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Generating customer loyalty 
with Intelligent OperationsSM

GeneratInG LIfe ScIenceS IMpact

Case Study

client
A global life sciences company with a multi-
billion-dollar consumer healthcare business

Industry
Life sciences and consumer products

Business need addressed
Deliver uniform customer experiences 
worldwide and across channels. Harness 
analytics insights to enhance  
brand experience

Genpact solution
Reimagined customer engagement Data-to-
Insight-to-Action process through focused 
analytics and technology interventions tightly 
aligned to business objectives

Business impact
A globally uniform experience across 
multiple channels and throughout the 
customer lifecycle, as well as a richer 
flow of information that helps the product 
development organization



Business challenge
This life sciences and healthcare company, like 
many business-to-consumer (B2C) companies, 
is continuously being pushed by cut-throat 
competition for share of the wallet of demanding 
customers whose loyalty to a brand or product can 
no longer be taken for granted. The proliferation of 
channels and ubiquitous access on mobile devices 

have multiplied choices and communication from 
competition as well as advice from experts and 
peers at customers’ fingertips.

As a traditionally product-centric company, this 
industry leader has undertaken the arduous 
transformation to being customer centric—and 
client interaction points have a significant value 
in that journey. While product innovation is 

Multiple channels of marketing must respond to changing 
customer preference

Embrace consumerism

Customer service is a 
differentiator

Drive to simplicity

Embrace an outside-in 
view

Rethink the service 
delivery model

Use insight to drive 
improved interactions 

and outcomes

Companies treating customer service as a “check the box” as opposed 
to a differentiating capability, miss the valuable opportunities when 
customer service representatives are empowered to act as advocates.

Many product firms organize their call centers along channel 
dimensions – voice, email, fax instead identifying discrete consumer 
needs and intents.

Companies continue to manage by brand and product category across 
marketing, sales and service. To become customer-centric, firms will 
need to develop a holistic view of consumer, segmented on values, 
behaviors, attitudes etc. to deliver tailored customer journeys.

Consumer-facing channels such as the web, IVR, apps, chat and social 
media generate massive amounts of data. Companies need to develop 
a capability that can consolidate, associate, refine that data to enable 
insight driven actions. 

Customers embrace well-planned and well-designed channels and 
reject those that are not. Voice of the customer should influence 
investments and how the customer journey is designed.

Agents spend too much time bouncing between screens or searching 
across systems to find the right information. A technology layer that 
presents the right information at the right time in the process is required.

Multiple channels of marketing must respond to changing customer preference

The need to increasingly engage directly with customers is forcing business-to-
consumer companies to change their front-end interaction with their market. 
The challenge is particularly complex in the healthcare products space since 
the interaction deals with sensitive health information. Intelligent OperationsSM 
for customer contact and marketing helped this pharma giant’s consumer 
healthcare division engage customers across multiple channels worldwide by 
converting data to insights and insights to customer-facing action, at scale. 
The impact is more consistent customer delight throughout the lifecycle of the 
customer experience as well as feeding insight in a more timely and actionable 
manner into the product development organization. The experience in life 
sciences presents many portable lessons for other industries in the quest to 
reclaim relevance in customers’ lives. 



increasingly costly, time-consuming, and often 
prone to risk of failure and lookalikes, customer 
service is a powerful means of differentiation and 
builds a favorable image for a company and its 
brand. The life sciences industry is a good example 
of leading-edge customer engagement practices 
from B2C companies being rapidly adopted as 
consumer health and over-the-counter (OTC) 
products gain importance in their portfolio. The end 
of patent protection, generic substitution and easy 
online access to medical information, research, and 
peer feedback are helping patients play a larger 
role in their healthcare decisions. Customers expect 
greater innovation in multi-channel customer 
experiences and benchmark these companies 
with the best interactions they experience from 
market disruptors—from technology (e.g., Apple) 
to transportation (e.g., Uber) and from retail (e.g., 
Amazon) to financial services (e.g., PayPal).

This transition is not easy. With so many 
channels and technologies to integrate, 
proactively delivering the level of engagement 
and ease of interaction that consumers expect is 

complex. The following chart highlights the gaps 
between ideal and actual experience across the 
customer experience lifecycle.

This leader understood that they would connect 
best with customers when the company truly 
understood customers’ concerns and responded 
timely and effectively, at scale, and consistently 
across touch points and geographies. However, this 
was complicated to achieve.

For instance, since consumers prefer to converse 
in multiple channels beyond the call center (the 
web, interactive voice response, email, apps, chat, 
and social media), the company must be an adept 
listener there, too.

Intelligent (able to sense, act, and learn from those 
actions) customer service processes were required 
to consolidate and refine data from every materially 
important communications channel—and generate 
insights for personalized responses to customers 
with diverse needs such as convey proper usage 
information to customers, caregivers, insurers, and 
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medical professionals; capture and report adverse 
drug events; manage product recalls; manage 
common consumer relations queries; and discuss 
order status and logistics matters with distributors.

To ensure efficiency and effectiveness, the company 
aims to deliver a uniform customer experience 
across global markets, create a single brand voice, 
and infuse insights and intelligence in marketing 
and communications. As a result, the company 
urgently needed to operationalize a strategy able 
to delight customers and, as part of the exercise 
of setting key metrics, specified an initial goal to 
resolve customer queries within 48 hours.

Genpact Solution
Our solution’s core design principle is to tightly align 
with business outcomes in order to drastically cut 
unnecessary interventions. We then took a holistic 
approach to the end-to-end process that, powered by 
clear Data-to-Action AnalyticsSM processes, drive the 
key business outcomes, customer engagement, increase 
brand “love,” and improve customer satisfaction. The 
advantage of designing and optimizing the full Data-to-
Insight-to-Action arc, as opposed to deeply optimizing 
only parts of the process, is significant especially when 
considering that no best and immutable solutions may 
exist and the best strategy is to “build to adapt” thanks 
to the continuous analytical learning from the feedback 

loop that can be crystallized by technology and 
process design and scaled through the appropriate 
organizational models. The resulting ability to 
collect and use more meaningful data leads to 
powerful insights into customer lifetime value, 
needs, and preferences at each lifecycle stage.

The Data-to-Insight and Insight-to-Action arc was 
enabled by looking at the three clusters of analytical 
and related operational processes that exist in 
virtually all business processes, as described in the 
following chart.

Intelligent OperationsSM propelled by analytics 
drives customer engagement, increases brand 
“love,” and improves customer satisfaction

I. Provide visibility (Data-to-Insight)

Key indicators for tracking brand performance at 
each stage of a customer’s journey were defined. 
Real-time visibility into these critical performance 
metrics, such as turnaround time (TAT), customer 
satisfaction (C-sat), first-call resolution (FCR), 
and social media sentiment, required timely and 
accurate data capture from systems within and 
outside the company. Implementation of a global 
customer relationship management (CRM) system 
ensured that data from all channels—voice, 
email, web, and social media—was captured. The 
Intelligent Process Insights Engine (IPIE) then 

Correct
strategy and

targets

Implement

Gather 
feedback

Consolidate, 
report

Analyze

Run Data-to-Insight
• Implement global CRM to 

extract data
• Implemented specialized 

IPIE
• ACoE for  contact center, 

consumer experience, social 
media analytics, brand/ad 
research

2

EXEC
U

TE
AC

TIO
NS

Operate

Measure

• Identify target 
outcome: 
Customer 
engagement, 
brand love, 
revenue growth

• Identify metrics: 
C-sat, TAT, call 
volume

1



consolidated only the relevant data from the 
contact center and CRM data, social media, and 
brand research for applications that were purpose-
built to perform specialized analytics to understand 
brand performance in the context of the consumer 
journey and identify improvement areas. An 
analytics center of excellence (ACoE) composed of 
analysts with granular, operator-level understanding 
of the underlying processes leveraged advanced 
analytical tools and algorithms to perform contact 
center analytics, social media analytics, customer 
experience studies, and brand/advertising research.

The insights generated will allow senior leaders 
to set more effective target strategies for defined 
audiences, fine-tune goals for desired outcomes 
for each audience, and course-correct as new data 
continually arrives.

II. Steer effectiveness and execute at scale 
(Insight-to-Action)

To improve execution, an operational command 
center directed nine consumer hubs covering 140 
countries and responding to customers in more 
than 35 languages. The command center planned 
and implemented many improvement opportunities 

in the customer service process, enhancements 
to the interactive voice response (IVR) interface, 
and changes in standard 
operating procedures 
to ensure customers 
receive accurate and 
timely responses to 
requests. A social media 
engagement playbook 
helped agents establish 
meaningful conversations 
with consumers across 
multiple platforms and 
communities. Effective 
technology enablement 
and automation not only 
enhanced Data-to-Action 
AnalyticsSM but also made 
the analytical processes 
much more efficient. This 
added diverse data sources, and more sophisticated 
models were built to utilize the data to understand 
customers better and measure brands’ performance. 
With granular understanding of the customers’ brand 
perception, the company designed and ran more 
effective marketing campaigns.
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Continuous 
learning
• Optimize self help 
• Implement new 

models/analytics 
approach

• Improve product 
portfolio’s based on 
analytics outcomes

• Brand and channel 
strategy, marketing 
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effectiveness

• Research 
enhancement, new 
data sources and 
SOP changes
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Improve execution practices
• Operational command 

Center to control 9 consumer 
hubs

• Social media engagement 
playbook

• Process improvements
• IVR improvements
• New data sources/SOP 

changes
• Marketing campaigns
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about Genpact

Genpact (NYSE: G) stands for “generating business impact.” We design, transform, and run intelligent business operations including those that 
are complex and specific to a set of chosen industries. The result is advanced operating models that support growth and manage cost, risk, and 
compliance across a range of functions such as finance and procurement, financial services account servicing, claims management, regulatory 
affairs, and industrial asset optimization. Our Smart Enterprise Processes (SEPSM) proprietary framework helps companies reimagine how they 
operate by integrating effective Systems of EngagementTM, core IT, and Data-to-Action AnalyticsSM. Our hundreds of long-term clients include 
more than one-fourth of the Fortune Global 500. We have grown to over 68,000 people in 25 countries with key management and a corporate 
office in New York City. Behind our passion for process and operational excellence is the Lean and Six Sigma heritage of a former General 
Electric division that has served GE businesses for more than 16 years. 

For more information, contact, lifesciences.solutions@genpact.com  and visit www.genpact.com/home/industries/life-sciences

Follow us on Twitter, Facebook, LinkedIn, and YouTube.
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This holistic view across Data-to-Insight and 
Insight-to-Action helped the operations sense 
and respond to changes in operating conditions 
such as changes in customer preferences, 
competitor product launches or promotions, 
or customer shift to the newest channels. As 
described in the chart below, this continuous 
learning capability helps the company optimize 
self-help for customers to provide information 
on a channel of their preference without the 
need for unnecessary contact center requests. 
The analytical approach is continuously refined 
with new primary and secondary research 
using new data sources such as social media to 
understand customer needs and preferences and 
brand perception.

Business impact
The company now has a 360-degree view of the 
customer lifecycle, obtained by analyzing social 
media and contact center data with separate 
advertising and brand research. The company 
can now monitor and analyze social media data, 
contact center data, and KPIs in real time to find 
actionable insights for brands and markets. Senior 
executive leaders see these statistics monthly and 
intervene when necessary to upgrade execution 

and performance, and in turn raise customer 
satisfaction, loyalty, sales, and engagement.

The company far surpassed its initial goal to reply 
to consumers within 48 hours. The company has 
achieved 90% resolution of customer issues within 
the first 24 hours. This has raised positive chatter 
and customer engagement on social media, boosted 
satisfaction levels, and notched better ROI on 
marketing campaigns.

The ability to harness intelligence from customer 
service operations and brand/advertising research 
at scale provides vital inputs to innovate the 
product portfolio to make it relevant to the market. 
Brand and channel strategies, and the resulting 
marketing and promotions, are also more effective.

The resulting customer operations are clearly 
different from traditional ones. We call these 
processes intelligent because they leverage 
analytics as an integral component of the business 
process and embed that insight in process 
operations at scale. As a result, they better sense 
and respond to changes in operating conditions 
and learn from those data sets, which leads to 
continuously more effective running of those 
important business processes.

http://www.genpact.com/home/about-us/leading-edge-innovation/the-intelligent-enterprise/smart-enterprise-processes
https://twitter.com/genpact_ltd
https://www.facebook.com/pages/Genpact/105635026136729
http://www.linkedin.com/company/210064?trk=tyah
https://www.youtube.com/user/GenpactLtd

