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2017 COMMUNICATIONS
TRENDS



  

2017:  
NEW LANDSCAPE, 
NEW EXPECTATIONS
Data and predictive analytics are rapidly evolving how we target customers  
and develop integrated communications plans that flow seamlessly across 
channels. Today it’s possible to pinpoint exactly where to find your most likely 
customers and even know just when to connect with them.

The one thing the numbers can’t tell you: how to best engage those customers.  

That’s why we collect trends. Trends show us those shifting customer 
expectations. They reveal data and clues about changing habits and 
preferences. They uncover brands that are making unique connections  
and getting to white spaces first.

 

Answering that requires a 
different set of questions, like... What expectations  

do people have for 
those channels? 

What do people 
really want 
right now?

What experiences will 
stand out in increasingly 

crowded spaces? 

NEW YORK

NEWTOWN

COLUMBUS

MONTREAL

TORONTO

LONDON

MUNICH

TOKYO

SHANGHAI

For healthcare marketers there are four types of trends that can reveal  
new opportunity:

CONSUMER
Expectations created by media, peers and entertainment

COMMUNICATIONS
Shifts in how brands are earning time, attention and loyalty

HEALTHCARE
New realities in accessing, giving and receiving healthcare

DIGITAL
Behavior changes influenced by technology, tools and devices

inVentiv Health Communications GSW 2

This year, we worked with over one hundred trend spotters from across the 
inVentiv Health global footprint to identify the shifts most relevant to healthcare 
marketers. These trend spotters work on the front lines of our business and  
bring us insight and clues from across the industry and well beyond it.
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2017 
COMMUNICATIONS TRENDS
This year, the big communications highlights include new 

expectations in the marketing suite for more accountable, predictive 

planning; bigger, thicker data; and straight up fun. Brands are using 

empathy, ambition and secrets to engage customers. They’re 

tackling biases, recounting the numbers, letting customers buy in to 

their best deals, and wrapping everything in gorgeous. In healthcare, 

there are more videos, fewer reps, and a little extra help navigating 

the information overload.

See those trends and more on the following pages.  



The loyalty landscape in changing – from offering perks and 

discounts to top customers to letting anyone buy into privilege. For 

an annual fee, these new programs let members access free shipping, 

discounts, early sales, and more. Amazon’s Prime was the first 

mover in the category that now includes top names in fashion, retail, 

and food. For the brands, the value goes way beyond the price of 

admission. They can focus marketing efforts on a self-selected group 

of loyalists and target offers and promotions with an increasingly 

sophisticated understanding of those shoppers buying behaviors.  

These “insider members” have a big influence on the development of 

new products, services and offers.

KEPT 
CUSTOMERS
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THE PRIMACY OF PRIME 

Analysts estimate that Amazon has 80 
million Prime members worldwide. The $99 
annual service now reaches almost 40% of 
U.S. households (and 75% of households 
making over $112,000 annually). Members 
join for free two-day shipping, streaming 
video and other services. In 2017, Amazon 
will add even more perks for members, like 
broadband in the UK and Germany and 
Twitch for gamers around the world.

RBC Capital Markets, 2016

GET “IN” WITH BIG RETAILERS 

In 2016, Land’s End introduced Canvas, a  
$50 annual program that gives members  
20% off clothing and free shipping. Restoration 
Hardware started selling a $100 annual RH 
Grey Card, which offers a 25% discount on 
merchandise, free design services and early 
access to sales. Postmates started a  
$10-per-month membership for unlimited 
delivery of food and some merchandise.

Retailer websites, 2016

IS MEMBERSHIP 
THE NEW MEDIA?

As consumers become more and more price 
sensitive, membership programs are giving 
brands new insights into the preferences and 
behaviors that can help them better target new 
offers, partner products and even customize 
pricing. These rich databases of insight will 
continue to grow. A recent survey found that  
62% of consumers would consider a fee-based 
rewards program from a favorite brand.

LoyaltyOne, 2015

MEMBERS BUY MORE

Free shipping deals, personalized offers and 
new perks lead to more frequent purchases 
and even more loyalty over time. Amazon Prime 
members are almost five times more likely to 
make a purchase in the same shopping session 
compared to non-Prime members. In the first 
year, they spend twice as much as non-
members, and after three years, almost three 
times as much.

Millward Brown and The Street, 2016

01KEPT CUSTOMERS
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62% of consumers would consider a fee-based 

rewards program from a favorite brand

inVentiv Health Communications GSW 5

Amazon Prime now reaches alomost 

40% of US households



In competitive markets, the tipping point to trial – and even earning 

loyalty – isn’t always price or benefits. Increasingly, it’s the design of 

the package. For decades, consumers have been showing more and 

more willingness to pay higher prices for products designed with 

more sophistication. That’s created a revolution in grocery aisles, 

where now even house brands are designed to look like boutique 

buys or unexpected artisanal finds. This new aesthetic elevation is 

driving brands in retail, health, and CPG to rethink the aspects of 

their experience through each of the senses to create packaging and 

experiences that delight... even when the product isn’t something 

consumers are excited to buy.

AESTHETIC 
EXPECTATION

02



THE FLIPSIDE OF PACKAGED 
PRODUCTS 

“Taste and package differentiate the new tomato 
product from other products in the market. 
Packaging is what sets a company apart from 
competitors, but packaging also has a flipside. If a 
consumer opens the package and has a negative 
eating experience, he or she won’t buy that package 
again. Packaging sells the first time, but if the 
product is disappointing, the consumer will 
remember.” 

Len Krahn, COO of SunSelect British Columbia, 2016

$23 BILLION

The global luxury packaging market is expected 
to reach $23 billion by 2021. Sustainability and 
personalization are credited with the aggressive 
forecast of nearly 5% annual growth. Many 
brands are feeding into this boom, including 
Finland’s Pankaboard, who is launching new 
high-end material for the luxury beverage sector. 
The UK whiskey business is expected to be a top 
customer, so keep a white glove handy next time 
you need a drink.

PR Newswire, 2016

FROM LITTER TO 
LIVING THINGS

Andrew Dent & Leslie Sheer’s new book, 
Material Innovation: Packaging Design, 
touches on the evolution of packaging, 
including your typical boxed cereal, 
plantable packaging designed to be buried 
after use and alcohol bottles that react to 
music. They also cover how the latest 
consumer packaging could fail or flourish 
in the digital landscape. 

Material Innovation: Packaging Design, 2016

SIX ESSENTIALS FOR EFFECTIVE PRODUCT PACKAGING DESIGN

B2B Community, 2016

02AESTHETIC EXPECTATION
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SUPERB FORM AND FUNCTION PRACTICALITY PRACTICALITY

MAXIMUM SHELF IMPACT ORIGINALITY & CREATIVITY

HONESTY GO GREEN

1

2

3

4

5
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Welcome to the year of personal greatness. Or, at least the year of 

being ungreat and totally ok with it. A huge backlash against body 

shaming, bullying and homophobia is driving brands around the 

world to create campaigns, experiences and ideas that celebrate 

effort, individualism and personal satisfaction while de-emphasizing 

appearance, achievement and fitting in. Look for a huge new range of 

spokespeople and personal stories that show the changing face of 

consumers and the small, everyday victories they want to celebrate.

CELEBRATING 
THE EFFORT

03



104 AND STILL RUNNING

UK-based runner, Fauja Singh, who is 
104-years-old, just finished another marathon 
and has no plans of stopping. Nestle, 
sponsor of the Dubai Marathon, developed  
a tribute to him with a short film that now  
has more than 650,000 views on YouTube. 
The company also created the hashtag 
#100andrunning to help people continue  
to follow Fajua’s story as inspiration for all.

Nestle, 2015

LAST  

Nike’s recent spot, Last, commemorates the 
people who finish furthest from the top. It is 
a celebration of anyone willing to even start 
a journey, not just the winners. Filmed from 
the perspective of the person bringing up the 
rear of the pack, it exemplifies the runner’s 
thoughts— “I am not a marathoner, but 
when I finish this,  
I will be.”

AdWeek, 2015

HOW DO YOU SEE ME? 

Italy’s national organization for Down 
syndrome, “CoorDown,” wanted to bring 
awareness to and help challenge how 
people see others living with Down 
syndrome. Their recent PSA video opens 
with actress Olivia Wilde looking at herself 
in the mirror while a young woman with 
Down syndrome explains that this is how 
she sees herself. “…as a daughter, sister, 
a best friend, and a person you can rely on. 
I see myself singing, dancing and laughing 
until I cannot breathe. I see myself following 
my dreams, even if they’re impossible.”

AgencySpy, 2016

LOVE HAS NO LABELS

Ninety-eight percent of our thinking is done in our 
subconscious mind. The new Emmy-award-winning 
PSA from The Ad Council, titled, “Love Has No 
Labels,” plays on this fact by removing our ability to 
“see” two people. It places them behind an X-ray 
screen and shows them dancing, hugging and 
kissing, so when they step out and reveal their true 
identities, you can still see two loving people rather 
than first noticing ethnically-diverse or same-sex 
couples. The spot successfully challenges our 
internal biases and forces us to see love as 
universally beautiful.

Ad Council, 2016

03CELEBRATING THE EFFORT
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In 2017, it’s either totally entertaining or painfully boring. 

Consumers and professionals alike expect every experience to be 

downright amusing. Give them a leader board, a laugh, a game, 

anything! If it’s not fun, they’re not doing it.  Brands are responding 

with experiences that bring gaming to fitness, entertainment to 

learning, and even parties to the grocery store. One thing’s for sure: 

2017 is going to be a blast!

 
FUNIFIED
04



EMPLOYEE (DIS)ENGAGEMENT 

According to Gallup polls, 71% of people are not 
engaged or actively disengaged at work. 
Knowing this, Deloitte set out to increase 
engagement in their leadership academy with 
their new Badgeville Platform. It was designed to 
inject fun into their executive training program 
and is able to track personal performance 
against more than 50,000 executives. After its 
launch, the company witnessed a 46.6% uptick 
in daily usage of the Deloitte Leadership 
Academy site.

Badgeville, 2016

VIRTUAL REALITY SHOPPING 

China’s Internet retailer, Alibaba.com, set out to 
change the way people shop by using virtual and 
augmented reality. The company piggybacked on 
China’s Singles Day and launched an app that 
gives consumers a fun, interesting new way to 
interact with products in the virtual world and 
even gives them the ability to make purchases 
instantly by looking at “purchasing clouds” in the 
software. The company broke last year’s sales 
record with 103B Yuan ($15bn; £12bn) in the 
first 20 hours of the event.

bbc.com, 2016

FUN IS THE NEW LOYALTY

A recent study from the UK research group, 
Rare, found that a brand’s perceived fun factor 
is correlated with high customer loyalty, 
especially in younger audiences. Generation K 
(ages 14-21) led the pack with 64% of 
respondents saying that fun was a crucial factor 
in their dedication to a brand. Here’s how the 
others shook out:

– Millennials – 50%

– Generation X – 55%

– Baby Boomers – 44%

Rare, 2016

THE RED COAT CHALLENGE

Needing to raise awareness with their largest hub in 
the country, Delta Airlines wanted to make sure they 
were the go-to airline with New Yorkers. To inject an 
entertaining process and shy away from traditional 
marketing, Delta turned to the streets and hid “Red 
Coats” (what their flight attendants are called, based 
on their signature uniforms) all over the city. Daily 
clues were given via social media and when they were 
found, participants were rewarded with a free trip to 
L.A. The campaign reached more than 70 million 
people on Twitter and had more than 180,000 direct 
interactions. 

www.convinceandconvert.com, 2016

04FUNIFIED

64% of Gen K (ages 14-21) respondents 

said that fun was a crucial factor in  

their dedication to a brand
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In 2016, we started to see brands create more opportunities for 

people to walk a mile in another’s shoes. In 2017, we’re going to see 

that gut-level understanding about someone else’s experience become 

the expectation for brands and advocates around the world. We’ll see 

more experiences, media and opportunities to explore another 

person’s reality and entirely new kinds of engagements that bring 

people together to share their stories. Brands will go deep into the 

lives of their customers, bringing back investments in ethnography, 

exploration and experiential research.

EMPATHY 
EXPERIENCES

05



25 SQUARE METERS OF SYRIA

IKEA and Red Cross Norway teamed up to raise 
funds for people caught in the middle of the 
Syrian Civil War. To help bring awareness, an IKEA 
store in Norway built an exact replica of a 25 
meter2 home to demonstrate what people are 
experiencing. Each article inside the replica has a 
tag attached to it, telling a story related to the 
families and their lives as refugees. To date, more 
than 40,000 people have visited the in-store 
replica and they’ve raised $23.8 million. 

Industry Leaders Magazine, 2016

THE MIGRAINE SIMULATOR  

Migraines affect 36 million people in the U.S. 
and 1 in 7 people in the U.K. Excedrin recently 
set out to help non-suffers understand what it is 
like to experience a migraine by leveraging 
augmented reality. They built a virtual 
experience that includes common symptoms, 
such as sensitivity to light and sound, 
disorientation, and vision disturbances, such as 
spots or jagged edges. The brand collaborated 
with actual migraine sufferers to help mirror 
exactly what a patient goes through.

Excedrin.com, 2016

HOUSE OF MEMORIES

The Old Town Museum, in Aarhus, Denmark, 
created a “House of Memories” for people 
living with Alzheimer’s and other forms of 
dementia. The apartment is an exact replica 
of a typical flat from the 1950s and is 
designed to trigger memories by the sights, 
sounds and smells from the period. As visitors 
leave, they’re noticeably lightened, with some 
people talking for the first time in years, 
forgetting to use their canes and recalling 
stories that their children have never heard.

NPR, 2016

GIVE EXTRA, GET EXTRA 

Extra Gum is celebrating life’s little moments, 
including marriage proposals, going back to 
school and taking vacations, just to name a 
few. The brand is encouraging people to upload 
their little moment pictures with the hashtag 
#giveextragetextra. A handful of the best 
examples are featured on their website with 
 the pictures illustrated on the inside of a gum 
wrapper.  

giveextragetextra.com, 2016

05EMPATHY EXPERIENCES
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Major disrupters in the pharmaceutical industry have put the 

spotlight on quantifying value, measuring impact and taking the 

smartest risks. In this new environment, the appetite for innovation 

and change is strong, but the tolerance for risk is not. Business 

leaders want to understand the return on new investments and 

target spending to the highest-impact opportunities. They’re driving 

demand for more accountable, data-driven marketing.

ACCOUNTABLE 
EXPECTATION
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DATA DRIVES DATA

–  Data-driven marketing is either embedded or 
strategic for 78% of marketers

–  64% of marketing executives “strongly agree” 
that data-driven marketing is crucial for success

–  53% of organizations have instituted an 
enterprise-wide vision for data analytics

–  87% of marketers consider data to be their 
organizations’ most underutilized asset.

–  49% of brand executives feel significant pressure 
to increase data’s role in their strategy

cmo.com, 2016

LET ME HELP YOU

“At Meredith, we reach millions of grocery shoppers every day who are about to step foot 
into a store, and we have first-party data that gives us unique insight into their grocery 
shopping behavior. Helping advertisers leverage our data and deep audience insight, 
alongside their own data, to target shoppers at different points of their journey is the  
next phase of data-driven marketing.”

Chip Schenck, Meredith’s VP of Data and Programmatic Solutions, 2016

HONING RECOMMENDATIONS  
WITH DATA

Adhark, a Boston-based marketing recommendation 
company, has produced over 500,000 data-driven 
suggestions for is clients in just 3 months.  

“Our Audience Recommendation Engine will deliver 
statistically-optimized marketing strategies and content 
recommendations to enterprises across industries. 
Marketers operating without the benefit of data science 
at their side will be outflanked by those who can put the 
power of data-driven recommendations to good use.”

Jehan Hamedi, founder and CEO of Adhark, 2016

UBER FOR LAWN CARE

Greenpal is a Nashville, Tennessee-based lawn care company that needed to boost their  
ad campaign’s click-through rate of 1%. After conducting research on one of their city’s  
up-and-coming neighborhoods, they noticed its demographic was more price-sensitive  
than the average.  By changing their tag line to a more relevant and data-heavy message 
(“Lawn Mowing from $20) in that neighborhood, the company witnessed a 200% lift in their  
click-through rate and a 30% lift in on-page conversion.

wordstream.com, 2016

06ACCOUNTABLE EXPECTATION
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49% of brand executives feel 

significant pressure to increase  

data’s role in their strategy



Big data has given many brands a constant stream of knowledge 

about what people are doing and when and where they’re doing it. 

What big data can’t tell them is why. That’s where the drive to 

thicker data comes in. Brands increasingly want to know why their 

customers behave the way they do, what shapes their preferences 

and why certain trends seem to stick. They’re investing in 

ethnography, anthropology and co-creation to generate that deeper 

insight. The biggest shift we’ll see in 2017 is more collaboration 

between the generators of big and thick data to ultimately create a 

more complete picture of the customer that both quantifies behaviors 

and understands motivations.

BIG 
THICK DATA
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BETTER TOGETHER 

Big data recently sounded the alarm for the savvy CMO 
of a leading European supermarket chain. The 
company faced a stretch of poor sales numbers, but 
the big data wasn’t pointing to a solution. After his 
go-to surveys failed to shed more light on the situation, 
the CMO commissioned a team of social science 
researchers to study the lives of his customers. They 
uncovered significant shifts in people’s home lives, 
from the extinction of family meals to vast increases in 
the frequency of smaller shopping trips. By revisiting 
big data in light of the newly uncovered thick data, the 
company was able to completely revamp its future 
direction to turn around the sales declines.

Harvard Business Review, 2016

WATSON BRINGS OUT THE 
HUMAN IN BIG DATA 

StatSocial has become a leader in their market by 
connecting data across multiple social profiles. This 
creates a more complete view of individuals, integrating 
demographics, affinities and personality insights. That 
thick data is then fed into IBM Watson’s Personality 
Insights API. As it mines through the user-declared social 
content of hundreds of millions of consumers, their 
personality types, values and needs are brought into focus 
more clearly than ever before. This allows StatSocial to 
provide their clients with the data to understand, segment, 
and target customers to create the ultimate personalized 
shopping experience.

IBM, 2016

BE SOCIAL WITH ONE ANOTHER 

“Social data should be integrated with and fueling 
your customer-facing initiatives and the technology 
that drives them. Marketers must focus on an 
open ecosystem and on getting data between the 
wide array of sales, business intelligence and 
marketing platforms in order to create customer 
experiences built upon more sophisticated 
customer understanding and need.”

Leah Pope, Synestio, Chief Marketing Officer, 2016

SMALL DATA IS THICK DATA

In his most recent best-selling book, Martin 
Lindstrom uses experiences from his life as a 
globe-trotting brand expert to paint the picture of 
the importance of small (thick) data in our big 
data world. Pulling examples from anywhere, 
including names like Lego to Roomba, he 
demonstrates how the powers and perils of big 
data are harnessed by incorporating thick data.

Small Data, Martin Lindstrom, 2016

07BIG THICK DATA

inVentiv Health Communications GSW 17

2017 
COMMUNICATIONS TRENDS



Incontinence. Dementia. Divorce. It all happens. And more and more 

brands are opening up and talking about. They’re creating 

encouraging, honest looks at experiences that can be full of fear or 

embarrassment and showing the real stories of courage and 

commitment from peers who have been there. These moments of 

honesty aren’t just showing people what’s possible, they’re also 

actively fighting stigma to change conversations and expectations 

for a future generation of customers. 

JUST DEAL 
WITH IT
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CONVERSATIONS BETWEEN 
THE LINES 

“By using real people in their TV advertising, brands 
are mirroring what’s happening on social media, 
where conversations between consumers are almost 
as professional as those taking place between 
advertisers and consumers. It’s all part of a social 
trend in which there’s increasing emphasis on 
authenticity. “

Mhairi McEwan, Group Chief Executive, BBC Campaign, 2016

CAN’T HOLD ME BACK 

Depends, a disposable underwear brand by Kimberly 
Clark, tackles the topic of incontinence head on. In 
order to bring an air of authenticity to this taboo 
topic, the brand uses real people, not actors, to 
share stories of how incontinence impacts their lives 
and how using Depends restores their confidence. 
The campaign aims to empower people living with 
incontinence and reassure them that, with Depends, 
they don’t have to miss out on life.  

Ad Week, 2016

JUST DON’T FORGET ABOUT ME 

According to the World Health Organization, globally, 
47.5 million people are living with dementia, and 7.7 
million new patients are identified every year. Once 
diagnosed, they face countless challenges, from losing 
friendships (as they often withdraw socially) to feeling 
alienated (as people often talk to a patient’s spouse or 
caregiver instead of addressing them directly). The 
Alzheimer’s Association has a long-standing advisory 
program that enlists patients in the early stages of the 
disease to help identify and address the obstacles 
facing patients living with the disease.

Alz.org and WHO.int, 2016

WHERE LIFE HAPPENS

In Ikea’s new ad campaign, entitled, “Where life 
happens,” a simple and bittersweet story 
unfolds. The audience sees an uncomfortable 
exchange as a father picks up his son from his 
ex’s home. In the midst of this tension, 
mirrored pieces of Ikea furniture act as a 
comforting bridge to help the young boy, Leon, 
feel at home in his dad’s new place. The spot 
doesn’t feel heavy-handed, but instead conveys 
the sense that Ikea really does understand its 
customers’ lives and needs. In the end, the 
bold move to address a challenging but normal 
situation advances Ikea’s brand image and lays 
a great foundation for the new campaign.

Ad Week, 2016
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The global numbers of dementia

47.5 MILLION PEOPLE 
ARE LIVING WITH DEMENTIA

7.7 MILLION NEW PATIENTS 
ARE IDENTIFIED EACH YEAR



Physician media is getting a Netflix-style makeover with video-driven 

content and savvy algorithms that push just the right content to each 

user. These big shifts are happening just at the moment when doctors 

were ready to cry uncle – the stream of new medical information has 

become a torrent that no one can keep up with. Instead of dipping in 

and out of it, they’re now counting on experts to help curate it and 

show them what to pay attention to. 

 
MEDFLIX
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IS YOUR YOUTUBE 
CONTENT RELEVANT?

Fifty-two percent of U.S. physicians use the 
Medscape Professional Network to watch 
professional videos online, and 32% use 
YouTube. For those that use the latter, only 
20% have watched a video on a pharmaceutical 
company’s channel.

Manhattan Research, 2016

NOT KEEPING UP WITH 
EXPECTATIONS  

80% of physicians worldwide watch online 
videos for professional purposes. But the style, 
quality and delivery mechanisms for these 
videos aren’t quite keeping up with consumer-
grade streaming services. Another 80% of 
physicians use digital TV services, like Netflix, 
YouTube and AppleTV. Brands and content 
makers have an opportunity to match these 
shifting expectations and bring videos to life with 
more engaging content.

Manhattan Research, 2016 ; Medscape TV, 2016

BUILDING ON THE STORY

Medscape TV lets brands sponsor channels that 
focus on specific therapeutic areas and serve 
marketing content between episodes. Pfizer 
launched a campaign on Medscape’s Community 
Acquired Pneumonia channel in late 2016, 
called, “Change the Exchange.” The video 
suggests specific tips for HCPs who 
recommend vaccinations for patients. The ad 
builds on the narrative of the episodes and 
provides unbranded recommendations for HCPs 
with specific, relevant content 

Medscape TV, 2016

THE NETFLIX FOR PHYSICIANS

Medscape TV is creating a powerful, new  
on-demand video series designed specifically for 
healthcare professionals. The 7-10 minute video 
documentaries focus on several therapy areas and 
aim to humanize the patient-physician experience  
by combining expert guidance with authentic, 
real-world practice experiences. They also include 
new, emerging or complex aspects of diagnosis, 
treatment and care. Episodes are released 
continuously over the year and physicians are 
invited back as new episodes are posted. 

Medscape TV, 2016

09MEDFLIX
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32% of U.S. physicians watch 

professional videos on YouTube.  

Of those on YouTube, only 20% have 

watched a branded pharma channel



The favorite gaming dynamic of the marketing suite is a little 

something called hide and seek. Secret menus, inside jokes, Easter 

eggs, and even the occasional Rattata and Pidgey are enticing 

consumers to hunt for the hidden and unexpected. They’re racking up 

points and finds and celebrating every small victory. These hunts 

create an affinity with the brand and give consumers insider and 

exciting information to share. 

 
FOUND IT!
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GLOBAL GAMIFICATION BOOM 

The global market for gamification is expected to 
grow from $1.65 billion in 2015 to $11.10 billion 
by 2020 with the Asia-Pacific region expected to 
drive much of that growth. In North America and 
Europe, much of gamification’s growth is being 
driven by social media. In those regions, many 
users are leveraging social platforms to connect 
with the companies they buy from, and those 
businesses use gaming techniques to draw and 
interact with their audiences. 

PR Newswire Europe, 2016

6 MILLION IN 24 HOURS

On the first day of its release in Australia,  
New Zealand and the US, 6 million people 
downloaded Pokémon Go. In fact, Nintendo 
had to pause its release in additional 
countries due to server overload. By the end 
of the first month, more than 34 million 
downloads had ocurred in the US alone, and 
90% of players were still hunting for those 
elusive Pokémon characters.

Business of Apps, 2016

GAMIFICATION IN 
EDUCATION 

–  80% of learners say they would be  
more productive if their learning institution 
or workplace was more game-like

–  89% say that a point system would 
increase their engagement with an 
eLearning app

–  60% of learners would be motivated  
by a leader board

LearnDash.com, 2016

TAKE FLIGHT WITH GOOGLE

Google Maps are filled with more detail and can 
bring us closer to any city or landmark in the 
world. Want to fly by Big Ben from the comfort 
of your chair in Munich? After opening Google 
Earth on a PC or Mac, type Crtl-Alt A (PC) or 
Cmd-Opt A (Mac), pick a plane and fly by using  
a joystick or with the standard Google Earth 
Keyboard. 

Pocket-Lint.com, 2016
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60% of learners would be  

motivated by a leader board



After years of consumer smartphone use well outpacing marketer 

engagement there, healthcare brands are finally moving to the small 

screen in big ways. In 2017, we’ll see massive growth in direct mobile 

ad spend as well as cross-screen engagements. Novel geo-based 

targeting will make content more actionable, more local and more 

relevant. Interfaces for professionals, patients and sales teams will 

be built for “mobile first” use.

RACE TO THE 
SMALL SCREEN

11
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ADHERE TO IT

With over 2,500 mobile app downloads and 
more than 46,000 sessions registered, Eli 
Lilly’s branded app for Trulicity is increasing 
adherence for diabetic patients.  It’s a 
weekly injectable treatment for type 2 
diabetes, so remembering to take the 
prescription on time can be challenging. 
Knowing that 66% of people are wiling to 
use a mobile app to manage their health, 
Lilly designed the app with powerful front-
end features to get users on board such as 
a virtual demo that mimics the Trulicity pen’s 
features, functions and sounds.  Plus, they 
keep utilization high by including adherence 
features that users touch every week. 

MM&M, 2016

DR. ON DEMAND

It takes, on average, 25 days to see a 
psychiatrist or psychologist. It can take 2-3 
hours from door-to-door to see your doctor. Dr. 
On Demand is out to address that time crunch 
with their latest mobile app, which allows 
people to connect with a certified physician any 
time of day. Utilizing the video call capability 
built into smartphones, people can connect 
remotely with these healthcare professionals 
and even receive care from the comfort of their 
own home or office. 

Dr. On Demand website, 2016

MICRO-MOMENTS 

–  68% of phone users say they check 
their phone within 15 min of waking up

–  87% always have their smartphone at 
their side, day and night

–  On average, people check their phones 
150 times per day and spend 177 
minutes using them

–  82% of smartphone users say they 
consult their phone when shopping in a 
physical location

–  91% of users turn to their phones for 
ideas in the middle of a task

Google’s Micro-Moments, 2016

ADHERE TO IT  

An estimated 33% to 69% of all medication-
related hospital admissions in the US are due to 
poor medication adherence. This comes at a 
cost of around $100 billion per year. To cut 
down on these unnecessary expenses, the 
mobile app, Mango Health, is designed to set 
reminders and reward behavior (gift cards at 
varying levels) for sticking to your medication 
plan. Members can connect with other 
members and receive medication alerts to draw 
attention to potentially dangerous drug-to-drug 
interactions. 

NCSL & Mango Health Websites, 2016

It can take 2-3 hours from door-to-

door to see your doctor. 



As the western world continues to gray, brands are rapidly 

customizing their communications, interface and even products for 

older market segments. They’re taking on issues critical to this new 

demographic, like Ageism and caregiver support. And, they’re also 

embracing the dichotomies in how people age, creating services and 

tools for those fighting for their health and inspiration and support 

for others trying to maximize the last decades of life.

SKEWING 
OLDER

12
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CONVENIENCE THAT’S EASIER 
TO CHEW 

In Japan, mini-marts are selling more than just 
Slurpees. With nearly 27% of the population over 
age 65 and space being a premium, convenience 
stores are starting to cater directly to the aging 
population. Chains, like Lawson, are reshaping 
their offerings to meet the needs of the elderly, 
including ready-to-eat meals ranked from 1-5 by 
how difficult they are to chew. The stores stock 
items targeted specifically to caregivers as well. 

NPR, 2016

SAVVIER THAN YOU THOUGHT

Consumers who are age 50 and up are loyal, active and 
health-conscious shoppers:

–  83% conduct research online before making a major 
offline purchase

– 55% remain loyal to brands they like

–  82% of those who use the Internet also leverage it to 
research health and wellness information online

US News, 2015

A BOOMING STARTUP 
MARKET

Startups are working to turn grey into gold. 
In the US, the American Association of 
Retired Persons (AARP) claims that people 
aged 50+ represent $7.6 trillion in 
economic activity. Venture capitalists and 
corporations are helping entrepreneurs 
create unique, tailored services for the 
elderly. AARP incubates startups in a 
dedicated space, The Hatchery, and hosts 
events like the Silicon Valley Boomer Venture 
Summit and Aging 2.0 to give needed 
capital and mentorship.

New York Times, 2016

HUMANA CONNECTS WITH ITS 
ELDERS 

In 2016, Humana launched a TV campaign called 
“Start With Healthy” to reach its Medicare 
enrollees.

“What sets this work apart is the focus on what 
better health, through Humana, enables our 
health plan members to accomplish. Humana 
understands that people, especially the Boomer 
generation, want to grow, not fade; stay relevant, 
useful and influential.” 

Mark Mathis, Director, Corporate Communications  
at Humana, 2016

Ready-to-eat meals are ranked from 

1-5 by how difficult they are to chew.

– 55% remain loyal to brands they like



2016 marked the year that healthcare sales and marketing flipped. 

For the first time direct and non-personal marketing earned over half 

of the promotional budget, making it the primary way that 

physicians are interacting with brands. Both the sales force and 

marketing suite are actively recalibrating to be effective in this fast-

changing landscape. They’re creating new protocols and approaches 

that evolve marketing from a resource that supports the field force 

to integrated cross-channel programs that help sales and non-

personal channels support each other.

ROLE 
REVERSAL 

13
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GETTING INFORMATION 
ELSEWHERE

Sales reps are no longer doctors’ primary 
source for medication information. When they 
need drug information, only 43% of HCPs in the 
E.U. rely on sales reps as one of their top three 
sources. This is down from 53% just three years 
ago. In particular, younger physicians report the 
lowest reliance on sales reps.

Bain, 2016

HELPING THE OR GO REP-LESS?

Pressures to reduce cost and outside influence in operating 
rooms have many hospitals looking to remove sales reps 
from the OR. Intralign offers hospitals process 
transformation, surgical first assistants and supply chain 
services to help them make the leap to a rep-less model. 
With up to 40% of the cost of premium priced implants 
attributed to selling and servicing the surgeon, hospitals are 
planning to rake in those savings.

Intralign, 2016

SHIFT TO THE CLINICAL 
STAFF

According to a 2016 ZS Associates 
survey, only 44% of physicians said 
they will meet with a sales rep, down 
2% from 2015 and a whopping 36% 
from 2008. However, 53% of nurse 
practitioners and physician assistants 
stated they will meet with sales reps, 
opening another door to influence and 
connect with healthcare offices. 

MM&M, 2016

HE CAUSES DAMAGE THAT 
CANNOT BE UNDONE 

Salix wanted to raise awareness around Hepatic 
Encephalopathy’s (HE) destructive and permanent 
impact. They set up a branded website that 
gradually disintegrates to demonstrate the 
impact of the disease on patients and how Salix 
can help. Content on the screen slowly 
disappears, and when users try to refresh or go 
back, they are prompted with the message: there 
is no turning back. Sales climbed more than 10% 
overall thanks to the campaign and the number 
of physicians seeking additional information after 
landing on the site jumped 56%.

MM&M, 2016

Only 43% of HCPs in the E.U. rely on sales 

reps as one of their top three sources.



Brands and media platforms are working hard to revive our 

dwindling attention spans. They’re investing in experiences that keep 

users engaged – for much more than a minute. On Brand.coms, 

marketers are delivering scroll- and stream-worthy content that 

earns lasting time and attention. On big destinations like Facebook 

and Pinterest, they’re embedding their most relevant media and 

functionality to enable users to stay within those social experiences. 

In 2017, we’ll see an even bigger push to deliver the most relevant 

content in the most useful places – whether that means consumers 

coming to brands or brands going to consumers.

STAY 
AWHILE

14
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CLEAR EYES FOR A CLEAR BINGE 

Instead of urging consumers to stop spending hours 
staring at screens, Visine decided to embrace the 
binge. With its eye drops dedicated to soothing 
irritated eyes, the brand positioned itself as a digital-
viewing-drug-enhancement of sorts. Promising to “give 
your eyes what they need to go all night” the Visine 
For Your Viewing Pleasure campaign created 75 
different pre-roll videos that were delivered in 
contextually relevant ways. These targeted digital ads 
engaged consumers during season finales, 
blockbuster premiers and other binge-worthy events.  

MRY, 2016

SERVING UP A CUP OF HOPE

Amid a crazed and polarizing election cycle, Starbucks 
decided to launch Upstanders, its first original content 
series in the U.S. during the fall of 2016. With videos, 
written essays and podcasts, the series tells real stories of 
humanity as a reminder that ordinary citizens can create 
extraordinary impact. 

“We wanted it to be authentic and the stories needed to be 
about the people and not about our company and 
marketing Starbucks.”

Howard Schultz, CEO, Starbucks, 2016

REVERSING THE ADVERTISING 
STIGMA

With the rise of on-demand video platforms, like 
Netflix and Hulu, digital video marketing is no longer 
just overtly promotional ads. Advertisers are 
embracing branded documentaries… and the 
artists are on board too.

“The stigma among filmmakers against advertising 
has started to fade away. Brands let them tell real 
stories from a point of view that isn’t coming from 
the brand.”

James Shani, CEO of Documentary Studio SAV Studios, 2016

MORE CONTENT, LESS 
ENGAGEMENT 

Consumers are drowning in new content. The 
number of individual content pieces brands have 
created jumped 3x between 2015 and 2016. But 
just a mere 5% of that branded content earns 
90% of total consumer engagements. This 
means that 19 out of 20 content pieces get little 
to no notice from consumers.

Beckon, 2016

19 out of 20 content pieces get little  

to no notice from consumers.



Marketers are doubling down on ad fraud, challenging every dollar 

spent against viewability and multi-source verification of clicks, 

taps, and other actions. A top target: bots. As programmatic buying 

grows so does the threat of talking to an algorithm instead of a 

human. In 2017, look for more demands for white ops measurement 

and ways to measure the cumulative, cross-channel impact of ad 

spend vs. single channel reporting. Brands will also be hiring new 

roles with titles and remits focused on protecting the brand with the 

right metrics and a healthy dose of skepticism. 

 
RECOUNT
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AN INTERNET OF BOTS? 

Only 52% of web traffic is from humans, while 
48% of web traffic is from bots, impersonators, 
hacking tools, scrapers and spammers. 

Imperva Incapsula Bot Traffic Report, 2015

WELL, THAT WAS A WASTE OF MONEY

It is estimated that, in 2016, marketers will waste as much 
as $7 billion globally buying online advertisements that 
people do not see. Programmatic display and video ad 
buying is a big part of the problem, as they contain 
significantly higher levels of fraud compared with direct 
human sales. 

Journal of Advertising Research, 2016

HEADING UP BRAND 
SAFETY 

A new role, VP of Brand Safety, was 
created at GroupM to help address 
concerns around viewability, ad-
blocking and fraud. The role will be 
dedicated to implementing global 
standards that operationalize brand 
safety. At the top of the agenda: 
defining standards for what makes an 
ad “viewable” and understanding 
international privacy laws.

Advertising Age, 2016

A NEED FOR UNBIASED 
MEASUREMENT 

“We and our competitors want better 
measurement, not just offline but online too. The 
answer is not Facebook or Google data; we can’t 
have the players being the referees. There has to 
be independence in terms of measurement; that 
is a critical issue.”

Sir Martin Sorrell, CEO of WPP48% of web traffic is from bots, impersonators, 

hacking tools, scrapers and spammers. 

In 2016, marketers will waste as 

much as $7 billion globally buying 

online advertisements that people  

do not see. 

7$$$$$$$
BILLION
DOLLARS
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Trends help us create experiences that beat 

channel benchmarks, that raise expectations, 

and ultimately help us meet the metric that 

matters most: engaging more people in 

critical conversations about the changing 

possibilities of healthcare

To download all four 2017 trend reports, go to:  
inVentivHealth.com/2017Trends
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