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Situation & Challenges

A Top 5 Global Pharma company was experiencing sig-
nificant issues with user adoption of their current glob-
al life sciences CRM solution:

• Pharma reps and MSLs would not use the mobile 
application due to performance, stability and UX 
issues.

• Brand managers were challenged by the fact that 
the creation and distribution of content was more 
and more expensive and time consuming. 

• The IT department was struggling to justify the 
success of the rollout of a global CRM as the reps 
were using it the same as the legacy system: En-
tering data at home.

Despite all the investment and effort put into the core 
system, the clunkiness of the mobile solution was lim-
iting the usage in the field and consequently field force 
adoption was less than 10% since the launch. 

The company decided to look for an alternative. An 
easy to use, fast and flexible solution that could con-
nect to the existing IT landscape seamlessly, driving 
the overall digital strategy and delivering it to the field. 

Despite all the investment and effort put into the core system, the 
clunkiness of the mobile solution was limiting the usage in the field and 
consequently field force adoption was less than 10% since the launch.
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Recommendation & Execution

After thorough internal analysis, the company decid-
ed to start a series of global pilots with Pitcher, having 
very specific objectives in mind. The core target was to 
have a stable, responsive, user-friendly tool to support 
engagements in a cost-effective way. 

One of the main concern with their current digital sales 
enablement/closed loop marketing tool, and which 
Pitcher could address out-of-the-box, was to help reps 
make the best use of their time through superior UX 
(user experience), making them more productive, and 
giving them more control of their field time. 

Additionally, Brand Managers wanted better content 
integration, faster and more flexible content deploy-
ment, ability to integrate other channels into the plat-
form, deeper insight into visits and messaging, and 
overall more granularly available call data.

Finally, from the IT department’s perspective, the require-
ments were to keep the same CRM provider but with en-
hanced CLM integration features, to have better custom-
izable deployment options which could meet the needs of 
each individual market, and being able to adhere to appli-
cable compliance and regulatory requirements. 
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Results

A truly incredible but real-life achievement of Pitcher, in one of the 
pilot markets in Europe (Northern Europe Cluster), was that the end 
user adoption jumped from 9% to 80% within a short time after the 
launch of Pitcher. This trend sparked user adoption in the rest of the 
pilot markets. Pitcher is now deployed globally within the company.

Resolving the showstopper issues of their current plat-
form by using Pitcher, the company added tremendous 
agility to their messaging, was suddenly able to deploy 
new processes on-demand, and could very cost-ef-
fectively tailor content to specific business segments’ 
needs.

Analytics and visit metrics were now accurate as they 
were generated just in time and could easily be re-
trieved without endless fine-tuning cycles, and closing 
the loop by gaining valuable insights improved their 
messaging and targeting.

Reps in the field were now able to effectively utilize all 
the call metrics provided by both the CRM as well as the 
Pitcher CLM, which boosted their ability to answer any 
objections and track their customer history. All with a 
view towards maintaining the well-balanced messag-
ing throughout their visits.

A truly incredible but real-life achievement of Pitcher, in 
one of the pilot markets in Europe (Northern Europe Clus-
ter), was that the end user adoption jumped from 9% to 
80% within a short time after the launch of Pitcher. This 
trend sparked user adoption in the rest of the pilot mar-
kets. Pitcher is now deployed globally within the company.


