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The CRM market in life sciences is dominated by a few 

specialized vertical-focused vendors whose solutions re�ect an 

increasingly obsolete monolithic enterprise architecture that 

does not align with the macro trends driving new 

decision-making priorities in life sciences.  

As the life sciences industry evolves into 2020, new technology, 

stakeholders, and economic (macro) trends are limiting the 

e�ectiveness of the existing CRMs for pro�table and sustainable 

growth. Meanwhile, vendors continue to innovate new SaaS 

products that only grow recurring fees and force technology 

parity across the life sciences industry. 

This whitepaper outlines the signi�cant macro trends impacting 

life sciences in 2017, and contrasts those with the current 

limitations of major CRM vendors to consider before your next 

technology replacement cycle. 
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As the life sciences industry evolves into 
2020, new technology, stakeholders, and 
economic (macro) trends are limiting the 
effectiveness of the existing CRMs for 
profitable and sustainable growth. 



Several global trends have fueled a drive for 

greater cost control measures among 

life sciences companies. These include uneven 

economic growth, spending cuts for local and 

federal governments, rising out-of-pocket 

patient expenses, aggressive pressure from 

generics and now biosimilar manufacturers, 

rising R&D costs for medical products, and the 

ever-present patent cli� – to name a few.1

The move to SaaS tools has enabled many 

pharmaceutical and medical device companies 

to trim capital and maintenance costs related to 

the on-premise hardware hosting. While this 

move has fueled signi�cant growth for SaaS 

vendors, the cost savings associated with the 

on-premise hardware hosting have run their 

course, and recurring SaaS fees now represent     

a signi�cant per-rep operating cost.
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KEY MACRO TRENDS IN LIFE 
SCIENCES THAT ARE RESHAPING 
CRM TECHNOLOGY PRIORITIES

1. Unsustainable Costs for Life Sciences   
          Companies Around the World

FIGURE 1: STRATEGIC PRIORITY

The second highest cited strategic priority for life sciences 

companies is cost reductions [Figure 1], following closely 
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2. Pressure for Greater HCP Value and                     
           Patient Outcomes

The healthcare market is moving away from the 

traditional promotion-heavy communications 

approach and toward communications and 

engagement that provide reliable empirical data 

about treatment e�cacy and bene�ts, safety and 

risks, economic value, and long-term outcomes 

through historical evidence. 

Coined by Deloitte, “facts beat marketing hype” will 

be the future of life sciences value-based 

engagement, and patient services are going to 

continue playing a signi�cant role in the value 

proposition for HCPs seeking the greatest 

outcomes for the lowest cost to their practice.4

Meanwhile, government regulators and integrated 

delivery networks (IDNs) are expected to continue 

implementing closed formularies and preferred 

vendor lists, while limiting the time with HCPs, and 

placing a greater focus on treatment outcomes 

through increasingly creative reimbursement 

schemes and pressure on the HCPs to monitor their 

own expenditure and time with patients.5

The demand for tailored value has driven digital 

innovators in life sciences to recon�gure and 

customize their CRM and other SaaS platforms for 

progressively granular functionality that serves 

speci�c needs not shared by the broader life sciences 

industry, but which are required to better serve their 

customers.6 Referred to as XRM (X being a customizable 

variant), 67% of life sciences respondents believe that  

they outgrow their CRM within just a year of 

implementation.7 Life sciences SaaS platforms will 

need increasingly con�gurable and customizable 

plug-ins that are not constrained by the ecosystem of 

the base CRM. 

[Interested in learning more about the life sciences sales 

and marketing trends that are reshaping physician 

engagement in 2017? CLICK HERE to access our full 

report on HCP channel activation.]

FIGURE 2: TOP AREAS FOR 
COST REDUCTION

47%

41%

35%

Reduction in administration costs

Reduction in operational costs

Reduction in working capital

Reduction in purchased products and
services contributing to overhead

Reduction in sales and marketing costs

29%

24%

behind sales growth. The top 5 areas of cost 

reduction are tactical in nature and include a 

reduction in administrative and operating 

costs, a reduction in purchased products and 

services that contribute to overhead, and a 

reduction in sales and marketing costs     

[Figure 2].2

Blockbuster R&D costs are expected to grow 

between 2.8% and 4.3% annually by 2022 

across pharmaceuticals and medical devices.3 

As sales and marketing budgets often exceed 

those of R&D,  ranging from 15% to 25% of 

total revenue in life sciences, the pressure for 

more e�cient sales and marketing will 

continue to in�uence operational 

decision-making – in which SaaS fees are 

included.  

https://www.omnipresence.indegene.com/hcp-activation-whitepaper?utm_content=shape_crm_priority&utm_source=whitepaper_crosslinks
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3. The Drive for Digital Operations 
          Introduces New Risks and Concerns

SaaS technology and a need for greater 

streamlining of global operations have pushed 

many life sciences companies to the cloud. 

Regulators around the world have been slow to 

address the accelerated digital transformation 

and are yet to provide guidance and appropriate 

controls for international cloud storage.8

Life sciences customers (HCPs and other 

stakeholders) are embracing digital channels 

and cloud-based solutions with open arms. 

Most HCPs prefer the digital approach and 

want greater engagement of multichannel 

communication while restricting in-person visits. 

 

At the same time, HCPs are demanding greater 

access to high-value, outcome-focused content 

that includes Phase 4 clinical trials, disease 

state data, new antibiotic developments, and 

an overall approach to tailored and 

personalized information that warrants more 

detailed patient and customer information and 

real-time access to that customer information 

by a growing number of actors in the company.

High-value information that is personally 

identi�able and the need for wide-scale access 

to this information will make life sciences 

databases a highly sensitive target for hackers. 

Meanwhile, distributed denial of service (DDoS) 

and other cyber-attacks will be more frequent as 

online interactions between commercial and 

medical teams mature into a common practice 

around the world. 

Today, the life sciences industry experiences 

340% more cyber security incidents than the 

global business average.9 As the industry transitions 

to a more data-driven integration, a more robust 

security infrastructure will be needed.

Today, the life 
sciences industry 
experiences 340% 
more cyber security 
incidents than the 
global business 
average.
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WHERE DO TODAY’S CRMs   
FALL SHORT?

1. Low Adoption Rates

Although the life sciences industry continues a transition 

toward vertical-focused CRM platforms, adoption rates for 

CRM tools are painfully low, with just 22% of sales reps 

indicating that they make full use of their company’s CRM 

and associated sales tools.10

Joseph V. Gulfo, MD, MBA, and CEO of Breakthrough Medical 

Innovations, explains that establishing and earning adoption 

for CRM and ERP is one of the biggest challenges for 

companies when scaling their operations. He warns of culture 

shock and the need for discipline in the early stages.11 

Meanwhile, most sales reps (60%) believe that they are being 

asked to use too many tools that serve only to inform 

management.12

Many CRMs continue to operate as a passive tool in the 

organization, requiring signi�cant administrative input, which 

deviates from the core responsibility of the user and which 

provides little operational value to the user (pharma sales rep, 

for example) for their daily activity. 

There are 4 significant challenges that the users of 

contemporary CRMs are facing: 

Low
Adoption

Rates

Excessive
Costs

Inflexibility
IT

Security
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2. Excessive Costs

3. Inflexibility 

Low adoption rates put a drag on the operating budget as the 

company pays an annual per-seat fee for comprehensive 

access to a full suite of tools that are never used, but the 

problem runs deeper. Many CRMs support industry verticals 

with add-on modules for point solutions that lock the 

company into a burgeoning software ecosystem whose 

functionality decreases when further removed from the core 

competency of the CRM. 

Once locked into an ecosystem, acquiring additional 

functionality can come at a premium – as seen by users of 

Salesforce.com and Veeva (built on Salesforce.com) –  which 

can quickly see a cost-per-user in�ation to several hundred 

dollars. Hidden costs such as additional database storage also 

sneak into the billing process as a company scales its operations.13

User success training programs create yet another set of costly 

and often hidden expenses. Unintuitive add-on modules that 

stretch the functionality of a system to meet the needs of all 

customers also risk being underutilized. 

The life sciences industry is expected to deliver patient 

outcomes in order to be reimbursed, whereas SaaS vendor 

fees grow each year and do not necessarily deliver outcomes.

SaaS CRM vendors grow their revenue by creating add-on modules to point-based challenges and by keeping their 

clients locked into a closed ecosystem. While there is nothing inherently wrong with add-on modules, there are issues 

with systems that restrict customization with proprietary programming languages that force customers to build within 

the ecosystem – since these investments become sunk costs if the customer chooses to swap providers. For example, 

Veeva runs on the APEX programming language, proprietary to Salesforce.com. 

Customers who outgrow their CRM �nd that they are investing in custom applications in order to serve their customers 

better and create a unique digitally enabled competitive advantage that cannot be easily copied by a competitor. 

Closed CRM ecosystems limit these opportunities for competitive di�erentiation, whereas more open CRM platforms 

allow customers to freely work with skilled third-party developers to create unique apps that the competitor will be 

unable to acquire. 

Finally, as most SaaS CRMs use a �xed/traditional multi-tenancy architecture, hardware outages are far more di�cult to 

isolate, data migrations become an unnecessarily complex operation, and software updates are forced upon all tenants 

because all tenants share only one single instance of the software.14



This �nal point can be highly disruptive to 

commercial operations. Software updates can occur 

at any time from the SaaS vendor, and there are 

undoubtedly certain moments when it would be 

bene�cial to postpone or reject an update. 

Furthermore, some updates may render custom 

software unusable until the company has time to 

update their custom tools. Few SaaS vendors o�er 

the option to reject an update, and this is largely the 

result of using a �xed multi-tenant architecture. 

4. IT Security

The life sciences industry is a sensitive target for 

hackers, creating IT security needs that far outweigh 

the needs of a typical CRM customer. Many leading 

SaaS vendors force their customers to use a �xed 

multi-tenant hosting system – popularized in the 

mid-2000s.  

The bene�ts of a �xed multi-tenant approach have 

evolved through the years. A �xed multi-tenant 

framework makes it easier for the SaaS provider to roll 

out software updates and expand Hard Disc Drive 

(HDD) capacity, and is less costly to manage. Fixed 

multi-tenancy also o�ered faster computing speeds 

when it was �rst introduced, because all tenants 

shared an ever-expanding pool of server resources. 

Today, advancements in database stack design and 

the growth in cloud usage make the speed bene�t 

of a �xed multi-tenant architecture a non-factor. In 

fact, rather than having an improved performance, 

�xed multi-tenant disc I/O has been found to be 

unpredictable, as some tenants (customers) send 

large write requests that impact the performance 

of the whole system, and consequently the 

performance of other tenants (customers). Simply 

put, when you share your cloud resources, you 

might lose performance because another user is 

placing a high demand on the system.15

Fixed multi-tenant architectures have inherent 

security �aws. A bug or service outage in a �xed 

multi-tenant framework impacts the entire user 

base. Meanwhile, a hacker that breaches a �xed 

multi-tenancy SaaS has full access to all the data for 

every tenant (customer) until the breach is isolated. 

Some life sciences companies are preempting 

possible federal regulations by moving to a �exible 

multi-tenant database. Flexible multi-tenant 

solutions are growing in popularity, although few 

SaaS CRM vendors o�er this option because of the 

immense cost and complexity involved in 

migrating and converting their existing, often 

massive, customer base to a new and more secure 

Flex architecture. 
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01. Single Tenant/Dedicated Tenant – Your SaaS vendor provides you with a physically isolated 

database architecture. You have your own physical computer stack with your own HDD, server, �rewall, and network 

route. This option does not scale easily and limits available compute power, indicating highest cost and complexity 

for the vendor, high security, inconsistent speed output, and low �exibility. 

02. Fixed Multi-Tenant – Popularized in the mid-2000s, this is the traditional SaaS approach. All 4 

components are shared communally by all tenants. The data for all the tenants exists on a single table. Finally, 

software updates are forced on all tenants because only a single instance of the software exists for all tenants. This 

option scales easily because there is only one database table, though a breach renders the information of all tenants 

vulnerable, indicating lowest cost and complexity for the vendor, inherent security vulnerabilities, high speeds, and 

high �exibility. 

03. Flexible Multi-tenant – A recent development in database architecture. HDD assets are virtually 

separated with each tenant having their own data table, and all tenants share compute and network resources. 

Lastly, tenants can also choose to accept or postpone software updates if they feel the timing is disruptive. The 

system can spool-up compute resources as necessary for each tenant, and a breach renders only one tenant vulnerable, 

indicating moderate costs and complexity for the vendor, high security, responsive speeds, and high �exibility. 

UNDERSTANDING TENANCY 
ARCHITECTURE

A tenant is a customer. Your company is a tenant of a cloud database. 

A DATABASE ARCHITECTURE HAS 4 MAJOR COMPONENTS

HDD
SERVER

FIREWALL
NETWORK

Physical location of
the data arranged in

searchable data tables

Provides access
restrictions from
outside sources

Provides the computing power
needed to query (search) and

write (record) within a database

Connection route for
outside sources to access

the database cloud

Generally speaking, your database can be an on-premise (capital-intensive) solution or a hosted cloud solution (SaaS). 

There are 3 types of hosted SaaS clouds.



Many of the leading CRM vendors in life sciences su�er from the same problems – they operate closed legacy ecosystems 

and charge a premium for additional services, they do not enable easy innovation and custom application development, 

user adoption rates are low because of admin-heavy processes and limited automation, and �xed multi-tenancy 

frameworks introduce unnecessary risk into company operations. 

Contemporary solutions are available that mitigate the challenges listed above, although they are not provided by many 

among the existing SaaS community. Instead, SaaS vendors continue to suggest that the �xed multi-tenancy approach 

provides bene�ts which far exceed the risks, rather than investing in a �exible modernization of the architecture. 

Build functional networks of partners across regulatory, academic, industry, and even technology sectors who are capable of 

sharing the values of a collective commitment to population health. If your SaaS vendors are making it di�cult to build a 

competitive advantage through technology, and instead force you to conform to their ecosystem along with each of your 

competitors, they are not partners in your long-term growth. 

Technology will continue to play an integral role in competitive advantage. A SaaS vendor who restricts your 

out-of-ecosystem innovation is also the one who limits your potential competitive di�erentiation. 

In the wake of new life sciences challenges, we support “Deloitte’s 5-point life science sustainable growth paradigm”:16

LIFE SCIENCES CRM FOR TOMORROW’S 
LIFE SCIENCES CHALLENGES

CRM for Sustainable Growth

1. Partnering Prowess

Instill a sense of personal and collective achievement and 

responsibility among employees and partners. Today’s 

life sciences companies are only reimbursed when 

they deliver patient outcomes. As a result, channel 

partners like SaaS CRM vendors should be expected to 

deliver outcomes as well, and not simply a per-seat fee 

with surprise hidden costs. 

If your SaaS vendors are happy to charge greater 

recurring fees without ensuring that you are able to 

deliver outcomes, they are not suitable for the future 

of life sciences cost structures. 

2. Shared Accountability
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Continuous investment and learning across the 

company is necessary to ensure long-term 

plasticity and enthusiasm for innovation. Many of 

today’s SaaS vendors are simply seeking ways 

to sell more to the same group of customers, 

rather than driving innovative solutions to 

rising costs and complex sales environments. 

A SaaS solution that forces time-consuming 

and repetitive administrative deviations for the 

user base is one that is not ensuring adoption 

and customer success. The future of life sciences 

needs a SaaS solution that augments teams 

with automation, prescriptive analytics, and 

intuitive designs that mimic familiar apps from 

other industries. Innovations of the software 

should be part of the partnership, not part of a 

premium. 

3. Lifelong Learning

Are your SaaS partners (vendors) fostering 

operational con�dence through shared values and 

progress toward a common goal? Life sciences 

vendors need highly secure digital systems with 

implicit inbuilt redundancy and mechanisms 

that reduce nonessential disruptions like 

software updates. 

Instead, we see SaaS vendors that prefer to force 

�xed multi-tenancy architectures because they 

are more cost-e�ective for the vendor, and then 

go so far as to reassure tenants (customers) that 

the bene�ts outweigh the risks. But greater 

pro�tability is not an objective, it is a result, and 

the future of life sciences requires a preemptive 

approach to data security that puts the tenant 

(customer) �rst, and focuses on the tenant’s 

long-term objectives.   

4. Purposeful Action

Life sciences companies need to have a constant 

sense of urgency and a willingness to embrace 

dynamic market conditions with appropriate 

solutions. SaaS CRM vendors who use proprietary 

programming languages and who restrict 

technology �exibility in favor of closed ecosystems 

are not enabling the right conditions for nimble 

adaptability, and are building exit barriers instead 

that make it di�cult to consider a change. 

The right CRM SaaS vendor is one who shares a 

long-term vision that is in line with the industry 

growth, and pivots in the short term to help drive 

success for the life sciences company. A life sciences 

company needs a SaaS partner that charges for 

outcomes, constantly improves the system, and 

enables open customization for maximum 

competitive di�erentiation. 

5. Nimble Adaptability



Indegene Omnipresence
At Indegene, we help global life sciences companies address operational 
challenges through innovative solutions that align with contemporary 
needs. Our omnipresence CRM and multichannel engagement solution 
has been designed with input from the industry and is built to enable 
technology freedom rather than ecosystem restrictions. 

Omnipresence gives you a full suite of apps for one fee with no add-on 
surprises, and subscription pricing that re�ects outcomes, not per-seat 
constraints on your operating budget. Omnipresence is built with 
Microsoft Dynamics, a �exible multi-tenant CRM base that runs on 
universal web standards so that you have full control over your 
technology and reliable database services. 
 
To learn more about how Omnipresence and Microsoft are working to 
reshape the life sciences SaaS marketplace, visit 
http://omnipresence.indegene.com/ or 
request a demo at omnipresence@indegene.com 
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Looking for more information on

MODERNIZING COMMERCIAL EXECUTION?
Here are a few more good reads:

Read Whitepaper >>

Enable omnipresent healthcare sales rep to deliver always in-touch, 
filled-in, and on-point relationship

Read Whitepaper >>

Why current SaaS models need to be disrupted to meet changing 
needs and realities?

Read Whitepaper >>

Learn about the digital divide in Rep-HCP engagement marketplace 
– An Indegene PharmaFuture Special Report

Read Report >>
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Are your commercial and medical teams activating their HCP 

customers?
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