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We gathered the perspectives from a few
companies on recent CLM implementation

Kinapse @

Life Sciences Consulting and Outsourcing

Themes explored

Why CLM?

Scope of implementation

Where to start — The pilot

What does CLM
mean in terms of

our processes
Business

realities of CLM
What does CLM

mean in terms of
softer changes
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Specific issues

Challenges it addresses
Benefits expected
Barriers & challenges

What TA/business/brands
What customers
What channels

How should it be rolled out in phases?
Where to start/pilot

Governance of programme

Learning

Segmenting & targeting; message planning; execution; tracking & analysing;
integrating learning & adapting
Constraints and compliance issues

Impact on Sales

Impact on Marketing

Impact on other functions

Impact in ways of working/collaboration
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They are at different stage of

implementation and represent different Kiﬂ(]pse 00
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Company D (EMEA)

e

Company B (US)
Company A (EMEA) Company C (US) Company E (US)

vy vy v

Phased implementation

Scoping out

and defining Full roll-

out

Requirements Final phase
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CLM as corporate influence/customise Structured process Primary use to get
initiative to support message for each for differentiating deep insights into
new commercial doctor, using message interactions
model relevant materials
for discussion with
doctors depending
Cha . CL N on context
help to address strategic E B A C D tactical
Leverage Deliver the most Improve execution by Empower the sales
assets/content appropriate message, getting feedback “real force by enabling
across multiple via the most time” and the ability to them with system
channel in appropriate channel enhance message
dynamic way with the most over time
) appropriate media
- Operational B E A_D C Organisational
expected effectiveness enablement
Marketing & Sales Sales Force Selling the Resistance Leadership
adoption to drive adoption to initiative and from Sales  support and
usage drive usage Change Force as change
Management possible management
control tool /
Focus on : g
: _ driving B E A C D —4 Change
implementation usage Management
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CLM Implementation
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All brands All brands All brands Specialty Re-focusing on key
Tablet PC, Tablet PC, Tablet PC brands brand, selected
remote detail remote detail  and remote Tablet PC  countries only
and web/self- and web/self-  detailing for Tablet PC
service service, low value
Medical query products
handling
ope Broad E B C A D Focused
Full functionality Pilot with ‘top’ reps Focus on one TAs rolled out in
rolled out at then roll out to specialty SF to waves starting with
same time whole SF and support launch, low risk brand
progressive add. of  then roll out to Progressive intro of
channels others and add. of functionalities
other channel
Fast D E B A C Phased
Word ‘pilot’ Importance of : ;
‘Pilot’ not used to show  ensuring Business Business T
used, full commitment  readiness of requirement (rj%q#(l)rtemen S KeY;
commitment; ~ Important to organisation for phase key to .
ensure buy-in underestimate
Reps manage CLM, short and y ime i
: - across time it takes; work )
endorsement  ongoing use long term — : y.
j initi functions through il
BlEY after initial Overlooked constraints g
Focus on ‘excitement’ initially -
consideration reps E C D B A —| Wider
engageme nt
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Processes

CLM implication on business
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“Planning

Constraints
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Dynamic,
data driven

Sl Dynamic,

data driven

Fine-tuning

Customer Provide small ~ -Behavioural Behavioural Need for long-term
‘key’ facts number of segmentation  segmentation  visibility on
prompting assets to reps driving to be message plan per
relevant to talk about miEsEl)e plan introduced, segment and
content/messa during calls, -p'ot.entlal start simply triggers; not the
ge to reps but then often ~ driving channel init. (adoption ~ case
refresh use status)
E C A D
Pre-approved . .
Dedicated content can be Developed Creation of forum So far tracking only
analytics pushed/accessible Setof core  to review feedback available at rep level;
group per via Tablet PC or @nd‘ala  anduseitto help them to
brand/TA: edetailing, driven carte’ improve/evolve understand impact
emphasis, on by rep: us’age slides to content, initial and to use that to
data validation prompted by g tracking at rep engage with
customerdata ~ Messages level marketing
— E B D A C
Ensure that -Importance to ~ -handling
Helped and - have ?n:qunt ofdata " pefined new
: A ‘ot o trigger
trained organisation organisation actio?\g process for
limited Ad can support ready to approve -" content
agencies for v mEe ConEt in short -ability and approval
digital O]YCLM. cycle processes for o council
’ B} : approve
content -challenge for Cultural issues C(F))rr:tent o short and data
development ad agancies (laptop detailing privacy laws
adoption) cycle
E B C A
-
5

Traditional
sequential
message
plan

Discussion-
based

Getting
organisation
ready

.
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CLM implication on different
functions
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Making CLM
work

Shift to
dynamic
refinement of
content and
messages

Data and
content
handling

Provide formal Increased Training and Ability to see  Selling CLM to
feedback responsiveness coaching reps benefits from  high performers
conduit to and to ensure CLM, using and ensure
work collaboration tools adoption insight from ongoing use by
collaboratively needed and ‘proper’ data to improve having up-to-date
on content use interactions and relevant
content
E B A C D
Collaboration and  Collaborati Marketing Collaboration
Acting on moving from on and teams not with Saleslan q
feedback to traditional, having experienced in q
dynamically calendar-driven  longterm  changing prepare nests t‘z
refine content marketing to view of messages appror\]/ € con Tn
and market/customer- message  frequentlyor 'M2&S ort cycle
messages driven marketing  plan segmenting
more deeply
L £ —sB=p__A_—C
Data and -Enormous Data - -Regulatory
Leveraging ST o Inaccuracies Al
centralised data — how and duplicates S
contentthrough /v e it cause doubt in T
multiple -Training of ~ the minds of -Challenge for
platforms with 54 agencies  users leading traditional ad
minimum to lack of trust adencies
number of in systems and <
application information
B E A D C
—
6

Selling
CLM

Collaborative
ways of
working

et

Short cycle
approval
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Jean-Francois Delas, Vice President Web site: www.kinapse.com
+44 (0) 7772 267 430, jean-francois.delas@kinapse.com General enquiries: info@kinapse.com
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