que 

también sea relevante para el entendimiento de los intereses y necesidades de un conjunto de 

segmentos de HCPs que están siendo categorizados por el equipo de mercadeo. 

Palabras claves: Rep-Triggered Emails, email marketing, profesional de la salud, indicador, 

segmentación. 

1. DIAGNÓSTICO Y ANÁLISIS DE LA SITUACIÓN 

1 1. Dimensión de la Entidad 

Novartis is a multinational pharmaceutical company that has been one of the main drivers of its 

industry in terms of innovation and sales for more than 25 years. It is one of the world’s top 

researchers and innovators in the creation of new transformative treatments, having a diverse 

portfolio of medicines for different medical diseases and conditions. Novartis reaches nearly 800 

million people worldwide with its many products and employs about 180,000 people of more than 

140 nationalities (Novartis, n.d.). 

 

The company is divided into two separate business units: Innovative Medicines and Sandoz. The 

Innovative Medicines unit is centered on the development and production of patented medicines, 

generating breakthrough innovations in the pharmaceutical industry. This unit is the result of the 

combination of two formerly separated divisions of the company: Oncology, which was dedicated to 

the treatment of cancer, and Pharma, which developed a wide range of treatments for other health 

problems in specialties like cardiology, rheumatology, immunology, neuroscience, etc. On the other 

hand, Sandoz is the business unit that manufactures and commercializes generic medicines 

(Novartis, n.d.). 

 

For the year 2021, Novartis had an annual revenue of $52.88 billion dollars, and a total market 

capitalization of $189.33 billion dollars (Macrotrends, 2022), ranking it as the 8th pharmaceutical 

company worldwide by its market cap. The following chart shows the top ten global pharmaceutical 

corporations, ranked by their total market capitalization (Figure 1). 

 

Figure 1: Top 10 pharmaceutical companies by market capitalization 
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 Source: Own elaboration, based on data from Trading Economics (2022). 

Among Novartis’ subsidiaries is the Colombian Branch: Novartis de Colombia S.A., which has 

great contributions for the country’s economic activity and for its pharmaceutical industry. It 

employs 510 people from different cities, making it one of the most reputable companies in Colombia 

and one of the top employers in the industry (Novartis de Colombia, N/A). According to an annual 

study developed by QuintilesIMS, which ranks the biggest pharmaceutical companies in the country 

by weighing different factors like their sales, market share and growth, Novartis de Colombia ranked 

in the fifth place. With annual sales of $194 million dollars in the country for 2021, a calculated market 

share of 5.5% and growth of 10.9% from the previous year, Novartis positions itself as one of the most 

important players in the industry for the local market (AmCham Colombia, N/A). 

 

According to the above research, all the competitors that rank above Novartis by their market 

share and sales are multinational corporations as well. Some of the most reputable are Sanofi, a 

French pharmaceutical company dedicated to the production of vaccines, over-the-counter 

medication, and pharmaceutical drugs in the prescription market (Sanofi, N/A), ranking as the top 

company for the Colombian industry with an estimated market share of 9.4% (AmCham Colombia, 

N/A). In the next position is Abbott, a healthcare and medical devices company headquartered in 

Chicago, Illinois. Abbott has a diverse portfolio of products whose categories range from diabetes 

care, nutrition, technologic devices, diagnostics, and branded generic medicines (Abbott, N/A). Then 

comes Pfizer, another American pharmaceutical and biotechnology corporation that is known for 

their technological innovations and commercial drugs, with brands like Advil, Centrum, Viagra, and 

Effexor, but that was also a pioneer in the development of new vaccines against the COVID-19 virus 

during the pandemic (Pfizer, N/A). Finally, ranking in the fourth place is Roche, a Swiss multinational 

company that offer healthcare products in areas like cardiometabolic diseases, hematology, 

inflammatory bowel diseases, and infectious diseases, from their two main divisions: 

Pharmaceuticals and Diagnostics (Roche, N/A). 

The area the project will be focused on will be the marketing department belonging to the 

oncology division. According to sales reported on the SISMED Dashboard, an internal database, the 

Oncology division of Novartis de Colombia has a current market share of 19.1% out of the whole 

oncology industry in the country, which makes it a very relevant and influential player in the market. 

Data from Passport indicates the pharmaceutical sector in Colombia had a total turnover of 9,983 

billion Colombian pesos for 2021, which makes it a huge industry and one of the main employers in 

the economy (Passport, 2022). From this sector, oncology remains as the main investment area for 
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some of the biggest pharmaceutical companies in Colombia and the rest of the world, with a total 

global investment of USD $23.6 billion since 2016, which represents 43.36% out of all the money spent 

by the pharmaceutical industry among its different specialties (Vivas, 2021). This means oncology is 

a growing category producing millions of dollars in sales and direct investment. In 2019, the global 

oncology drugs market size was valued at USD $141.33 billion, driving growth for the 

pharmaceutical industry while accounting for 25% of its revenue and about 30% of its product 

pipeline (Fortune Business Insights, 2020). 

 

1 2. Dimensión del área de práctica 

 

The marketing department of the Oncology division has its own structure and hierarchy. Led by 

a Therapeutic Area Head (TAH), it is composed of 2 Product Managers for Kisqali, a Product 

Manager for Jakavi, a Marketing Specialist, and the GGI Team (Figure 3). 

 

 Figure 3: Organization Chart for the Oncology Marketing Department 

Source: Own elaboration, based on information from the company. 

 

Inside the Oncology division, there are two main business units divided by the therapeutic area 

their treatments are directed at: solid tumors and hematology. The Solid Tumors unit, with two 

Marketing Product Managers, oversees the many brands under this category but is mainly dedicated 

to the promotion and commercialization of two prioritized brands: Kisqali (Ribociclib), for HR+ 

HER2- Advanced Breast Cancer, and TafMek (dabrafenib + trametinib), for the treatment of 

Unresectable or Metastatic Melanoma. The Hematology unit deals with four prioritized brands: 

Jakavi (ruxolitinib) for Primary Myelofibrosis and polycythemia vera, Revolade (trombopack) for 

Primary Immune Thrombocytopenia, Severe Aplastic Anemia and Pediatric Primary Immune 

Thrombocytopenia, Rydapt (midostaurim) for Acute Myeloid Leukemia, and Tasigna (nilotinib) for 

Chronic Myeloid Leukemia. 
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The marketing department works closely with other areas of the company, like the Access and 

Commercial Departments, to make sure that every customer receives a customized approach to cover 

their personal needs in terms of treatment, doses, conditions, and requirements. This approach 

derives from the ONIX model, which is a methodology that puts client’s needs as the main focus for 

all efforts the company makes to sell its products. From this perspective, the marketing department 

is in charge of developing product strategies that put the different Health Care Organizations 

(HMOs) and Health Care Professionals (HCPs) that consume Novartis’ Oncology brands as the center 

priority, approaching these agents through a diverse array of channels and activities in which their 

individual needs and wishes are addresses on a personal level. Each one of the Marketing Managers, 

with the assistance of the Marketing Intern, is expected to build and enforce those bridges between 

the company, the consumer of the different brands, and even the patient. 

 

In operational terms, the oncology marketing department is responsible for the planning, 

execution, and follow-up on activities and strategies that are aimed at improving brand recognition 

and increasing market share for in-house brands that fall under the prioritized category. This is 

possible by elaborating different tactics to market to its many stakeholders taking advantage of the 

diversity of channels and touchpoints at the company’s disposal. RTEs are part of this set of channels, 

while being an email marketing piece of content, and the marketing team is the leader in all processes 

related to the design, content, approval, programming, distribution, and monitoring of RTEs, and a 

portion of these tasks are relied upon the marketing intern. 

 

The design of an RTE is a joint effort between the product manager, depending on what brand 

the RTE is for, and a marketing agency that works with Novartis to bring support in the production 

and design of online pieces. The product manager also decides hat content the RTE is going to cover, 

elaborates the texts and charts that will be displayed, based on information shared by other 

departments, and shares all these details with the agency so that a visual art can be designed. Then, 

the piece is sent for approval, and once it has been greenlighted, it is sent to the marketing intern. 

This person is responsible for programming the RTE on an online tool called BEEPRO, which allows 

for the programming of buttons, links, and interactive content inside an email piece. The intern then 

proceeds to share the programmed RTE with the Customer Engagement team, which works with 

another external specialized agency to upload the RTE to a cloud platform that is used by Novartis 

to manage its email campaigns. This platform is called VEEVA, and when the RTE is available here, 

the product manager should inform the GGI team so that representatives can start sending RTEs out 

to their prioritized HCPs. The marketing intern has been given an additional task in this process, and 

it is centered on following up on the performance of RTEs that were delivered in the past and devising 

new ways to optimize this strategy.  

 

1.1.3 Diagnóstico del área 

 

Considering Novartis is one of the leaders in the Colombian pharmaceutical market, it is 

important to do a deep analysis on the many environmental, internal, market and competition related 

factors that affect its performance in the country, in order to understand how this performance can 

be improved from the strategic efforts of the Oncology marketing department. For this purpose, a 

SWOT analysis will be carried out, centered on the marketing area of the Oncology division and 

concentrated on internal and external factors of the model (Figure 4). 
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Figure 4: SWOT analysis for the marketing area of the Oncology Division – Novartis de Colombia 

S.A 

 

Strengths Weaknesses 

• Novartis invests a big percentage of its 

resources in technological 

developments and investigations, 

which amount for 17% of its annual 

sales (Briceño, 2022). 

• The marketing department has highly 

specialized and experienced personnel, 

that deeply understand how the 

industry works from the inside thanks 

to their many years of experience.  

• The company has great control and 

monitoring of its data, taking 

advantage of different platforms and 

tools like Qlik and DICE to make 

important information easily available 

and accessible. 

• Novartis is a leading company in the 

oncology specialty, having a wide 

portfolio of treatments that give broad 

room for experimentation in terms of 

marketing innovation. The company is 

in regular contact with around 680 

healthcare professionals through its 

many communication channels 

(Briceño, 2022). 

• According to Novartis’s marketing 

managers, the design and distribution 

of RTEs is lengthy and can take more 

than a week, requiring collaboration 

from many teams. 

• There is a lack of precise segmentation 

of doctors and recipients that receive 

RTEs, which makes it difficult to be 

more targeted in the delivery of 

promotional emails (Briceño, 2022). 

• There is also no differentiation in the 

type of RTEs that are produced every 

month, and the same email is sent to 

different groups of doctors and 

institutions. 

• The GGI team, which is in charge of 

handling the delivery of RTEs to HCPs, 

does not have an accurate 

understanding of the performance of 

the emails they are sending out, which 

disables strategic decision making. 

• The marketing team, while not having 

a clear notion of how different RTEs are 

comparatively performing, cannot 

make adjustments to specific variables, 

like the subject of the email, the content, 

the esthetic design, and the list of 

recipients, in order to improve the 

performance of RTEs for future 

campaigns. 

Opportunities Threats 

• A segmentation structure for HCPs that 

are currently receiving advertising 

from Novartis is already ongoing, 

which will facilitate the prediction of 

performance of RTEs for different 

segments in the future, but this process 

has undergone some delays. 

• The current trends in digitalization of 

marketing activities and the 

implementation of similar email 

marketing strategies by other 

• The tools associated to Tech 4.0 have 

high costs of implementation, because 

these are highly sophisticated systems 

(Briceño, 2022). 

• There are tight restrictions in place to 

limit the prices of medicines in 

Colombia that difficult a greater 

investment in marketing activities and 

innovative practices (Vivas, 2021). 

• Novartis is undergoing major 

restructuring, which has caused a 
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pharmaceutical companies provides 

useful insights and data that can be 

used to optimize resources during the 

implementation of this project. 

• The open rate for RTEs (Representative 

Triggered Emails) is inferior for emails 

related to the Kisqali brand than that of 

other brands like Jakavi. For Kisqali, the 

open rate is around 52%, while for 

Jakavi it is approximately 71%. 

• RTEs for Kisqali are delivered on a 

regular basis, which allows for a 

constant and dynamic flow of 

information to be used for the 

assessment. 

significant decrease in its labor force, 

something that has severely impacted 

some teams like customer engagement 

and left many ongoing projects on a 

pause situation, due to the lack of 

human talent, so a process that can be 

exclusively in charge of the marketing 

intern would be more appropriate. 

• The marketing team has little 

experience with the implementation of 

data analytics tools, while not being an 

usual practice in the pharmaceutical 

industry. 

Source: Own elaboration 

  

From this analysis, it becomes clear that there are real opportunities for improvement in the realm 

of segmentation, targeting and assessment of their email marketing strategies. Furthermore, it is 

evident how the lack of an assessment practice in the RTE strategy has become a pain point for 

different teams and collaborators inside the company, since this is not an issue that is affecting the 

marketing department exclusively, but also other areas like sales and access. The project should be 

focused on producing solutions that are valuable to all these different groups and stakeholders. But 

before jumping into this, it is necessary to do a more in-depth revision of the problems that affect this 

specific marketing channel. 

 

2. PLANTEAMIENTO DEL PROBLEMA 

 

The mission of the various marketing departments in Novartis is to promote long-lasting 

relationships with its stakeholders by creating a customized experience for the specialists and 

institutions that consume their medicines. They manage to strengthen these relationships by 

implementing agile and innovative solutions that help position the company and keep it in the top 

of mind when treatments are being prescribed to patients (Briceño, 2022). 

 

For this reason, one of the main priorities for the Oncology marketing unit should be to improve 

and promote communication channels with its clients. Since this project is trying to address the issue 

of communications with doctors (HCPs) and not institutions, one of the channels of interest would 

be the RTEs (Representative-Triggered Email), a marketing strategy that advertises Novartis’ 

medicines by sharing information and advertisements with its wide pool of health specialists by 

sending email marketing pieces. The RTEs are delivered by the commercial team, led by the GGIs 

(Gerentes de Gestión Institucional), a group of sales representatives that are expected to have close 

contact with the HCPs to provide all the information and accompaniment they need in the process of 

recommending our medicines and therapies. The GGIs should build relationships of trust with their 

assigned specialists in order for them to consume Novartis’s products instead of the competition’s. 

The RTE is one of the tools they use to maintain regular contact with HCPs, and these emails include 

all kinds of information, from promotional claims to educative content, to scientific research data. 



 

Trabajo de Grado - Segundo Semestre 2022 

 

 

 

Currently, RTEs are a well-established method for the promotion of Novartis’ brands to the 

different healthcare specialists, ranging from oncologists, hematologists, and mastologists in the case 

of the oncology division. New RTEs are sent every month, reaching hundreds of doctors and keeping 

our medicines in the top of mind for many of them. These RTEs are now generating valuable data by 

automatically storing many performance indicators in the cloud, which is then downloaded to the 

company’s databases to be used by marketing and other departments to evaluate their effectiveness 

and come up with new ways to improve their performance. 

 

However, there is a striking lack of prioritization for this practice, and RTEs metrics are scarcely 

revised on an irregular basis to assess very specific aspects. Analyzing these indicators regularly is 

not a habit, and marketing managers are not getting all the information they need from them in order 

to adjust the contents and pieces that are being shared through email to guarantee that it provides 

the most value for HCPs. The GGI team is not considering these metrics either to modify their 

methods and have a more efficient communication in which more doctors are taking advantage of 

the information they receive. 

 

This lack of a consistent evaluation strategy for the performance of RTEs brings many other issues 

that further restrict the efficiency of these emails. Right now, one single RTE is designed every month 

to be shared with the total panel of specialists that are registered in Novartis databases, which means 

all doctors receive exactly the same piece of content. Since the perceived utility of every email among 

different specialties, locations, ages, employment status, etc. is not being evaluated, it is impossible 

to make an accurate segmentation for the HCP pool to establish groups according to their common 

interests and necessities. With this proper segmentation, it would be possible to customize which 

emails are sent to every doctor, meaning that different RTEs could be designed each month to address 

different groups of specialists to provide more value in each case considering the segment they 

belong to. 

 

For the purpose of implementing performance assessments for the RTE channel, some metrics 

and KPIs are already being taken into account. These metrics include the open, read, and click rate 

for every email, the heat map that compares open rates for RTEs at different times of the day, and the 

analysis of these metrics among different subgroups of the total panel that are divided by the 

specialty or employer of the HCP, or by the GGI that sent the email, for example. The problem is that 

these indicators are not being assessed on a regular and holistic manner (it is only considered for 

some of the brands), which makes it difficult to get valuable insights that can be applicable to future 

strategies, do an accurate segmentation of the doctors that are receiving emails every month, and 

develop a more personalized experience for the client in which everyone gets only the contents that 

can provide valuable information for them according to their individual needs, by creating 

customized RTEs for every category of doctors. 

 

Taking this into account, the current necessity this project intends to address becomes clearer. 

Since Kisqali is the brand that is being prioritized for this business proposal, an accurate way of 

defining the problem at hand would be the following: How to utilize KPIs and indicators currently 

handled by Novartis, to design an assessment protocol to evaluate and improve performance of 

RTEs from Kisqali sent by the Marketing Department of Novartis? 
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3. JUSTIFICACIÓN 

 

This project is set to accomplish changes for the broad marketing strategies that the department 

is pursuing and will contribute to the transition of the company towards current trends that are 

dominating the markets. The oncology division from Novartis de Colombia S.A. represents around 

45% of the total revenue from the firm, which demonstrates just how crucial it is for the survival and 

growth of Novartis considering it has only three former divisions. Oncology as a unit is a pioneer in 

terms of technological innovation and development of new products, seeing how many 

breakthrough treatments and therapies against cancer have been launched in recent years, Kisqali 

being one of the most prominent. However, success of the oncology division does not just come from 

its innovative pursuits according to its members, it is thanks to the continuous efforts of different 

teams like the marketing department that its many brands have grown to become some of Novartis’ 

flagship and top-selling products. Jakavi and Kisqali, two Oncology medicines, currently belong to 

the portfolio of prioritized brands for the company, which means they are entitled to receive a bigger 

portion of the resources the company allocates every year to fund different growth-oriented activities, 

many of which are led by the marketing team as one of the company’s core departments. 

 

Marketing is responsible for ideating, structuring, and executing promotional strategies aimed 

at increasing the brands’ visibility, market share, attracting more customers, boosting sales, 

strengthening client relationships and loyalty. Without marketing contributions, Kisqali and Jakavi 

would not have been able to position themselves as two of Novartis’ prioritized brands, because even 

though they were considered groundbreaking therapies by the time they were launched, the success 

they have earned in the market is attributable to a tremendous branding job performed through the 

years. Therefore, it is fundamental to continue developing new practices and projects that further 

improve the outcomes of marketing efforts, in turn generating greater sales for those prioritized 

brands. Among them, Kisqali stands out for being a very novel product that has accomplished 

remarkable results since its launch in terms of sales and market penetration, becoming one of 

Novartis top-four unicorn brands for 2023. Kisqali is a therapy that has great potential for growth, 

while still being in its early years and having very attractive forecasts for the future. It has been chosen 

to be the subject of this project for the same reason. It is estimated that, by successfully implementing 

this proposal, Kisqali could make substantial gains in its market exposure, visibility, client 

engagement, and loyalty, by reaching more people and attracting more attention through its email 

marketing campaigns. By assessing the performance of promotional emails, it will also be possible to 

assist in the progress of other ongoing marketing activities, like the segmentation of healthcare 

professionals to further customize their experience with the brand. Kisqali’s client engagement for 

RTEs could rise by around 20% by establishing more effective communication channels with them, 

according to estimations by some internal collaborators based on regional and global cases, while the 

open rate for RTEs could jump up to more than 70%, since this is a number that has already been 

achieved by other brands. 

 

Additionally, it is important to consider the close relationship this proposal has with the 

academic program the student is currently pursuing. The Business Administration degree has a 

strong marketing and advertising component, and the author has further developed some skills 

related to this field throughout this academic journey by specializing on subjects related to digital 

marketing strategies and data analytics, both of which are the core concepts around which the 

proposed strategy revolves around, and which will contribute to the education of the student in these 
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greatly relevant topics. The project will also represent a valuable addition to the academic ecosystem 

related to the field of marketing, because it will provide precise directions and examples on the 

implementation of data analytics practices for digital marketing activities that could be easily 

replicated by other companies in the pharmaceutical industry. These are activities that are in vogue 

right now since they have been increasingly adopted by businesses due to their usability for 

optimizing marketing efforts and transitioning into the broader digital trend. 

 

 

 

 

 

 

  

4. OBJETIVOS 

 

Objetivo General:  

 

Propose an assessment protocol to evaluate and improve the performance of Rep-Triggered 

Emails (RTEs) from the Kisqali brand that are sent by the Marketing Department, belonging to the 

Oncology unit from Novartis de Colombia S.A. 

 

Objetivos Específicos: 

 

1. Perform a competitive analysis to understand how the competitors are implementing 

similar email marketing tactics to improve their digital presence. 

 

2. Design a procedure to analyze metrics and indicators provided by Novartis’ platforms in 

order to assess the performance of different RTEs associated to the brand Kisqali. 

 

3. Evaluate different RTEs using these indicators to obtain valuable insights regarding how to 

improve performance of future campaigns, sharing this information with the team. 

 

5. MARCO TEÓRICO 

 

In order to understand the full scope, reach and implications of this investigation, it is necessary 

to have a clear comprehension of some of the concepts that are key for the field this project belongs 

to, which us marketing. First of all, since this is a proposal that is framed under digital strategies, it 

is important to know how digital marketing works. 

Considering that marketing in general is the practice of creating relationships between sellers 

and buyers to promote the exchange of products or services that generate a profit and satisfy the 

needs and wants of the purchasing party (Kumar, 2020), one could say about digital marketing that 

it is “the set of processes, knowledge, methodologies, practices, applications and technologies which 

aim to effectively and efficiently adopt management activities and to make improved business 

decisions in a timely manner” (Briceño, 2022). Digital marketing has become a global trend in the 

past few years thanks to the dissemination of internet and digital technologies, and it has proven to 
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be a successful tool for promoting all kinds of products from different industries and geographies. 

For instance, 

“Organizations are interested in the concept of digital marketing, based on their interest in 

making routine and strategic decisions processes, and its reflection on companies’ 

organizational operation...  This interest also comes from the need for a set of systems that 

analyze and present daily reports, which help managers in making decisions, in addition to 

monitoring the work of organizational units, especially strategic ones” (Tariq et al., 2022). 

As mentioned by the author, one of the main advantages of digital marketing is that it provides 

new ways to use data collected directly from digital marketing campaigns to help in the decision-

making process related to broader marketing strategies. This connects with the next concept that is 

going to be studied, which is email marketing. As a part of the broader digital marketing trend, email 

marketing is just one of the many strategies that have grown in popularity during recent years, but 

it has become particularly widespread thanks to its effectiveness. According to Bawn and Nath, email 

marketing is consistently delivering relatively high return on investment (ROI) in the marketing field 

compared to other traditional digital channels. This is tied to the fact that email is a more trusted 

channel for consumers in comparison to, for example, social media or direct messaging. Furthermore, 

by 2014 there were approximately 2.5 billion email users worldwide, while revenues for the email 

market rose to around 12 billion dollars for the same year (2014). Email marketing as a promotional 

tool is used to market “commercial messages to a group of people using electronic mail to send ads, 

solicit sales or donations, request business, or build loyalty, trust, of brand awareness among 

potential customers” (Bawn et al., 2014). This demonstrates that email marketing can help reach huge 

audiences by creating a direct channel between the company and the customer, allowing for a closer 

and more trustworthy relationship between them. 

Email marketing has been used in the pharmaceutical industry for many years. This became 

especially prevalent during the Covid-19 pandemic, a time when companies were very pressured to 

find new and disruptive ways to reach their clients through digital channels due to the broad 

limitations to in-person contact. The undergoing digital transformation has motivated many 

businesses to be more open to the possibilities of the so-called Industry 4.0, which is a new model 

based on the interconnectivity of things through the internet, and the dominance of digital channels 

as a way to connect people around the world to facilitate business activities (Cugno et al., 2022). This 

is true for the pharmaceutical industry as well, as pharma companies have steadily transitioned 

towards digitalization and technological innovation on the field of marketing. According to a study 

from 2017, years before the pandemic even started, around 21% of pharmaceutical companies were 

already using email marketing as a tool to promote products and treatments directly to healthcare 

professionals in order to build a client network and reinforce customer loyalty, translating into a 

higher return on investment for marketing activities for lower costs than those of other available 

strategies (Lad et al. 2017).  

One of the main advantages of the digitalization of marketing is the possibility to use data as a 

means to evaluate the performance of individual campaigns. It is now possible to know exactly how 

many people were impacted by any given marketing material, how many of them were interested in 

the content of the piece, how many of them were persuaded to actually purchase the promoted good, 

in which places and among which demographic groups was the piece more effective. Additionally, 
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it is well-known that data allows for the prediction of purchasing behaviors, the tracking of customer 

loyalty and customer preferences (Sriram, 2022). It is also possible to segment customers to design 

customized campaigns for them, among many other benefits. According to Luo, for the purpose of 

segmentation, a model of few-shot segmentation could prove more useful since it allows for easy 

adaptation and inclusion of new segments in the model without affecting previous categories (Luo 

et. al. 2022), however, this model is not yet being implemented in current segmentation efforts, so it 

would be an interesting suggestion. This is achieved by analyzing a set of metrics or indicators that 

can vary depending on the type of campaign, providing a good picture of how well the ad is going 

according to the objectives that were established from the beginning. Taking advantage of data 

analytics has become a necessity for businesses in today’s marketing landscape because customers 

are increasingly selective with the products and services they consume. People are currently 

expecting, and even demanding, that companies create marketing campaigns that feel tailored to 

them, that address their individual needs (Marketing Evolution, 2022). This is only possible by 

evaluating metrics and establishing segmented profiles for each potential customer, in order to know 

exactly which campaigns are more aligned with their needs, and therefore more prone to produce 

the desired outcome. 

In the case of Novartis, there are some very specific metrics that are used to assess performance 

for Rep-Triggered Emails (RTEs). Since these pieces are part of an email marketing strategy, the 

indicators used are more related to the rate of people that actually open, look at and engage with the 

email they received. For this reason, one of the most fundamental metrics for RTEs is the Open Rate, 

which is the ratio of healthcare professionals that open the email versus the total amount of people 

that received it. According to internal sources, the Open Rate provides an accurate notion of how 

startling and eye-catching the content of the piece was, and how interested different subgroups were 

in the topic that was being discussed in the email. If a specific RTE is sent to 100 people, but only 20 

of them open the email and read it, it could mean that the topic was not interesting to them, of that 

the subject of the email was not attractive enough to trigger the desired reaction. Just by using the 

open rate for different RTEs, it is possible to make a basic segmentation based on the historic interest 

shown by each doctor in different types of contents and messages. Another important metric in the 

click rate, which measures how many of those doctors that opened the email interacted with it and 

clicked on the buttons it displayed. The click rate is only relevant in cases were the RTEs contains an 

interactive component, that can range from a simple link to the brand’s website to a video or an 

embedded poll. Other important indicators that are currently being evaluated with a more superficial 

approach are the times in which RTEs are being sent and how this affects their open rate, and the 

amount of people that unsubscribe from the email list every time a new RTE is delivered. 

 

6. METODOLOGÍA 

 

This investigation will be approached from a qualitative perspective, since the data that is going 

to be handled and the problem is only pertinent to this specific case and would not be applicable to 

other business scenarios, therefore not producing probabilistic generalizations (Hernández et al., 

2014). For this reason, the proposed activities will include interviews and competitive analyses, which 

will allow for the collection of qualitative data that will be actionable for materializing this proposal. 
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In order to provide a detailed description of the methodologies that will be implemented, a 

review of each specific objective will be matched with the corresponding activities. 

 

Specific Objective I: Perform a competitive analysis to understand how the competitors are 

implementing similar tactics to improve their digital marketing strategy. 

 

For this objective, a benchmarking analysis will be performed as an accurate way of collecting 

relevant information from competitors and having a clear picture of the practices and methods they 

are employing. According to Slotnisky, benchmarking is “a methodology that aims at searching and 

finding those products, services and processes on leader companies, that show the best practices in 

the sector, with the goal of acquiring new knowledge that can be implemented in our organization” 

(2017) Thus, this method will allow for a deep understanding of the different approaches competitors 

are using to optimize their own digital marketing strategies. To have an accurate representation, the 

top five companies ranking among Novartis as the biggest pharmaceutical corporations in Colombia 

in terms of sales and market share will be studied: Sanofi, Abbot, Pfizer, Roche and Tecnoquímicas 

(AmCham Colombia, n.d.). The purpose of this benchmark will be to determine how competitors are 

implementing email marketing strategies, and how they are using data analytics to improve their 

performance. These insights will later be useful in adjusting this proposal to adopt the best practices 

in the market. 

 

To be able to design a valuable tool that can be used to assess and improve Novartis’ email 

marketing strategy, it is necessary to understand how main competitors in the industry are applying 

similar tactics to promote their own brands. This is done with the purpose of learning from the 

competitors’ best practices and implementing them inside the company’s own internal processes. By 

replicating and improving practices from other players in the market, a company can come up with 

a more practical solution that optimizes resources, by saving in terms of research and testing costs 

that were already covered by competitors. By observing some specific variables, like the information 

that is available on their websites, external articles, and comparing some emails from their 

newsletters, it will be possible to carry out a complete benchmarking on this list of competitors. 

 

Specific Objective II: Design a procedure to analyze metrics and indicators provided by 

Novartis’ platforms in order to assess the performance of different RTEs associated to the brand 

Kisqali. 

 

For this purpose, a series of semi-structured interviews will be conducted with many 

collaborators that are directly involved in the process of delivering RTEs. Semi-structured interviews 

are preferred in this case because they allow some room for improvisation and let the interviewer 

steer away from the proposed outline in order to go deep on specific topics of interest according to 

the direction of the conversation. These interviews will be fundamental in verifying the proposed 

strategy is in line with the expectations of the managers, and in making sure that this protocol ads 

real value to the department by providing actionable information and insights that contribute to other 

strategic goals for the department. 

 

Among the interviewees will be one of Kisqali’s product managers, who are responsible for 

designing new RTEs every month, choosing the topics and contents that will be discussed, deciding 

who is going to receive the emails, and following-up on their performance. Product managers can 
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provide valuable perceptions on what kind of information they would like to see in a potential 

assessment tool and can also aid in understanding how to weight different factors when evaluating 

performance. One person from the Commercial Excellence team will also be interviewed. This team 

is in charge of leading new initiatives and bringing assistance to other departments that have direct 

contact with clients to have more fluid relationships. They are also involved in the process of 

collecting data from interactions with clients, they manage the DICE platform, an app that centralizes 

data related to the delivery of RTEs and other digital marketing strategies, and they share guidelines 

to the commercial team on how and when to send RTEs every month. This person would be able to 

provide information on the necessary approvals to implement this proposal and could also help make 

some improvements to the DICE platform to include more valuable data that will be used in later 

stages of the project. 

 

Finally, a member of the sales team will be interviewed. For this case, considering how the 

department is structured, an interview with the leader of the sales representatives’ team would be 

most appropriate, since this is the person that gives instructions to the team in terms of periodicity 

and reach of the RTEs, and can provide a notion of how sales representatives can take advantage of 

the proposed assessment strategy. This manager would also be responsible for sharing 

recommendations obtained from the RTE evaluation tool once it is available with the team of sales 

representatives. 

 

Specific Objective III: Compare different RTEs using these indicators to see which ones have 

obtained better results in terms of the number of HCPs reached and the interest they gathered from 

their recipients. 

 

In order to accomplish this objective, a comparative analysis will be performed using the rating 

obtained by assessing the performance of every RTE with the proposed tool. Once the indicators are 

evaluated for RTEs that were sent out this year, it will be possible to compare some important 

variables like the open rate and open time for each one of them to see how their performance differs 

and rank them accordingly. For this purpose, some tools like Microsoft Excel and DICE will be used 

in order to build a more friendly and precise comparison through a table that can be shared with the 

marketing team. 

 

7. CRONOGRAMA DE ACTIVIDADES 

 

Figure 5: Activities Schedule 
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Source: Own elaboration, based on template provided by Taller de Grado 2 

 

 

 

 

 

 

 

8. DESARROLLO DE ACTIVIDADES Y RESULTADOS 

 

Specific Objective I: Perform a competitive analysis to understand how the competitors are 

implementing similar tactics to improve their digital marketing strategy. 

 

In this case, a benchmarking was performed to analyze how other pharmaceutical companies 

were improving their email marketing efforts by taking advantage of data analytics. The list of 

companies that were used as a reference was based on the biggest pharmaceutical companies in 

Colombia according to their sales and market share: Sanofi, Abbot, Pfizer, Roche and Tecnoquímicas 

(AmCham Colombia, n.d.). 

 

Sanofi 

 

This company has been a pioneer in the exploitation of Big Data analytics to optimize many of 

its processes. Beginning with an effort a couple of years ago by its CHC (Customer Health Care) 

branch, which commercializes over-the-counter medicines, to transition a significant portion of its 

marketing activities into digital strategies, that would allow for the collection of valuable data to 

evaluate their performance and make more targeted ads, Sanofi has been exploring this field for a 

long time. This was part of a bigger mission to promote data-driven campaigns based on the concept 

of Precision Marketing, which they have been working on with the help of prominent marketing 

agencies and big data firms (Artefact, 2019). 
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One of the most remarkable tactics that can be extracted from Sanofi’s digital marketing 

evolution is their constant collaboration with specialized firms that have further assisted in the 

success of these kind of strategies. The corporation has worked with renowned international 

companies like IBM, Verily, Kaiser Permanente, and Google, developing big-scale data analytics 

projects among different business units in order to obtain useful insights that could be later applied 

to improve and optimize practices ranging from the development of new medicines, management of 

relationships with patients, and the marketing of products (Haas, 2019). 

 

A possible collaboration of this kind could be pursued by Novartis in order to take advantage 

of the more experienced human talent and larger resources that a Big Data firm has at their disposal, 

so that the results are more actionable, information is more reliable, and the investment in terms of 

human capital and time is reduced. This could become especially suitable in a further extension of 

this project, once the initial tool is implemented, to establish a more intuitive and practical data 

analytics system, through the use of online tools like the Google Cloud Platform. 

 

Abbott 

 

Another leader in the leveraging of email marketing, Abbott has been particularly innovative in 

this practice; it is one of the few investigated companies that offers the opportunity to subscribe to a 

Newsletter directly from their corporate website, which is intended to share diverse information to 

its subscribers through email regarding topics of technology, innovation, wellness, health, and 

specific diseases. By centralizing the delivery of these email pieces by their own platforms, Abbot is 

able to handle and utilize the data they are generating according to their needs to produce the most 

valuable insights (Abbot, n.d.). 

This centralization over their data has enabled Abbott’s engineers to make cross-area analyses 

using data collected from different areas of the business. Since this laboratory collects data not only 

from clients, but also from patients, and even from other laboratories, it becomes possible to use all 

this information to build more accurate models to predict purchasing behaviors, make precise 

segmentations and handle customer relationships in a more customized manner (Abbott, 2020). 

 

Novartis could replicate this strategy by crossing the analyses made using the assessment tool 

for RTEs, with data coming from other areas to include new indicators, while also contributing to the 

process of segmenting Health Care Professionals, which is one of the long-term goals in mind when 

incorporating these kinds of data analytics practices. 

 

Pfizer 

 

The Ecuadorian subsidiary from Pfizer has been investing resources for many years in the 

deployment of an automated data collection system that integrates information regarding sales, 

marketing and distribution, to help in the decision-making process and track the effectiveness of sales 

pitches. This has been achieved thanks to an alliance with Noux, a data firm that works with SAP 

that helped in the construction of a more accessible data system (Harris, 2013). SAP is a software used 

to manage business operations and customer relations by many pharma corporations including 

Novartis, so implementing a similar data analytics strategy that incorporates information from SAP 

could prove to be useful. 
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Another interesting practice that could be highlighted from Pfizer is the use of a content 

manager in the delivery of their own Representative-Triggered Emails (RTEs). Pfizer has been 

designing promotional email in collaboration with Highp, a technological solution that provides 

personalized email formats to include a variety of media contents, including videos, images, and 

polls (Komorniczak, 2022). By partnering with an external firm, once again, Novartis would be able 

to complement the data that’s already being gathered with information from a specialized agent, 

producing a more precise and broad analysis. 

 

Roche 

 

This story of success between Roche and Snowflake is another example of how to implement 

big data analytics into the pharma landscape. Snowflake is a cloud data platform that stores large 

amounts of data online to be easily accessible and sharable inside the company, but also allowing the 

use of third-party data. By establishing a  “data mesh”, which is basically a resource that can be 

integrated into an internal platform, centralizes information from different departments and is 

accessible to any person in the company, it is possible to devise a new type of architecture that is 

based on the cross-functional sharing of data and the decentralization of ownership. Thanks to this 

model, data on the cloud updates on a regular basis and information is available across the 

organization to any person that needs it (Snowflake, 2021). 

 

An important takeaway from this system by Roche, and something that could be adopted in this 

proposal, is the accessibility of information. By making the reports that are going to be built using 

the assessment tool available across the entire company, more people will be able to take advantage 

of these insights to implement more efficient practices in their own areas, whether it be in a different 

business unit or another subsidiary. 

 

Tecnoquímicas 

 

Due to the fact that this is a local company, there is not as much information available on the 

implementation of email marketing and data analytics strategies, because the adoption of these 

trends has been a little delayed in Colombia. Even though the use of CRM (Customer Relationship 

Managers) has been a central priority for the marketing and commercial teams of Tecnoquímicas, this 

implementation is still in its initial stages and Novartis seems to be more advanced in comparison 

regarding this strategy, so there were no substantial learnings that could be taken from this particular 

company. 

 

Now, a comparative table will be presented, summarizing the most important learnings 

obtained from each competitor. This table has the purpose of displaying the information in a more 

simplified manner. 

 

Figure 6: Benchmarking – Summary Table 

 

Sanofi Abbott Pfizer Roche Tecnoquímicas 

Collaboration 
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Integration of 
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subscribe to a 

newsletter. 

system that 

gathers data from 

SAP and other 

internal 

platforms. 

 

Use of a content 

manager in the 

delivery of email 

pieces. 

company, by 

using a “data 

mesh” to share 

reports with any 

collaborator. 

 

Decentralization 

of ownership of 

data inside the 

company. 

Relationship 

Managers and 

data analytics is 

still in its initial 

stages. 

Source: Own elaboration 

 

Specific Objective II: Design a procedure to analyze metrics and indicators provided by 

Novartis’ platforms in order to assess the performance of different RTEs associated to the brand 

Kisqali. 

 

Considering three people belonging to different departments from the company were to be 

interviewed as part of the proposed methodology, using the semi-structured interview model, a 

different set of questions was designed in order to address the important topics that could be 

discussed with each one of them. According to Turner, during a semi-structured interview, the 

researcher should have prepared an “interview guide” in advance, which will contain the list of 

questions and subjects that need to be addresses, serving as a guideline to direct the conversation 

without being a rigid checklist. The interviewer can then add or skip questions to make the discussion 

more fluid and get to the desired answers. The question should also be open-ended and non-leading, 

so the participant feel comfortable to share sufficient information without any bias (Turner, 2016). 

Following these recommendations, three interview guides were designed to be used during the 

interviews with Kisqali’s Product Manager, the member of the Commercial Excellence team, and the 

member from the Sales Team (see Annexes 1, 2 and 3). 

 

The purpose of doing this experimental research directly with the involved teams was to 

validate that the need was being addressed in a precise way to comply with the expectations of the 

company, by exploring a series of questions that were aimed at identifying the current pain points 

different departments are experiencing related to the performance of RTEs. After conducting the 

semi-structured interviews, many valuable insights were obtained. The feedback given by the 

Product Manager and other collaborators involved in the process of RTEs distribution made it 

evident how necessary it was to understand the needs of every person in a way that allowed deep 

introspection and exploration to be able to create a solution that was actionable, while also generating 

long-lasting impact in the Oncology marketing department that is aligned with the big-scale strategy 

to promote Novartis’s brands. It also demonstrated that the initial proposal might need to be adjusted 

slightly to be more consistent with current pain points. 

 

During the interview with Kisqali’s Product Manager, one interesting topic was brought to 

attention. The marketing team has been developing a segmentation system for the broad pool of 

Healthcare Professionals and Organizations that receive promotional content from Novartis 

associated to oncology’s treatments. Although the process is still undergoing an exploratory stage, it 

is expected to produce segments cataloging lists of specific doctors in the following months. This 
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effort is part of a big-scale strategy that was adopted by the company, whose main objectives are to 

have a more targeted and customized communication with its different stakeholders, and to take 

advantage of the variety of digital and in-person channels that are currently available to reach these 

individuals. Although this segmentation is far from finished, some preliminary segments have 

already been proposed using the information that is available right now. Based on some aspects like 

the considerations they make to decide on what treatment to prescribe to their patients, how 

conservative they are on their prescriptions, and their level of expertise, three different segments 

have been established for HCPs that consume Oncology’s brands: 

 

- Clinical Commanders: they are very pragmatic with their decision-making, considering all 

possible therapeutic options available to every patient before picking one. They also give 

great important to real-world evidence, like clinical studies, medical tests, and scientific 

guides, and a lack of substantial data on a therapy could be a dealbreaker for them when 

choosing what treatment to apply. They like to be constantly updated on new discoveries, 

and is open to prescribing new medicines, as long as they have enough data to support their 

efficacy. Clinical Commanders also tend to be highly specialized and are seen as a reference 

by their peers. 

- Patient Partners: these doctors treasure their patients’ wellbeing above many other variables 

and are prone to making prescription decisions based on factors like health implications of 

a treatment, secondary effects or adverse reactions. They are emotionally impulsive and 

usually stubborn with their own judgment, not being willing to switch medicines in the 

middle of a therapy, unless quality of life for the patient is being affected. Their 

specialization level can vary. 

- Process followers: they are more impressionable and tend to decide over treatments based 

on what their peers suggest and apply on their own cases. They are constantly going with 

the flow in terms of their medical recommendations, implementing therapies that are widely 

accepted and well-established in the market, instead of relying on innovative or recently 

launched treatments. Process followers tend to be risk-adverse, avoiding prescriptions they 

do not have enough experience and usually stick to the same therapies for all their patients. 

This segment is characterized by a lack of self-confidence and a low level of specialization. 

 

RTEs, while being an email marketing piece, are part of this whole array of tactics to be in 

constant contact with prioritized HCPs: an omnichannel strategy. And in order to make this 

omnichannel strategy more efficient, the appropriate pieces of content that generate real value for 

every recipient should be prioritized. This is where the segmentation effort comes to the spotlight, 

because by establishing different categories of doctors that work at different institutions, belong to 

different specialties, are interested in different subjects, and ultimately have different needs, it is 

possible to produce RTEs and other pieces that are more prone to catch the attention of each category 

separately. 

 

Considering these categories have not yet been properly defined for specific cases, it is 

fundamental to gather as much information as possible on potential segmentation variables like the 

ones mentioned above, to guarantee each HCP is being correctly targeted. A protocol to evaluate 

performance for separate RTEs by weighting various metrics at many levels of specificity, that also 

provides information based on different variables like specialty, Healthcare Organization, education, 

and other classifications, is strongly needed. All this information is available in Qlik, the internal 
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platform that collects all the data on performance of promotional campaigns, and which is already 

being used to gather of information for this project. It is just a matter of translating these huge 

amounts of data into an intuitive and organized version that presents exactly what is needed to get 

insights that later help understand the interests of each doctor, and how their demographics affect 

this interest. In the future, when segments have been defined, having access to all this historic 

information will be useful in understanding how to develop RTEs that are suited to them, by knowing 

how the mentioned variables influence them. Once the segmentation is completed, by being able to 

comprehend how each doctor reacts to different email pieces one could establish a reliable behavioral 

pattern for every doctor, that can be later considered when designing future RTEs that are going to 

be sent to them. 

 

This particular discovery falls very much in line with some of the learnings obtained from the 

competitive analysis. It was highlighted how Abbot was taking advantage of data analytics to 

integrate information coming from different areas of the company, to develop completer and more 

precise analyses on their own performance indicators. By not just utilizing information available for 

marketing activities, but also contrasting it with the data that is currently being used by the Business 

Excellence teams to contribute to the process of segmentation, and the information collected by the 

sales team during field contact, it is more feasible to obtain insights that can be actionable in broader 

company efforts like the development of a segmentation system for HCPs. 

 

After doing some brainstorming with the manager, the conclusion was that a protocol for 

assessing performance of RTEs would be more valuable, and would contribute more to the broader 

segmentation effort, if it was presented in the way of a report that contained all the information on 

metrics and indicators based on professional and demographic variables, and also provided some 

interesting qualitative insights. As explained by the manager, a tool that revolves around ranking 

RTEs and exploring their performance on a macro level to assign numerical values would not 

generate as much value, as a report that evaluates each RTE based on their own metrics. This was an 

incredibly valuable discovery because it demonstrated that the project had to change courses slightly 

to be able to provide real value to the people that are going to be using the protocol in the future. 

 

During the interview with the GGI Lead, other topics were discussed. This time, the interview 

was more oriented at understanding how the GGI (Gerente de Gestión Institucional, or Executive 

Account Manager in English) team will be involved in this new process and what additional 

information they can provide to support the data that is already being handled in Qlik and other 

Novartis’s resources. 

 

First of all, it was discussed how the Sales Representatives participate in the decision-making 

process regarding the conditions in which an RTE is sent. This is in terms of what doctors receives 

every email, the number of recipients, and at what times of the day they send this content. As 

explained by the GGI Lead, every GGI decides how they approach their panel of doctors, they decide 

when to send RTEs to each one of them and to whom. GGIs are also expected to make sure RTEs 

have a good performance, and they do this by trying to send the most appropriate content to every 

doctor at the right time, based on the experiential information they have gathered through their 

regular contact. However, the GGI team is not currently carrying out any kind of follow-up on 

performance metrics for RTEs they have sent in the past, so it is impossible for them to verify if the 

strategies they are implementing to approach RTEs are effective. There is no way for them to know 
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which HCPs are actually opening the emails, what are the best hours of the day to send them, and 

how to properly segment their recipients to send appropriate content. This is why the regular RTE 

reports would provide great value for them. 

 

In order to guarantee that GGIs receive exactly the information they need to use for their 

individual decision-making on the delivery of RTEs, it is necessary to include all these insights and 

recommendations in the report. This is another reason why the report should not be focused on 

sharing the hard, numerical data to rank the performance of RTEs based on their overall metrics, but 

rather contain relevant suggestions that can be directly implemented by them in future campaigns. 

These recommendations could come in the way of a heat map, where they could see at what hours 

doctors tend to open RTEs the most, warnings for when their delivery rate is getting too low, and 

affirmations when their open rates have increased. It could also include specific suggestions for 

different groups of HCPs, based on their specialization and other factors that are directly linked to 

the segmentation process that is already undergoing. 

 

Regarding the topic of their involvement in this new process of RTE performance assessment, 

the GGI Lead expressed his interest in being a part of regular meetings and communications with the 

marketing team to receive these updates. He explained that their participation would be fundamental 

to provide the team with the feedback GGIs receive directly from the doctors through their many 

contact points. He would also act as an emissary to collect all the recommendations shared in the 

report and refer what he considers necessary to every GGI based on their specific roles. For him, an 

adequate frequency for having this time of catch-up with the marketing team would be around once 

a month, so that enough time is given for the platform to be updated with new metrics from the latest 

deliveries. For these meetings, only the GGI Lead would be present, and he would later be 

responsible for passing on the information to the other GGIs. 

 

Making the information included in the report to as many collaborators as possible, including 

the GGI team, has proven to be a successful tactic when making use of data analytics in the 

improvement of performance of marketing efforts. This is demonstrated by Roche’s precedent, which 

promoted the availability of information transparently throughout all areas of the company, to be 

used freely by different teams in ways that added value to their own practices. Once again, initial 

thoughts from the competitive analysis concur with what was confirmed during the interviews, 

which means this is an important notion that should be incorporated into the final proposal. 

 

Finally, the interviewee gave some additional idea for a further development of the project. He 

mentioned it would be interesting to have individual reports for every GGI so that the information 

would be more precise and actionable for them. Although this is not something that is being 

contemplated for the current proposal, it would surely be a valuable way to increase the impact of 

performance assessments in the future. 

 

During the third interview, which was conducted with the Commercial Excellence Analyst, the 

subject of the conversation was more in line with technical requirements, restrictions and procedural 

questions. Since this is not a team that will be taking advantage of these reports, their participation is 

especially important during the previous phases, related to the production and distribution of RTEs. 

However, it was brought to attention that the Business Excellence team has already been following 

up on performance metrics of RTEs for some time now. Since this is also the team that is responsible 
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for managing and updating the Qlik platform, they are in constant contact with these indicators. They 

could serve as a supporting player to aid in the construction of reports, verify that the information 

that is given is accurate, and even help expand the reach of the protocol to other therapeutical areas 

of the company. 

 

One topic that was discussed with the analyst was the possibility to include new metrics to the 

platform. The possibility to check at what times of the day HCPs are actually opening the emails, 

how many times they open it, and what buttons they are clicking on would be very valuable in 

building a report that considers not only data on the opening rates, but also on the times doctors tend 

to dedicate to reading their emails and what parts of the RTE are catching their attention the most is 

also a way to make sure RTEs are being sent at the right times. For example, it is possible for a GGI 

to schedule the hour an email is sent, instead of sending it right away, so that the RTE is delivered at 

the right time even if the responsible person is not working at the moment. On the other hand, it 

would allow for a better comprehension of the subjects and contents that attract every doctor the 

most. Even though the inclusion of these new metrics in the platform would not be an easy task, as 

clarified by the analyst, because this would imply global approvals and the allocation of an additional 

budget to expand the reach of the platform, she explained that these requests are already being 

introduced. Nevertheless, since this is a process that requires many steps, she would not expect to 

have access to these metrics in the near future. 

 

 After examining each one of these interviews and performing a deep analysis, it became clear 

that the project needs to adapt to the real need as expressed by Novartis’s collaborators. The initial 

thought of implementing a quantitative tool to rank RTEs based on their performance indicators 

using numerical values, was not a perfect fit for what they are expecting. On the contrary, a report 

that provides the hard data but also contains valuable recommendations based on a qualitative 

analysis would be a better solution to address the performance issues RTEs are currently 

experiencing. 

 

In order to provide a more concise view on the topics that were discussed during this stage of 

the project, a bullet list chart was elaborated, summarizing the most important takeaways from the 

interviews, based on four different categories that are relevant during the implementation process: 

content of the reports, variables, visual aspects, logistics, and opportunities for growth. 

 

Figure 7: Summary chart of takeaways from the interviews 
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Source: Own ellaboration 

 

Specific Objective III: Compare different RTEs using these indicators to see which ones have 

obtained better results in terms of the number of HCPs reached and the interest they gathered 

from their recipients. 

 

After taking into account the different perspectives perceived during the interviews, and 

adjusting the idea to match expectations, it was decided that the appropriate tool to build this solution 

would be the Canva app. This is an app that allows for the creation and design of dynamic 

presentations with a compelling visual. A template for future reports was built, based on information 

available on Qlik from past RTEs. This template has the capacity to fit more than one RTE in the 

report and has room for the construction of comparison tables to contrast performance from different 

email pieces. It also contains tables and graphics categorized by specialty, tier (which is an internal 

concept that is used to categorize doctors based on their level of expertise), location, and Healthcare 

Organization the HCP belongs to. 

 

A prototype was made and introduced to Kisqali’s Product Manager, providing performance 

data from the latest RTE. This phase had the intention of validating that the final report would include 

all the information the marketing team was expecting in order to develop a protocol that was actually 

actionable and was in line with the strategic objectives of the team. She was very pleased with the 

result and indicated her satisfaction with how the information was being presented. The template 

can be easily adapted to incorporate new metrics, update previous numbers, or include new RTEs. It 

also highlights important information to be later used by the marketing and sales teams to produce 

factual conclusions and make decisions. To see some screenshots from the template, see Annex 4. 

 

In addition to the Canva template, another Excel file was built to serve as the generator of 

graphics and tables that would later be used to feed the presentation. The Excel template contains 

separate sheets for every level of analysis that is included in the presentation template, like the top 

five RTEs by open count, open rate by specialty, by tier, general indicators per month, among many 
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others. It is also completely formulated so that new data can be easily entered and produce updated 

figures. It has enough room to consider as many RTEs as is desired. Although this Excel document 

will not be presented to other team members, it is a fundamental step in the creation of the final 

reports, and thus needs to be described in detail. To see some screenshots from the Excel document, 

see Annex 5. 

 

The Excel format was built using many Microsoft Office resources, like tables, charts, and Pivot 

Tables, in order to provide a more instinctive model that can incorporate new information in a very 

practical way. The process consists first, of downloading all the raw data from Qlik, making sure that 

this draft report includes information that is broken down by all the different categories that are 

considered relevant to construct the final Canva report. After organizing the data obtained from Qlik, 

which tends to come in the form of huge databases, the user can transfer all this data into the Excel 

template. This is where data will be translated into simplified charts and figures that can be used in 

the presentation, which is precisely defined by an intuitive, accessible display of information. For 

example, by filling in the information from a recently released RTE, into the Open Rate by RTE table, 

the Excel format will automatically update the column chart which compares RTEs launched for the 

whole year. The user can copy this updated chart and include it in the upcoming monthly RTE 

performance report, to show team members how the new RTE is performing compared to the average 

and to past pieces. The process is synthetized in the following image, which depicts a brief flowchart. 

 

Figure 8: RTE performance assessment flowchart 

 

 
Source: Own ellaboration 

 

The idea of this report would be for the marketing intern to update the data every month, 

including metrics from the latest email pieces that were sent out during that time, and present it to 

the marketing team and GGI Lead during a regular meeting. The marketing intern is responsible for 

analyzing the data thoroughly to generate accurate insights and recommendations that will be 

implemented by both teams. 

9. CONCLUSIONES Y RECOMENDACIONES 

Conclusiones: 

 

1. It was possible to propose an assessment protocol to evaluate and improve the performance 

of Rep-Triggered Emails (RTEs) from the Kisqali brand that are sent by the Marketing 

Department, belonging to the Oncology unit from Novartis de Colombia S.A., aligned with 

the expectations and needs of the current managerial team. 
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2. It is fundamental to incorporate a regular assessment protocol to evaluate the performance 

of RTEs using different metrics, as was validated during the research and competitive 

analysis. Applying data analytics into digital marketing can provide great strategic value. 

 

3. There is a proven need for a well-established practice to evaluate the performance of new 

RTEs launched by oncology’s marketing department, by adopting a protocol that can be 

replicated by future members of the team. 

 

4. The marketing department of the Oncology division needs to start taking proper advantage 

of the broad range of information available on the performance of RTEs in the company’s 

internal resources, by developing a regular in-depth analysis on a variety of metrics that can 

produce valuable insights to improve performance progressively. 

 

5. The assessment strategy should have a two -way approach, in which numerical data is 

processed in substantial loads, but is then translated into qualitative conclusions where other 

qualitative factors are weighted in the analysis, making sure that recommendations can be 

made not only on the improvement of quantitative aspects like the open rate and total reach, 

but also on the adjustment of specific characteristics to generate more impact for the RTE. 

 

6. This new performance assessment strategy should be closely tied to the objectives of the 

broader segmentation effort being carried out by the marketing and other departments of the 

company, by contributing with valuable information on the behavior and interests of 

different groups of doctors based on their reaction to email marketing campaigns. Hence, 

information collected through this process should be actionable in the process of 

segmentation once it arrives at a later stage. 

 

7. The assessment protocol needs to be implemented in a regular manner for future RTE 

campaigns, even after the current marketing intern is no longer a part of the company, since 

this is a process that will achieve its maximum contribution once it has been incorporated 

inside the department as a routine activity, which can generate more precise discoveries 

while increasing the amount of historical data it integrates. 

 

8. The development of this academic proposal has clearly laid the path for further 

improvements of this project, by addressing the possibility to start elaborating GGI-specific 

performance reports, hire external data processing services, and including new metrics in the 

current reports. 

 

9. It is fundamental that the information from reports is shared with both the sales (GGI) and 

the Customer Engagement teams, since they are both directly related to the distribution of 

RTEs and can participate in making decisions that could improve performance of these 

pieces. 

 

10. The proposal presented in this project serves as a significant precedent for the 

implementation of data analytic tactics to improve the efficiency and effectiveness of 

marketing campaigns for pharmaceutical companies, which have not had a long trajectory 

in this field in Colombia. 
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Recomendaciones 

 

1. As was mentioned before, it is very important that assessment discussions continue taking 

place in the future on a regular schedule, with a monthly periodicity, so that the protocol can 

produce more precise insights and connections every time by accumulating historical data. 

 

2. Although the current proposal is thought for the Kisqali brand, which is just one of the many 

brands in charge of the oncology division, it would be advisable to replicate this same 

procedure to start evaluating performance of RTEs associated to Jakavi, which is the other 

prioritized oncology brand that has an active email marketing channel along with Kisqali. 

 

A future development of this project could even contemplate incorporating a standardized 

assessment for all brands from Novartis, so that all departments follow the same guidelines 

and have an equal ground for comparison of their email marketing strategy. This would 

prove even more useful if connected with the segmentation strategy, since it would allow for 

the availability of huge amounts of valuable information to contribute to the development of 

segmentation models for different brands across the company. As has been proven by many 

business cases in the past, standardizing procedures inside a company does not only allow 

for the reduction of operative costs, but also facilitates new implementations by providing a 

consistent methodology to be replicated.  

 

3. The marketing department should soon define who is going to be responsible for the 

performance of this assessment protocol in the future, whether it be the marketing intern or 

the upcoming marketing specialist, and make sure that this person is always capacitated on 

the basic guidelines to carry out the analysis properly, without skipping any important steps. 

 

4. It is important to apply the insights and conclusions drawn for the report to improve the 

performance of future RTEs, by adjusting variables that were incorporated by the 

investigator in the analysis, like the content and appearance of the emails. 

 

5. Lastly, the marketing team should consider further developing this project considering some 

suggestions made throughout this paper, regarding the possibility to include new metrics on 

the reports, developing more specific, tailored analysis on performance and taking 

advantage of external data-management resources to further improve the applicability of 

these reports, and produce more accurate assumptions. 

 

 

 

 

 



 

Trabajo de Grado - Segundo Semestre 2022 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

REFERENCIAS 

Abbott (n.d.). Abbot en América Latina – Productos. https://www.latam.abbott/products.html  

Abbott (2020). The Impact of Big Data in Healthcare. Abbott. 

https://www.abbott.com/careers/working-with-us/reaching-your-potential/the-impact-of-big-data-

in-healthcare.html  

AmCham Colombia – Cámara de Comercio Colombo Americana. Las 20 empresas farmacéuticas más 

destacadas del mercado colombiano. https://amchamcolombia.co/es/noticias-afiliados/las-20-

empresas-farmaceuticas-mas-destacadas-del-mercado-colombiano/  

https://www.latam.abbott/products.html
https://www.abbott.com/careers/working-with-us/reaching-your-potential/the-impact-of-big-data-in-healthcare.html
https://www.abbott.com/careers/working-with-us/reaching-your-potential/the-impact-of-big-data-in-healthcare.html
https://amchamcolombia.co/es/noticias-afiliados/las-20-empresas-farmaceuticas-mas-destacadas-del-mercado-colombiano/
https://amchamcolombia.co/es/noticias-afiliados/las-20-empresas-farmaceuticas-mas-destacadas-del-mercado-colombiano/


 

Trabajo de Grado - Segundo Semestre 2022 

 

 

Artefact (2019). SANOFI CHC Driving Digital Transformation With Precision Marketing. Artefact. 

https://www.artefact.com/cases/sanofi-driving-digital-transformation-with-precision-marketing/  

Bawm, Z. L., & Nath, R. P. D. (2014). A Conceptual Model for effective email marketing. 2014 17th 

International Conference on Computer & Information Technology (ICCIT), 250–256. 

https://doi.org/10.1109/ICCITechn.2014.7073103  

Breuer, R., Guenther, E., Motiwala, R., & Zerbi, C. (2021, September 24). The rise of digital marketing 

in medtech | McKinsey. https://www.mckinsey.com/industries/life-sciences/our-insights/the-rise-of-

digital-marketing-in-medtech  

Briceño, M. (2022). Propuesta de contenidos para la marca JAKAVI en el canal RTE en el área de 

marketing de Novartis Oncología. 

Consultor Salud. (2021). Las empresas y líderes con mejor Reputación Corporativa en Colombia en 

2021. https://consultorsalud.com/wp-content/uploads/2021/10/Merco-ranking.pdf  

Fernández, R. (2020, October 14). Big data: previsión de ingresos mundiales 2017-2027 – Statista. . 

https://es.statista.com/estadisticas/517644/prevision-del-valor-de-mercado-del-big-data-en-el-
mundo/  

Fortune Business Insights (2020). Oncology Drugs Market Size, Share & COVID-19 Impact Analysis, 

By Drugs Class (Cytotoxic Drugs, Targeted Drugs, Hormonal Drugs, and Others), By Therapy 

(Chemotherapy, Targeted Therapy, and Immunotherapy), By Indication (Lung Cancer, Stomach 

Cancer, Colorectal Cancer, Breast Cancer, Prostate Cancer), By Dosage Form (Solid, Liquid), By 

Distribution Channel (Hospital Pharmacies, Retail Pharmacies) and Regional Forecast, 2020-2027. 

Market Research Report. https://www.fortunebusinessinsights.com/enquiry/request-sample-

book/oncology-drugs-market-103431  

Garms, F., Jansen, C., Schmitz, C., Hallerstede, S., & Tschiesner, A. (2019). Capturando valor a escala 

en fabricación discreta con la Industria 4.0 | McKinsey. 

https://www.mckinsey.com/industries/advanced-electronics/our-insights/capturing-value-at-scale-

in-discrete-manufacturing-with-industry-4-0/es-ES  

Haas, J (2019). Sanofi Google Alliance To Apply Big Data To R&D Commercial And Marketing 

Operations. Pharma Intelligence. https://pharmaintelligence.informa.com/resources/product-

content/sanofi-google-alliance-to-apply-big-data-to-r-and-d-commercial-and-marketing-operations  

Harris, B (2013). 3 ways big pharma uses big data. Healthcare IT News. 

https://www.healthcareitnews.com/news/3-ways-big-pharma-uses-big-data  

Hernández, R., Fernández, C., y Baptista, M.  (2014). Metodología de la investigación (6ta Ed.). 

México, D.F.: McGraw Hill. 

Komorniczak, M. (2022). Pfizer is testing Highp for Veeva Approved Email with the goal of doubling 

HCP engagement. Highp. https://highp.me/pfizer-uses-highp-for-veeva-crm-approved-email  

https://www.artefact.com/cases/sanofi-driving-digital-transformation-with-precision-marketing/
https://doi.org/10.1109/ICCITechn.2014.7073103
https://www.mckinsey.com/industries/life-sciences/our-insights/the-rise-of-digital-marketing-in-medtech
https://www.mckinsey.com/industries/life-sciences/our-insights/the-rise-of-digital-marketing-in-medtech
https://consultorsalud.com/wp-content/uploads/2021/10/Merco-ranking.pdf
https://es.statista.com/estadisticas/517644/prevision-del-valor-de-mercado-del-big-data-en-el-mundo/
https://es.statista.com/estadisticas/517644/prevision-del-valor-de-mercado-del-big-data-en-el-mundo/
https://www.fortunebusinessinsights.com/enquiry/request-sample-book/oncology-drugs-market-103431
https://www.fortunebusinessinsights.com/enquiry/request-sample-book/oncology-drugs-market-103431
https://www.mckinsey.com/industries/advanced-electronics/our-insights/capturing-value-at-scale-in-discrete-manufacturing-with-industry-4-0/es-ES
https://www.mckinsey.com/industries/advanced-electronics/our-insights/capturing-value-at-scale-in-discrete-manufacturing-with-industry-4-0/es-ES
https://pharmaintelligence.informa.com/resources/product-content/sanofi-google-alliance-to-apply-big-data-to-r-and-d-commercial-and-marketing-operations
https://pharmaintelligence.informa.com/resources/product-content/sanofi-google-alliance-to-apply-big-data-to-r-and-d-commercial-and-marketing-operations
https://www.healthcareitnews.com/news/3-ways-big-pharma-uses-big-data
https://highp.me/pfizer-uses-highp-for-veeva-crm-approved-email


 

Trabajo de Grado - Segundo Semestre 2022 

 

 

Kumar, C (2020). Promotion and Marketing Communications. BoD – Books on Demand, p 116-116. 

https://books.google.com.co/books?hl=en&lr=&id=Z0v9DwAAQBAJ&oi=fnd&pg=PA115&dq=digit

al+marketing+%22opportunities+and+challenges%22&ots=4xwN4h_fOi&sig=gFDqHN3KBOPYvIa

CHr5es_ApDzw&redir_esc=y#v=onepage&q=digital%20marketing%20%22opportunities%20and%2

0challenges%22&f=false  

Lad, P., Muragundi, P., Ligade, V (2017). Digitalize Pharmaceutical Marketing: Medical 

Representative Perspective. 

https://www.indianjournals.com/ijor.aspx?target=ijor:rjpt&volume=10&issue=7&article=036  

Luo, X., Duan, Z. Zhang, T. (2022). Intermediate prototype network for few-shot segmentation. 

School of Computer Science, Chongqing University. https://www-scopus-

com.ezproxy.javeriana.edu.co/record/display.uri?eid=2-s2.0-

85140098866&origin=resultslist&sort=plf-

f&src=s&st1=%22data%22+AND+%22segmentation%22&sid=71d25092e1817196063b28b3a14e0965&

sot=b&sdt=b&sl=40&s=TITLE-ABS-

KEY%28%22data%22+AND+%22segmentation%22%29&relpos=9&citeCnt=0&searchTerm=  

Macrotrends (2022). Novartis AG Revenue 2010-2022 | NVS. 

https://www.macrotrends.net/stocks/charts/NVS/novartis-ag/revenue  

Marketing Evolution (2022). What is Marketing Analytics? Tips, Tools, & Why It Matters. 

https://www.marketingevolution.com/marketing-essentials/marketing-analytics  

Minsalud. (2021). Minsalud actualizó Plan de Beneficios en Salud con cargo a la UPC. 

https://www.minsalud.gov.co/Paginas/Minsalud-actualizo-Plan-de-Beneficios-en-Salud-con-cargo-

a-la-UPC.aspx  

Novartis. (n.d.). Novartis. https://www.novartis.com/ 

Novartis Colombia. (n.d.). Sobre Nosotros | Novartis Colombia. https://www.novartis.com.co/sobre-

nosotros  

Passport (2022). Pharmaceuticals – Production. Retrieved August 11th, 2022 from https://www-portal-

euromonitor-com.ezproxy.javeriana.edu.co/portal/StatisticsEvolution/index  

Pfizer (n.d.). Our Products – Pfizer. Retrieved August 5th from https://www.pfizer.com/products  

PwC Colombia. (2017). Colombia Productiva-Planes de negocio Industria farmacéutica. 

Roche (n.d.). Solutions – Roche. https://www.roche.com/solutions/ 

Sanofi (n.d.). Sobre Nosotros - Sanofi en Colombia. https://www.sanofi.com.co/es/sobre-nosotros  

Slotnisky, D. (2017). Benchmarking: qué es y por qué es importante para tu negocio. Digitalhouse. 

https://www.digitalhouse.com/blog/benchmarking-importante-negocio-marketing-

digital/?gclid=Cj0KCQjwpeaYBhDXARIsAEzItbHQUPSHkBH3M63AvUG9uuMUFExVjUN0GoFsc

e1GOKXK2Q9Xrv5g1lYaAqKuEALw_wcB  

https://books.google.com.co/books?hl=en&lr=&id=Z0v9DwAAQBAJ&oi=fnd&pg=PA115&dq=digital+marketing+%22opportunities+and+challenges%22&ots=4xwN4h_fOi&sig=gFDqHN3KBOPYvIaCHr5es_ApDzw&redir_esc=y#v=onepage&q=digital%20marketing%20%22opportunities%20and%20challenges%22&f=false
https://books.google.com.co/books?hl=en&lr=&id=Z0v9DwAAQBAJ&oi=fnd&pg=PA115&dq=digital+marketing+%22opportunities+and+challenges%22&ots=4xwN4h_fOi&sig=gFDqHN3KBOPYvIaCHr5es_ApDzw&redir_esc=y#v=onepage&q=digital%20marketing%20%22opportunities%20and%20challenges%22&f=false
https://books.google.com.co/books?hl=en&lr=&id=Z0v9DwAAQBAJ&oi=fnd&pg=PA115&dq=digital+marketing+%22opportunities+and+challenges%22&ots=4xwN4h_fOi&sig=gFDqHN3KBOPYvIaCHr5es_ApDzw&redir_esc=y#v=onepage&q=digital%20marketing%20%22opportunities%20and%20challenges%22&f=false
https://books.google.com.co/books?hl=en&lr=&id=Z0v9DwAAQBAJ&oi=fnd&pg=PA115&dq=digital+marketing+%22opportunities+and+challenges%22&ots=4xwN4h_fOi&sig=gFDqHN3KBOPYvIaCHr5es_ApDzw&redir_esc=y#v=onepage&q=digital%20marketing%20%22opportunities%20and%20challenges%22&f=false
https://www.indianjournals.com/ijor.aspx?target=ijor:rjpt&volume=10&issue=7&article=036
https://www-scopus-com.ezproxy.javeriana.edu.co/record/display.uri?eid=2-s2.0-85140098866&origin=resultslist&sort=plf-f&src=s&st1=%22data%22+AND+%22segmentation%22&sid=71d25092e1817196063b28b3a14e0965&sot=b&sdt=b&sl=40&s=TITLE-ABS-KEY%28%22data%22+AND+%22segmentation%22%29&relpos=9&citeCnt=0&searchTerm=
https://www-scopus-com.ezproxy.javeriana.edu.co/record/display.uri?eid=2-s2.0-85140098866&origin=resultslist&sort=plf-f&src=s&st1=%22data%22+AND+%22segmentation%22&sid=71d25092e1817196063b28b3a14e0965&sot=b&sdt=b&sl=40&s=TITLE-ABS-KEY%28%22data%22+AND+%22segmentation%22%29&relpos=9&citeCnt=0&searchTerm=
https://www-scopus-com.ezproxy.javeriana.edu.co/record/display.uri?eid=2-s2.0-85140098866&origin=resultslist&sort=plf-f&src=s&st1=%22data%22+AND+%22segmentation%22&sid=71d25092e1817196063b28b3a14e0965&sot=b&sdt=b&sl=40&s=TITLE-ABS-KEY%28%22data%22+AND+%22segmentation%22%29&relpos=9&citeCnt=0&searchTerm=
https://www-scopus-com.ezproxy.javeriana.edu.co/record/display.uri?eid=2-s2.0-85140098866&origin=resultslist&sort=plf-f&src=s&st1=%22data%22+AND+%22segmentation%22&sid=71d25092e1817196063b28b3a14e0965&sot=b&sdt=b&sl=40&s=TITLE-ABS-KEY%28%22data%22+AND+%22segmentation%22%29&relpos=9&citeCnt=0&searchTerm=
https://www-scopus-com.ezproxy.javeriana.edu.co/record/display.uri?eid=2-s2.0-85140098866&origin=resultslist&sort=plf-f&src=s&st1=%22data%22+AND+%22segmentation%22&sid=71d25092e1817196063b28b3a14e0965&sot=b&sdt=b&sl=40&s=TITLE-ABS-KEY%28%22data%22+AND+%22segmentation%22%29&relpos=9&citeCnt=0&searchTerm=
https://www-scopus-com.ezproxy.javeriana.edu.co/record/display.uri?eid=2-s2.0-85140098866&origin=resultslist&sort=plf-f&src=s&st1=%22data%22+AND+%22segmentation%22&sid=71d25092e1817196063b28b3a14e0965&sot=b&sdt=b&sl=40&s=TITLE-ABS-KEY%28%22data%22+AND+%22segmentation%22%29&relpos=9&citeCnt=0&searchTerm=
https://www.macrotrends.net/stocks/charts/NVS/novartis-ag/revenue
https://www.marketingevolution.com/marketing-essentials/marketing-analytics
https://www.minsalud.gov.co/Paginas/Minsalud-actualizo-Plan-de-Beneficios-en-Salud-con-cargo-a-la-UPC.aspx
https://www.minsalud.gov.co/Paginas/Minsalud-actualizo-Plan-de-Beneficios-en-Salud-con-cargo-a-la-UPC.aspx
https://www.novartis.com/
https://www.novartis.com.co/sobre-nosotros
https://www.novartis.com.co/sobre-nosotros
https://www-portal-euromonitor-com.ezproxy.javeriana.edu.co/portal/StatisticsEvolution/index
https://www-portal-euromonitor-com.ezproxy.javeriana.edu.co/portal/StatisticsEvolution/index
https://www.pfizer.com/products
https://www.sanofi.com.co/es/sobre-nosotros
https://www.digitalhouse.com/blog/benchmarking-importante-negocio-marketing-digital/?gclid=Cj0KCQjwpeaYBhDXARIsAEzItbHQUPSHkBH3M63AvUG9uuMUFExVjUN0GoFsce1GOKXK2Q9Xrv5g1lYaAqKuEALw_wcB
https://www.digitalhouse.com/blog/benchmarking-importante-negocio-marketing-digital/?gclid=Cj0KCQjwpeaYBhDXARIsAEzItbHQUPSHkBH3M63AvUG9uuMUFExVjUN0GoFsce1GOKXK2Q9Xrv5g1lYaAqKuEALw_wcB
https://www.digitalhouse.com/blog/benchmarking-importante-negocio-marketing-digital/?gclid=Cj0KCQjwpeaYBhDXARIsAEzItbHQUPSHkBH3M63AvUG9uuMUFExVjUN0GoFsce1GOKXK2Q9Xrv5g1lYaAqKuEALw_wcB


 

Trabajo de Grado - Segundo Semestre 2022 

 

 

Snowflake (2021). How Roche Diagnostics Uses the Data Cloud to Empower Its Data Lifecycle Teams. 

Snowflake. https://www.snowflake.com/blog/how-roche-diagnostics-uses-the-data-cloud-to-

empower-its-data-lifecycle-teams/  

Sriram, V., Shaikh, A.., Sumana, B. Kumar, A., Dhiman, V., Naved, M. (2022). Consumer Behaviour 

on Digital Marketing Platforms—Specifically in Terms of Consumer Loyalty Using Machine 

Learning. Second International Conference in Mechanical and Energy Technology. Smart Innovation, 

Systems and Technologies (290). https://link.springer.com/chapter/10.1007/978-981-19-0108-

9_40#citeas  

Tariq, E., Alshurideh, M., Akour, I., & Al-Hawary, S. (2022). The effect of digital marketing 

capabilities on organizational ambidexterity of the information technology sector. International 

Journal of Data & Network Science, 6(2), 401–408. https://doi.org/10.5267/j.ijdns.2021.12.014  

Trading Economics (2022). Novartis | NVS - Market Capitalization. 

https://tradingeconomics.com/nvs:us:market-capitalization  

Turner, D. (2016). Designing a semi-structured interview guide for qualitative interviews. Quirkos. 

https://www.quirkos.com/blog/post/semi-structured-interview-guide-qualitative-interviews/  

Vivas, M. (2021).  La oncología se mantiene como la principal área de inversión de la farmaindustria 

desde 2016. ConsultorSalud. https://consultorsalud.com/oncologia-principal-area-de-inversion/  

 

 

 

 

 

 

ANEXOS 

Annex 1: Semi-structured interview guide for Kisqali’s Product Manager 

1. What is the objective of releasing RTEs to HCPs? (¿Cuál es el objetivo de enviar RTEs a los 

profesionales de la salud?) 

2. Are RTEs accomplishing these goals in the present? Could this strategy be improved? (¿Los 

RTEs están cumpliendo con los objetivos actualmente? ¿Se puede mejorar la estrategia?) 

3. What are some performance expectations for RTEs in the future? Are they being achieved? 

(¿Cuáles son las expectativas de desempeño para los RTEs en el futuro? ¿Se están logrando?) 

4. Are any assessments currently being carried out by the department to follow-up on and 

improve the performance of RTEs? Why? (¿Se está llevando a cabo alguna evaluación de los 

RTEs para hacer seguimiento y mejorar su desempeño actualmente? ¿Por qué?) 

https://www.snowflake.com/blog/how-roche-diagnostics-uses-the-data-cloud-to-empower-its-data-lifecycle-teams/
https://www.snowflake.com/blog/how-roche-diagnostics-uses-the-data-cloud-to-empower-its-data-lifecycle-teams/
https://link.springer.com/chapter/10.1007/978-981-19-0108-9_40#citeas
https://link.springer.com/chapter/10.1007/978-981-19-0108-9_40#citeas
https://doi.org/10.5267/j.ijdns.2021.12.014
https://tradingeconomics.com/nvs:us:market-capitalization
https://www.quirkos.com/blog/post/semi-structured-interview-guide-qualitative-interviews/
https://consultorsalud.com/oncologia-principal-area-de-inversion/
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5. Which aspects do you think could be improved about the current RTE strategy? (¿Qué 

aspectos crees que podrían mejorarse de la estrategia actual de RTEs?) 

6. Do you think a quantitative and qualitative tool that assesses the performance of RTEs could 

be useful in finding pain points and weaknesses to boost productivity? (¿Crees que una 

herramienta cualitativa y cuantitativa de evaluación del desempeño puede ayudar a 

encontrar debilidades y puntos a mejorar para mejorar la productividad?) 

7. What aspects would you consider relevant when evaluating how well an RTE is performing? 

How would you rank these aspects by importance? (¿Qué aspectos considerarías relevantes 

para evaluar el desempeño de los RTEs? ¿Cómo ranquearías estos aspectos según su 

importancia?) 

8. Do you consider important to evaluate the performance of the GGI team as part of this 

analysis? What about the identity of recipients (Tier, specialty, HCO)? (¿Considerarías 

importante evaluar el desempeño del equipo de GGIs como parte de este análisis? ¿Y la 

identidad de los recipientes (Tier, especialidad, IPS)? 

9. What variables would you look at and alter for an RTE that is lacking on performance? (¿Qué 

variables modificarías en un RTE que está teniendo problemas de desempeño?) 

10. Would you consider useful a ranking system that rates RTEs according to their performance, 

weighting different aspects and metrics? What kinds of insights do you think could be 

derived from this analysis? (¿Considerarías útil un sistema de puntuación para ranquear los 

RTEs según una ponderación de varios aspectos y métricas? ¿Qué clase de insights crees que 

podrías sacar de este análisis?) 

11. With what periodicity would you like these assessments to be carried out? Weekly? 

Monthly? (¿Con qué periodicidad te gustaría que se hiciera esta evaluación? ¿Semanal? 

¿Mensual?) 

12. ¿What teams and collaborators do you consider should be involved in this process? Who 

should receive these reports? (¿Qué equipos y colaboradores crees que deberían estar 

involucrados en este proceso? ¿Quién debería recibir estos reportes?) 

Annex 2: Semi-structured interview guide for the Commercial Excellence team 

1. What business divisions are currently employing the RTE strategy? Are they conducting any 

kind of assessments? (¿Qué otras divisiones de la compañía están usando la estrategia de 

RTEs? ¿Está llevando a cabo algún tipo de evaluación?) 

2. Are there any precedents of analysis of metrics for RTEs in Novartis Global? Any guidelines? 

(¿Qué precedentes hay de análisis de métricas de RTEs en Novartis Global? ¿Lineamientos?) 

3. What is the role of your team in the execution of the RTE strategy? (¿Cuál es el rol de tu 

equipo en la ejecución de la estrategia de RTEs?) 

4. How can the Commercial Excellence Team help improve the performance of RTEs and other 

digital strategies? (¿Cómo puede el equipo de Commercial Excellence ayudar a mejorar el 

desempeño de los RTEs?) 

5. Could any other metrics be included in DICE to make a more complete analysis of 

performance of RTEs? Which ones? (¿Se pudieran incluir algunas otras métricas en DICE 

parra hacer un análisis más completo del desempeño de los RTEs? ¿Cuáles?) 

6. What variables would you look at and alter for an RTE that is lacking on performance? (¿Qué 

variables modificarías en un RTE que está teniendo problemas de desempeño?) 
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7. Do you consider it would be important that your team is involved in future performance 

assessments for RTEs and reports? Why? (¿Considerarías importante que tu equipo esté 

involucrado en la evaluación de desempeño de los RTEs? ¿Por qué?) 

Annex 3: Semi-structured interview guide for the Sales Representatives Leader 

1. How are RTEs involved in the sales strategy of the GGI team? What is your participation in 

this process? (¿Cómo se relacionan los RTEs con la estrategia de ventas del equipo de GGIs? 

¿Cuál es su participación en este proceso?) 

2. How does the decision-making process work for the delivery of RTEs, in terms of periodicity, 

delivery times, recipients, reach, etc.? How are you involved in it? (¿Cómo funciona el 

proceso de toma de decisiones relacionadas con los RTEs, en términos de periodicidad, 

tiempos de entrega, alcance, recipientes, etc.? ¿Cómo estás involucrado en el proceso? 

3. What are the guidelines and protocols your team follows to deliver RTEs to HCPs? (¿Cuáles 

son los lineamientos que sigue tu equipo para entregar los RTEs a los profesionales de la 

salud?) 

4. What aspects do GGIs consider when deciding who, when, and which RTEs to send to each 

HCP? Is it part of a broader strategy? (¿Qué aspectos consideran los GGIs para decidir a 

quién, cuando, y qué RTE enviar a cada especialista? ¿Esto es parte de una estrategia más 

amplia?) 

5. Does the GGI team currently conduct any kind of performance assessment or observation 

regarding this strategy? (¿Tu equipo lleva a cabo algún tipo de evaluación del desempeño u 

observación relacionada con esta estrategia?) 

6. What variables would you look at and alter for an RTE that is lacking on performance? (¿Qué 

variables modificarías en un RTE que está teniendo problemas de desempeño?) 

7. Has your team implemented recommendations for the delivery of RTEs in the past, in terms 

of delivery times and recipients? Were you involved in the previous assessments carried out 

by the former marketing intern? If so, did it have any impact? (¿Tu equipo ha implementado 

las recomendaciones para la entrega de RTEs en el pasado, en términos de tiempos de entrega 

y recipientes? ¿Estuviste involucrado en los análisis que realizaba la anterior intern de 

marketing? ¿Tuvieron algún impacto?) 

8. Do you consider it would be important that your team is involved in future performance 

assessments for RTEs and reports? Why? (¿Considerarías importante que tu equipo esté 

involucrado en la evaluación de desempeño de los RTEs? ¿Por qué?) 

9. How often would you like to receive updates regarding performance of RTEs your team is 

handling? Would you be willing to take part in regular meetings and reports? (¿Qué tan te 

gustaría recibir actualizaciones sobre el desempeno de los RTEs que maneja tu equipo? 

¿Estarías dispuesto a participar en reuniones y reportes reglarmente?) 

Annex 4: Report template 
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Annex 5: Excel template 
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