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Building a Custom HCP Engagement Portal:

A Step-by-Step Guide for Pharma

Marketing Teams
Healthcare professionals (HCPs) increasingly expect convenient digital channels for education

and interaction. In fact, 93% of physicians plan to use digital tools for clinical decision support

and 90% intend to use digital learning resources at the same or higher level post-pandemic

(Case Study: HCP Portal – drcom). Pharmaceutical companies are responding by shifting from

traditional rep-centric outreach to online engagement platforms. An HCP portal has become a

key vehicle to deliver information and services to physicians, especially as face-to-face

meetings decline (Case Study: HCP Portal – drcom). This step-by-step guide will help a

pharmaceutical marketing team (even with minimal technical background) plan and build a

custom HCP portal to boost physician engagement.

(Stay ahead of the curve with these 6 best practices for modern HCP portals - Think Company)

Illustration: Components of an HCP engagement portal – combining medical content, data

dashboards, communication tools, and personalized resources into one platform.

Step 1: Define Key Engagement Goals – Start by clarifying what you want to achieve with the

portal. Typical engagement goals include:

Educational engagement: providing up-to-date medical knowledge that keeps HCPs

returning. For example, doctors prioritize unbiased disease education over product promos

– 72% of HCPs rate disease info as high priority vs. 48% for product info (Case Study: HCP

Portal – drcom). Make educating physicians (e.g. through articles, guidelines, CME content)

a core goal.

Platform usage & adoption: driving regular portal use and making it a go-to resource. Set

targets for active users (e.g. monthly active users) and repeat visit frequency. The industry

average is only 30–40% of registered HCPs logging in at least monthly (The hidden reasons

behind low HCP portal adoption (and how AI can help) - Digitalya), so aim higher by

ensuring clear value for users.

Patient support and data sharing: enabling HCPs to assist their patients via the portal.

This can mean allowing physicians to enroll patients in support programs, request samples,

or share patient case data securely. For instance, adding digital patient enrollment forms

with e-signature can streamline therapy onboarding for patients (Pharma HCP Portal Case

Study - ТТMS). Making such workflows easy is a key engagement objective (see our Patient

Portal Playbook for more ideas).

IntuitionLabs - Custom AI Software
Development
from the leading AI expert Adrien Laurent

Building a Custom HCP Engagement Portal: A Step-by-Step Guide for Pharma Marketing
Teams

© 2025 IntuitionLabs.ai - North America's Leading AI Software Development Firm for Pharmaceutical & Biotech. All rights reserved. Page 2 of 25

https://www.drcomgroup.com/case-study-hcp-portal/#:~:text=digital%20solutions%20too%2C%20including%20continuing,1
https://www.drcomgroup.com/case-study-hcp-portal/#:~:text=new%20therapies%2C%20distribute%20samples%2C%20and,distribute%20information%20to%20potential%20customers
https://www.thinkcompany.com/blog/6-best-practices-for-modern-hcp-portals/
https://www.drcomgroup.com/case-study-hcp-portal/#:~:text=Furthermore%2C%20the%20content%20types%20and,accredited%20learning
https://www.drcomgroup.com/case-study-hcp-portal/#:~:text=Furthermore%2C%20the%20content%20types%20and,accredited%20learning
https://digitalya.co/blog/low-hcp-portal-adoption-and-how-ai-can-help/#:~:text=
https://digitalya.co/blog/low-hcp-portal-adoption-and-how-ai-can-help/#:~:text=
https://ttms.com/case-studies/pharma-hcp-portal-case-study/#:~:text=%2A%20Auto,legality%20and%20authenticity%20of%20the
https://ttms.com/case-studies/pharma-hcp-portal-case-study/#:~:text=%2A%20Auto,legality%20and%20authenticity%20of%20the
https://intuitionlabs.ai/articles/patient-portal-playbook
https://intuitionlabs.ai/articles/patient-portal-playbook
https://intuitionlabs.ai/?utm_source=pdf&utm_medium=document&utm_campaign=article&utm_content=building-a-custom-hcp-engagement-portal-a-step-by-step-guide-for-pharma-marketing-teams.pdf
https://intuitionlabs.ai/articles/building-a-hcp-engagement-portal?utm_source=pdf&utm_medium=document&utm_campaign=article&utm_content=building-a-custom-hcp-engagement-portal-a-step-by-step-guide-for-pharma-marketing-teams.pdf
https://intuitionlabs.ai/?utm_source=pdf&utm_medium=document&utm_campaign=article&utm_content=building-a-custom-hcp-engagement-portal-a-step-by-step-guide-for-pharma-marketing-teams.pdf


Feedback and collaboration: gathering HCP insights and facilitating peer exchange. The

portal should let doctors give feedback on content and possibly discuss with colleagues.

Absence of community and feedback tools is a missed opportunity – no current pharma

portals offer forums despite strong HCP interest (The state of HCP portals: content gaps

and limited personalization - Digital Health Technology News). Plan to include feedback

surveys, Q&A, or even moderated discussion areas to collect input and foster a sense of

community.

Clearly defined goals will guide all subsequent steps and be the basis for your KPIs. For

example, if “educational engagement” is a goal, you might plan for a certain number of CME

credits issued or articles read per HCP per quarter. If “patient support” is a goal, you might track

how many patient enrollments or sample requests the portal handles. Establishing these

objectives up front ensures the portal is built with purpose and measurable outcomes in mind.

Step 2: Perform Strategic Planning and Stakeholder Alignment – Building an HCP portal is a

cross-functional endeavor. Assemble a stakeholder team and a project plan early on:

Involve key stakeholders: Bring together marketing (as project lead), medical affairs (for

credible content), IT and developers (for technical build), compliance/regulatory (to ensure

all content and features meet legal requirements), and even sales or medical liaisons (field

staff who will promote the portal to HCPs). Engaging stakeholders – including end-user HCP

representatives if possible – at the planning stage will ensure the portal aligns with

everyone’s needs (The HCP Portal development process - a complete guide - Digitalya). For

example, involve a couple of tech-savvy physicians or an advisory board to voice what

features they’d find most useful.

Align on vision and requirements: Work with this team to define the portal’s scope,

required features, budget, and timeline. This might include documenting user stories or use

cases (e.g. “As a cardiologist, I want to quickly find the latest clinical guidelines for heart

failure”) and high-level functional requirements. Getting consensus on these helps avoid

scope creep. Ensure the portal’s purpose is clearly communicated – is it primarily an

information library, a transaction portal, a community, or all of the above? Everyone should

agree on the priorities.

Plan for compliance and legal considerations: Since pharma is heavily regulated, align

early with your legal/compliance stakeholders. Determine what review processes are needed

for content (e.g. medical, legal, regulatory review of each article or tool) and what user data

can be collected and how it will be protected. (In a regulated industry, making digital tools

compliant is a big task on its own (Stay ahead of the curve with these 6 best practices for

modern HCP portals - Think Company).) Incorporating these requirements into the plan

from the start will save headaches later.

Set success criteria: Define what success looks like for each stakeholder. For marketing, it

might be engagement metrics; for medical affairs, it might be dissemination of important
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information; for sales, perhaps increased HCP satisfaction or leads for follow-up. This

alignment ensures the portal serves multiple purposes without losing focus on HCP needs.

Create a project roadmap: Lay out a phased plan – e.g. Phase 1 for core features and

launch, Phase 2 for enhancements (such as community features or advanced analytics)

once the portal gains traction. Assign owners for content creation, IT development, user

testing, etc. Regular check-ins with stakeholders will keep everyone on the same page.

Early and frequent stakeholder alignment will result in a portal that is user-centric and meets

project goals (The HCP Portal development process - a complete guide - Digitalya). It also builds

internal support – crucial for securing resources and for field teams to champion the portal to

physicians later on.

Step 3: Define Core Features and Modules – With goals and stakeholders set, decide on the

essential features your HCP portal will include. A successful portal typically offers a mix of

content, tools, and interactive services. Below are core modules to consider:

Medical & Educational Content Library: A robust content repository is the heart of engagement.

Include clinical reference materials (journal articles, clinical trial results, treatment guidelines, drug

monographs), educational slide decks or infographics, and continuing medical education (CME)

modules if possible. Doctors highly value independent, non-promotional education – e.g. 85% of

HCPs want access to learning content on portals (The state of HCP portals: content gaps and limited

personalization - Digital Health Technology News) – so provide on-demand courses or expert

webinars. If you can offer accredited CME credits for completing certain learning activities, this can

be a big draw. At minimum, provide up-to-date disease state education and case studies that help

physicians in practice. Ensure content is searchable and organized by therapeutic area so users can

easily find what they need. Also consider adding multimedia: short videos or podcasts (note that

72% of HCPs are interested in podcasts on portals (The state of HCP portals: content gaps and

limited personalization - Digital Health Technology News)) to cater to different learning preferences.

A diverse, high-quality content library encourages physicians to return regularly for new knowledge.

Interactive Tools & Dashboards: Differentiate your portal by offering interactive utilities that

support HCPs’ daily work or deliver insights. For example, include calculators or decision support

tools (dose calculators, risk scoring tools, drug interaction checkers) relevant to your therapeutic

area. Provide any data dashboards or visualizations that might interest physicians – for instance, an

interface showing aggregated patient outcomes or real-world usage data of a treatment (if available

and compliant), or a personalized dashboard of the HCP’s own portal activity (e.g. CME credits

earned, recent content viewed). Another valuable module is the ability for HCPs to handle patient

support tasks online: consider adding electronic forms for patient enrollment into support

programs, sample requests, or reimbursement assistance. For example, one pharma portal added

auto-populating patient enrollment forms and secure e-signature submission, which significantly

reduced paperwork for physicians (Pharma HCP Portal Case Study - ТТMS). Similarly, sample

ordering is highly useful – portals like MerckConnect and PfizerPro let HCPs request drug samples

or vouchers with a few clicks (Merckconnect.com - Customer Reviews) (Pfizer For Professionals:

Home). Think of these tools as practical “utilities” that make the portal immediately useful in the

HCP’s workflow (e.g. quickly getting a patient on therapy or obtaining patient education materials).

Interactive elements increase engagement by moving beyond static info to actionable support.
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Personalized Communication & Support: Build in features that facilitate communication between

HCPs and your company (or even between HCP peers). A secure messaging system allows doctors

to ask questions directly – for example, to medical information specialists or MSLs – and get timely

answers. This could be a simple “Contact Medical Affairs” form or a chat interface. Many HCP portals

under-utilize real-time communication; note that 70% of HCPs want live chat functionality, but only

7% of analyzed portals offer chatbots (The state of HCP portals: content gaps and limited

personalization - Digital Health Technology News). Including a chatbot (perhaps leveraging

technologies like our Chat with Files solution) for common queries (e.g. drug dosing, adverse event

reporting guidance) can provide 24/7 assistance. During business hours, a live chat or call request

with a medical expert or customer service rep could be offered for more complex questions. Also

consider discussion forums or community boards where verified HCPs can discuss and share

experiences – no pharma portals currently offer these community tools (The state of HCP portals:

content gaps and limited personalization - Digital Health Technology News), so introducing one

(moderated by your medical team) could differentiate your portal and fulfill HCPs’ desire for peer-to-

peer exchange. If a full forum is too ambitious, even hosting moderated expert Q&A sessions or

comment sections on articles (so HCPs can discuss content) can add interactivity. Finally, include a

straightforward feedback mechanism – such as surveys or a “Give Feedback” button – so

physicians can suggest improvements or new content. This not only makes HCPs feel heard, but also

provides you valuable input (for example, an oncologist might request a specific type of data or a

new feature). In summary, integrate channels that turn the portal from a one-way content site into a

two-way communication platform.

Practice Resources & Transactions: Consider what other tasks or resources you can streamline for

doctors via the portal. Common modules include: Patient education materials (downloadable

brochures or handouts doctors can give patients), product sample and literature ordering (as

mentioned, request samples or printed materials to be mailed), event registration (allow HCPs to

sign up for upcoming webinars, speaker programs, or conferences hosted by your company), and

links to related patient management systems (for instance, if you have a separate hub for patient

services or reimbursement, ensure the HCP portal connects to it). For example, Pfizer’s HCP portal

centralizes product info and also gives access to patient assistance program enrollment and co-pay

resources (Pfizer For Professionals: Home). Make the portal a one-stop shop for all interactions an

HCP might have with your organization – from learning, to patient support, to contacting reps.

Robust Search and Navigation: While not a “module” per se, it’s critical to implement strong

search, filtering, and navigation features as part of the core portal. Physicians will bounce off the site

if they cannot rapidly find what they’re looking for. Unfortunately, many portals have poor navigation

– 70% lack advanced filtering and 85% lack breadcrumb trails for easy browsing (The state of HCP

portals: content gaps and limited personalization - Digital Health Technology News). Ensure your

portal has an easy-to-use search bar that indexes all content (with the ability to filter results by

content type, date, topic, etc.). Organize content in logical menus/categories (by therapeutic area,

by content type like “Clinical Guidelines,” “Webinars,” “Patient Resources,” etc.). Include simple

features like a bookmark/favorites function so HCPs can save useful materials for later – (this is

another gap: 80% of HCPs want bookmarking, but only 3% of portals offer it (The state of HCP

portals: content gaps and limited personalization - Digital Health Technology News)). By planning

these navigation aids as “must-have” features, you greatly enhance user satisfaction with all the rich

content you’re providing.
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Security and Compliance Measures: Lastly, core to any HCP portal are the behind-the-scenes

features like user account management and data security. Implement a secure login system (with

HCP identity verification if required, e.g. using an NPI or medical license number for registration) and

compliance checks (display appropriate disclaimers that the site is for HCPs only, etc.). Ensure data

privacy for any personal information or patient data transmitted. Use approved content storage (a

validated content management system) and keep audit trails for compliance. While these might be

handled by IT, as a marketing team you should still outline these needs in the feature set to make

sure nothing falls through the cracks. The portal should meet all regulatory requirements (e.g. only

approved content is shown, any promotional material is properly labeled, adverse event reporting

mechanisms are in place, similar to practices for managing user-level security in Veeva Vault).

Security and compliance may not be flashy “features,” but they are foundational modules without

which the portal cannot operate.

By defining these core features, you create a feature roadmap for development. It’s wise to

prioritize a minimum viable set of features for launch, then add nice-to-haves later. For

instance, you might decide that at launch, you’ll have the content library, sample requests, and

basic Q&A form available – and plan to introduce the community forum or advanced analytics in

Phase 2. Focus first on the features that directly tie to your engagement goals (Step 1) and that

address known HCP needs. Remember, there are significant gaps in current offerings to be filled

– e.g. few portals offer the learning, community, and interactive features that HCPs say they

want (The state of HCP portals: content gaps and limited personalization - Digital Health

Technology News) (The state of HCP portals: content gaps and limited personalization - Digital

Health Technology News). Your portal’s core functionality should strive to bridge those gaps and

deliver real value.

Step 4: Implement Personalization and Role-Based Access – To increase relevance for each

user, plan for personalization features in your portal. Not all healthcare professionals are the

same – your portal will serve different specialties and roles (physicians, nurses, office staff,

etc.), so crafting a tailored experience is key to engagement. Here’s how to approach

personalization:

Role-based content access: Identify the types of users (personas) for your portal and configure

content accordingly. For example, an oncologist might see oncology-specific news on their

dashboard, whereas a general practitioner sees primary care resources. Likewise, consider non-MD

users: nurses often access portals for patient educational materials and logistical info, and office

managers might use them for billing forms or sample ordering (Stay ahead of the curve with these 6

best practices for modern HCP portals - Think Company) (Stay ahead of the curve with these 6 best

practices for modern HCP portals - Think Company). Your portal should accommodate these roles

with sections or filters (e.g. a “Nurse Resources” section with patient brochures, or an option to

indicate role during signup and then tailoring content). Providing relevant information by role ensures

each user feels the portal is “for them,” not just physicians. For instance, one best practice is offering

role-specific homepages or navigation: a nurse logging in could be taken directly to patient

support tools, whereas a physician sees the medical library first. Implementing role-based access

control can also hide irrelevant modules (a nurse might not need to see prescribing information, a

sales rep may have a different interface entirely), which often relates to effective HCP/KOL mapping.

The goal is to streamline the experience based on the user’s profile.
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Personalized content recommendations: Leverage what you know about each user (specialty, past

activity, stated interests) to recommend content and actions. Much like Netflix or LinkedIn surfaces

relevant items, your portal can suggest “Recommended articles” or “Upcoming events you might

like.” For example, if a cardiologist has viewed multiple heart failure articles, the portal could

highlight a new heart failure case study or an invitation to a cardiology webinar. This can be rules-

based (simple if-then logic by specialty) or more advanced. The latest trend is to use data-driven

personalization – employing algorithms or AI to dynamically present the most relevant content to

each HCP (The state of HCP portals: content gaps and limited personalization - Digital Health

Technology News). Even if you start simple, plan for a system where content can be tagged by topic

and target audience, allowing automated recommendation engines down the line. The result is each

physician gets a “curated” experience rather than a one-size-fits-all portal.

User-driven customization: In addition to behind-the-scenes personalization, let users customize

their own experience. Provide settings or preferences where HCPs can subscribe to topics of

interest, select what email alerts they want, or configure their dashboard. A straightforward example

is a “My Interests” selection during onboarding, which then tailors the news feed. Another is enabling

physicians to bookmark or “favorite” content – the portal can then show a quick access list of “My

Saved Items” on their profile. As noted, bookmarking is in high demand by HCPs (The state of HCP

portals: content gaps and limited personalization - Digital Health Technology News). Also, allow

HCPs to set how they want to be notified (e.g. receive a weekly summary email vs. real-time alerts).

By giving some control, you empower users to shape the portal to their needs, which boosts

satisfaction. Personalization and customization are proven to enhance engagement, since the

experience feels more relevant and convenient (The HCP Portal development process - a complete

guide - Digitalya).

Geo and account-based personalization: If your portal serves multiple regions or countries,

personalize content by geography (to show country-specific product info or local medical

guidelines). Similarly, if certain users are part of an institution or group practice, you might

personalize based on affiliation (e.g. a clinic’s staff might have a custom view or group-specific

content). These are advanced options but worth noting in the strategy if applicable.

AI-driven personalization (future consideration): Looking forward, artificial intelligence can

greatly refine personalization. AI can analyze an HCP’s behavior to predict what information they

likely need next, automatically adapting the content shown (The hidden reasons behind low HCP

portal adoption (and how AI can help) - Digitalya) (The hidden reasons behind low HCP portal

adoption (and how AI can help) - Digitalya). For instance, AI could detect that a user frequently

searches for dosing information and proactively highlight dosing calculators, or shorten lengthy

content into key bullet points for a user who skims. While this may be beyond an initial launch scope,

keep the door open for integrating such intelligent personalization features as your portal matures –

they can significantly deepen engagement in the long run (The state of HCP portals: content gaps

and limited personalization - Digital Health Technology News).

In implementing personalization, be mindful of not appearing intrusive – use personalization to

help, not to overly “push” marketing. Also ensure any personal data usage complies with privacy

policies. Done right, personalization means each HCP gets a highly relevant experience (the

content “aligns with their individual needs” (The HCP Portal development process - a

complete guide - Digitalya)) without extra effort on their part. This relevance is critical: one
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major reason HCP portals see low adoption is content overload and lack of relevance to the

user’s practice (The hidden reasons behind low HCP portal adoption (and how AI can help) -

Digitalya). By tailoring content by role and interest, you avoid the trap of dumping too much

generic information on a busy physician. Instead, you’re delivering a concise, meaningful

experience for each user segment – which in turn drives engagement.

Step 5: Design a User-Friendly UX for Physicians – Great features alone aren’t enough;

usability and design will make or break HCP engagement. Physicians are busy and will abandon

a clunky portal. Focus on a clean, intuitive user experience (UX) with the following design

principles:

Ease of navigation and speed: Doctors should be able to find information or complete tasks on the

portal within seconds. Optimize the layout for quick scanning. Use a clear menu structure,

meaningful section names, and a prominent search bar. Implement filtering and sorting tools

wherever content lists are long (e.g. filters by specialty, date, etc., in the library). Make key actions

obvious: for example, a “Request Sample” button should be clearly visible on relevant pages, and an

“Ask a Question” link easy to spot on the homepage. Reduce the number of clicks to reach important

content – if possible, content should be no more than 1–2 clicks from the main page. Speed is vital:

ensure pages load fast and design pages to show key info up front so HCPs can consume it quickly.

Remember, HCPs don’t have time to sift through endless information; they need a portal that

delivers searchable, relevant content at their fingertips (Stay ahead of the curve with these 6 best

practices for modern HCP portals - Think Company) with minimal fuss.

Clean, professional UI design: The look and feel of the portal should instill trust and feel tailored for

a medical professional audience. Steer clear of overly flashy or gimmicky designs. In fact, avoid an

overly “marketed” feel – HCPs distrust portals that are filled with feel-good stock images or heavy-

handed branding, which can make content seem biased (Stay ahead of the curve with these 6 best

practices for modern HCP portals - Think Company). Instead, opt for a contemporary, clean

design: plenty of white space, easy-to-read fonts, and a neutral color scheme aligned with your

corporate branding but not obnoxious. Use high-quality graphics where appropriate (like diagrams in

an article), but ensure they serve an educational purpose. Many pharma sites historically would

plaster smiling patient images and big promotional banners; modern UX best practice is to tone that

down for HCP portals. As one industry analysis noted, a clean interface builds trust, whereas an

influx of “happy patient” marketing images can make content feel less useful (Stay ahead of the

curve with these 6 best practices for modern HCP portals - Think Company). So, use your branding

elements thoughtfully – the portal should look professional and credible, like a resource for

clinicians, not an advertisement.
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Optimize for mobile and multi-device use: Today’s HCPs frequently check digital resources on the

go – nearly half of portal usage occurs on mobile devices (The hidden reasons behind low HCP

portal adoption (and how AI can help) - Digitalya). Your portal’s UX must be fully responsive, working

as smoothly on smartphones and tablets as on desktop. Design with a “mobile-first” mentality:

ensure navigation menus convert to a mobile-friendly format (like a simple hamburger menu),

content is readable without zooming, and interactive elements (buttons, links) are large enough to

tap. Test the portal on common devices and browsers. If the portal will be used via a native mobile

app or wrapper, invest in that experience equally. Also consider that many HCPs browse during off-

hours (evenings, weekends (The hidden reasons behind low HCP portal adoption (and how AI can

help) - Digitalya)), possibly from home – a seamless experience across their work PC, home laptop,

and phone encourages more frequent use. So, implement features like saved login or continuity (e.g.

if they bookmark content on desktop, they should see it on mobile too when logged in).

User-centered design and testing: Incorporate user feedback into the design process. If possible,

conduct quick usability tests or get a few friendly HCPs to try early prototypes. They might highlight

if certain terminology is confusing or if key features are hard to find. Continuous feedback loops

(even post-launch) will help you refine the UX. Design with HCP workflows in mind: for example, a

physician between patient appointments might have only 2 minutes to look something up – can they

get the answer on your portal in that time? Emphasize task-oriented design: prioritize the most

common tasks (e.g. looking up drug info, downloading a resource, submitting a form) and make

those pathways ultra-intuitive (The HCP Portal development process - a complete guide - Digitalya).

Minimize any unnecessary steps or page reloads (e.g. allow forms to auto-save, as was done in the

earlier case study to prevent lost time (Pharma HCP Portal Case Study - ТТMS)).

Reduce cognitive load: This means making the interface simple and not overwhelming the user with

options or data at once (The HCP Portal development process - a complete guide - Digitalya). Break

content into digestible chunks. Use clear labels and avoid jargon in navigation. Guide the user with

cues – for instance, highlight new content or indicate recommended items to draw attention

efficiently. Provide quick summaries for long articles so the user can decide if it’s worth reading

further. All these techniques help an HCP get value from the portal with minimal mental effort, which

is exactly what they need during a hectic day.

Accessibility and visual design: Ensure the design follows accessibility best practices – high

contrast text for readability (important if doctors are reading on mobile in various lighting), legible

font sizes, and support for assistive technologies (like screen readers) if needed. Use color coding

carefully (don’t rely solely on color to convey meaning, as some users may have color blindness). A

well-designed portal is accessible to users of varying tech proficiency and even those with minor

disabilities, which broadens your audience (The HCP Portal development process - a complete guide

- Digitalya).

In summary, invest in UX/UI design as much as in content. A physician should feel that the portal

is easy, fast, and even enjoyable to use. If they struggle or find it cumbersome, they simply

won’t come back. Many existing portals fail not due to lack of content, but due to poor user

experience – hard navigation, information overload, or outdated interfaces. Avoid these pitfalls

by following the principles above and constantly thinking from the user’s perspective (put

yourself in a doctor’s shoes: how can we make their digital experience effortless?). As a result,
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you’ll create a portal that not only has great features but is actually used frequently by HCPs –

fulfilling its purpose.

Step 6: Plan Compelling Content and Manage Its Lifecycle – “Content is king” holds true for

HCP portals. An engagement platform lives or dies by the value of its content. Thus, a detailed

content strategy and lifecycle plan is essential:

Conduct content needs assessment: Before creating content, research what information your

target HCPs seek. Tap your medical affairs team and any physician advisors for insights. Common

needs might include latest research updates, practical treatment guidelines, case studies, patient

management tips, and information that fills knowledge gaps. Remember, if your portal doesn’t

provide timely, relevant, and easily findable information, HCPs will go elsewhere and not return (3

Steps to Create HCP Content that’s Meaningful and Useful). Identify the “must-have” content topics

in your therapy area. For example, oncologists may want mutation-specific therapy guidelines or

clinical trial info, while general practitioners might need patient screening checklists or comorbidity

management advice. Align content with HCPs’ real-world questions and challenges, not just what the

brand wants to push.

Plan content mix and formats: Offer a mix of content types to keep the portal interesting and

useful. This can include: written articles and whitepapers, short news updates, videos (e.g.

procedure demonstrations or expert interviews), audio podcasts, infographics, slide presentations,

and interactive content (quizzes, case simulations). Varied formats cater to different learning styles

and break monotony. Also balance depth of content – have both quick-read items (bullet-point

summaries, abstracts) and in-depth materials (full study results, detailed reviews) available.

Critically, ensure the content is seen as high-quality and credible. Involve medical writers or

experts to create evidence-based content that is not overtly promotional. HCPs generally prefer

scientifically rigorous, unbiased information. For example, prioritizing disease and therapy area

education will build trust (given that doctors rate independent medical education as more valuable

than pharma-branded info (Case Study: HCP Portal – drcom)). If your company can partner with

respected third-party sources (like medical associations or journals) for content, that can also boost

credibility.

Emphasize educational value: A key content category is continuing education. HCPs highly value

opportunities to learn and earn credit. If feasible, integrate Continuing Medical Education (CME)

content that’s accredited – either developed in-house or via an education partner. Many pharma

companies underutilize CME on their portals (more spend goes to product promo than CME (Case

Study: HCP Portal – drcom)), yet HCPs particularly value accredited learning. Even non-accredited

learning modules or interactive case challenges can engage users (85% of HCPs wanted more non-

accredited learning content on portals (The state of HCP portals: content gaps and limited

personalization - Digital Health Technology News)). Therefore, plan to regularly publish educational

modules – for example, a monthly clinical case study or a quarterly “virtual CME” webinar. Not only

does this drive engagement, it positions your portal as a go-to learning destination, not just a

marketing site. When planning content, allocate topics to a content calendar (e.g. focus on certain

disease awareness during relevant months, etc.) and ensure a pipeline of fresh educational material.
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Keep content fresh and updated: Stale content is a major turn-off. If HCPs don’t trust the portal to

have up-to-date information, they’ll stop relying on it (The hidden reasons behind low HCP portal

adoption (and how AI can help) - Digitalya). Establish a content lifecycle management process:

each piece of content should have a creation date and a scheduled review/update or expiration date.

Medical information (like guidelines, prescribing info) can become outdated – set reminders to

update those when new data emerges. For news and research, try to post timely updates (e.g. new

study results shortly after conferences, etc.). Even if you start with a rich content library at launch,

you need an ongoing plan: aim for a steady flow of new content (e.g. weekly news posts, monthly

new article or video). If resources allow, consider a content editorial team or committee (with

members from medical, marketing, maybe external KOL contributors) that meets to plan upcoming

content and review what’s live. Content should be cross-checked for accuracy and compliance

regularly. Also cross-promote content within the portal – don’t assume users will find it on their

own. For example, if you publish a new guideline summary, feature it on the homepage “What’s New”

section or send a notification to relevant specialists. The Digitalya audit noted content on many

portals is not cross-promoted well and not constantly updated, reducing value to HCPs (The state of

HCP portals: content gaps and limited personalization - Digital Health Technology News). Buck that

trend by treating your portal as a living publication that continuously refreshes its material.

Ensure content discoverability: Good content is wasted if users can’t find it. We touched on search

and navigation in the UX step; from the content management side, make sure to tag and categorize

content thoroughly during upload (by topic, content type, specialty, etc.). Implement a system of

related content linking – e.g. at the end of an article about a disease, automatically show links to

related treatment articles or patient cases. This increases content consumption (HCPs can easily

jump to other relevant info) and increases the perceived depth of your library without extra effort

from the user. For example, if a user reads about a new drug study, the portal might show “Related:

Guidelines for using [Drug] in practice” or “See also: Patient case where [Drug] was used,”

encouraging them to explore further. Given that on average, less than 20% of available portal

resources are accessed by a typical user (The hidden reasons behind low HCP portal adoption (and

how AI can help) - Digitalya), using smart cross-links and recommendations can expose more of your

content to each visitor, maximizing the portal’s impact.

Maintain quality and compliance: All content should go through appropriate review (medical

accuracy check, compliance approval) before publishing. Create a workflow for content approval

that is efficient – e.g. using an editorial calendar and batching content for review so it doesn’t

bottleneck. Once live, content should clearly indicate its source, date, and if applicable, references,

so HCPs trust it. Also be transparent about what is promotional vs. non-promotional content. If

there’s a section of purely promotional drug info, label it as such or separate it (and balance it with

lots of unbiased content). Utilizing tools like Veeva PromoMats can help manage this process. The

last thing you want is for doctors to perceive the portal as just a marketing mouthpiece – that will

erode engagement. Indeed, portals that focus only on pharma’s messaging and not HCPs’ practical

needs end up ignored (The hidden reasons behind low HCP portal adoption (and how AI can help) -

Digitalya). So maintain an 80/20 rule or similar for content: majority purely educational/value-

adding, minority explicitly promotional. That builds credibility and keeps HCPs coming back.
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Engage HCPs in content creation (if possible): For advanced community-building, you might invite

user-generated content or interaction around content. For example, allow HCPs to submit clinical

questions that get answered publicly by an expert, which becomes new content. Or run polls and

share results as content. Some portals host peer-to-peer exchanges or case studies submitted by

HCPs (with moderation) (3 Steps to Create HCP Content that’s Meaningful and Useful). This can

drive a sense of ownership and engagement. Start small (like a survey or a discussion thread) and

grow this if it fits your compliance environment.

In practice, managing the content lifecycle means treating the portal as a dynamic service,

not a static website. Assign someone (or a team) responsibility for continuously feeding and

pruning the content. Monitor what content is being used and what isn’t (via analytics) – if certain

articles have low views, find out why (maybe the topic isn’t of interest or it wasn’t promoted

well). If certain categories are heavily used, focus more content there. Virtually all workshop

participants in a Medical Affairs study agreed that educational content was an unmet need their

platform should solve (3 Steps to Create HCP Content that’s Meaningful and Useful). Content

truly is the cornerstone of your HCP portal – it’s what delivers value and reasons to engage. Put

in the effort to plan, create, and manage content sustainably. A portal with fresh, relevant

content will earn a place in physicians’ routines; a portal that’s outdated or full of irrelevant info

will be quickly abandoned (3 Steps to Create HCP Content that’s Meaningful and Useful).

Step 7: Integrate with CRM and the Existing Tech Stack – To maximize the portal’s

effectiveness and tie it into your broader operations, integrate it with your other systems. This

step is about making the HCP portal part of an omnichannel ecosystem rather than an isolated

site:

Connect with your CRM (Customer Relationship Management system): Most pharma marketing

teams use CRM platforms (like Veeva CRM, which is built on Salesforce) to manage HCP contacts

and track interactions. Integrating the portal with CRM can greatly enhance personalization and give

sales/medical teams insight into digital engagement. For example, if an HCP registers on the portal,

that account can sync to the CRM so the rep knows this doctor is a portal user. Better yet, specific

activities – such as content viewed or questions asked – can be captured (with consent) and

reflected in the CRM timeline for that HCP. This allows for more informed follow-ups: a rep can see

that Dr. Smith downloaded a whitepaper on Product X and then tailor their next conversation

accordingly (see tips for increasing Veeva CRM adoption). Many modern engagement platforms

provide connectors for such CRM integration; indeed vendors like Onomi/SpotMe highlight out-of-

the-box Salesforce and Veeva integrations (How a Top 20 Global Pharma Company increased HCP

engagement) because it’s a desired capability. Work with your IT team to ensure data flows from the

portal to your CRM in a compliant way (respecting privacy and opt-ins). The integration could be

one-way (portal -> CRM analytics) or two-way (CRM data helps personalize portal content). For

instance, knowing an HCP’s specialty from CRM could help the portal present relevant content from

first login. Overall, CRM integration helps unify the offline and online engagement picture – it’s

key for measuring omnichannel marketing impact.
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Implement Single Sign-On and Identity Management: If your company has multiple HCP-facing

systems (e.g. a medical information site, a rep-triggered email system, a webinar platform, etc.),

integrate the portal into a unified identity management system. A Customer Identity and Access

Management (CIAM) solution can provide a single login across all your digital properties for HCPs

(Pharma HCP Portal Case Study - ТТMS). This means when a doctor signs up for the portal, that

same account could allow access to, say, your separate patient support program site or a meeting

scheduling app. In the TTMS case study, the portal pulled physician data from a CIAM with a unique

customer ID that unified data across platforms (Pharma HCP Portal Case Study - ТТMS). The benefit

is twofold: (1) convenience – HCPs don’t need multiple logins, and (2) data unity – all their

interactions across channels tie back to one profile. As a marketing team, you should coordinate with

IT on implementing such single sign-on. This also allows auto-population of user info in forms (as

seen in the case, where forms pre-filled physician data to save time (Pharma HCP Portal Case Study

- ТТMS)). A smooth login experience (possibly including options like “Login with email code” or via

an existing identity provider) will lower barriers to portal use.

Integrate with content management and approval systems: If your organization uses a specific

Content Management System (CMS) (e.g. Adobe Experience Manager, Drupal, etc.), the HCP

portal should leverage that rather than reinvent the wheel. Integration with a CMS makes content

updates easier for your team. For example, if a PDF is updated in the CMS repository, it can

automatically update on the portal. The TTMS project used Adobe Experience Manager as the

backbone to integrate various features smoothly (Pharma HCP Portal Case Study - ТТMS). Ensure

your portal is built to pull content from a central source or API if possible – this avoids duplication

and ensures consistency across channels (like if the same content appears on your website and in

the portal). Also integrate workflows: when content is approved in your approval system (e.g. Veeva

Vault or similar), it could then be flagged to publish on the portal.

Analytics integration: You’ll want to track portal usage with analytics tools (more on KPIs in Step

10). During development, integrate an analytics platform (Google Analytics, Adobe Analytics, or a

specialized pharma analytics tool) into the portal. Also consider integrating with any marketing

automation or email system: e.g. if you use Marketo or Eloqua to send emails, have the portal feed

user actions (like email sign-ups or preferences) back to that system. Conversely, when you send an

email campaign about new portal content, the links can track back to see if the user logged in and

engaged.

Integration with HCP email and communication channels: You might integrate the portal’s

notification system with your email service so that when new content is available, an automated

personalized email can go out to HCPs (who opted in). This ensures a seamless communication loop

– the portal and your email outreach work in tandem, driven by the same data.

External integration possibilities: Depending on scope, consider linking the portal to external tools

HCPs use. For example, integration with hospital EHR systems is generally out of scope for a

marketing portal (and very complex), but you might integrate with public resources – e.g., embed a

link to a drug interactions database or an EHR-friendly format for certain content (like downloadable

order sets). If your company has a presence on HCP networks (like Doximity or Medscape), you

might allow those logins or share content links to those platforms as integration points. The depth of

integration can vary, but the guiding principle is to make the portal an interconnected part of the

HCP’s digital ecosystem, not a dead-end. Understanding the available Veeva Ecosystem APIs can

be crucial here.
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In technical terms, achieving these integrations will require your IT/developer team to use APIs

and possibly middleware. As the marketing lead, you should articulate the need: e.g., “We need

the portal to log user X’s activity into our CRM” or “the portal should recognize if an HCP is

already signed in to our other site.” Work closely with IT to map out data flows. When done well,

integration yields powerful results: you get a 360-degree view of engagement and the HCP gets

a seamless experience. Moreover, integrating the portal into omnichannel strategies prevents it

from becoming underutilized. (In fact, if HCPs don’t use the portal, it can disrupt your

omnichannel approach because that touchpoint is missing (The hidden reasons behind low HCP

portal adoption (and how AI can help) - Digitalya).) So, think of integration as both a way to

amplify engagement (through personalization and multi-channel touchpoints) and to

measure it (through consolidated data). Many top pharma companies consider HCP portals a

central piece of their omnichannel marketing stack, integrated with CRM, email, and event

platforms.

Step 8: Launch and Onboard HCPs Effectively – After building the portal, a critical phase is

the launch and onboarding of users. “If you build it, they will come” does not automatically

apply – you need a plan to introduce the portal to HCPs and get them to take that first step.

Here’s how to drive adoption from day one:

Pre-launch buzz and invitations: Leverage your existing channels to warm up your audience.

Announce the upcoming portal through reps, email newsletters, and maybe a mention at events or in

medical liaison conversations. Clearly communicate the value proposition of the portal to HCPs –

why should they sign up? Emphasize unique benefits (e.g. “One-stop access to the latest [Therapy

Area] research, personalized for you” or “Easily request samples and earn free CME credits on our

new HCP portal”). It’s vital to convey a compelling reason to use the portal; many portals fail because

HCPs don’t see what sets them apart from existing resources (The hidden reasons behind low HCP

portal adoption (and how AI can help) - Digitalya). Differentiate your portal by highlighting what

problems it solves (e.g., saves time, exclusive content, convenient patient support tools). Make sure

this messaging is succinct and clear in any invitation.

Leverage field force for onboarding: Your sales reps and MSLs who interact with HCPs can be

powerful advocates to enroll users. Encourage reps to personally invite their physicians to register.

They can do this during visits (“Doctor, our company just launched a new physician portal with free

educational materials – let’s sign you up, it’ll only take a minute”) or via personal emails/phone calls.

You might even provide reps with demo accounts or a demo mode so they can show the portal’s

features on their tablet during a detail. Some companies incentivize reps for portal registrations

(since a successful digital engagement helps them too). The personal touch can greatly increase

initial uptake, especially for older or less tech-savvy doctors who might not sign up on their own.

Ensure reps are well-trained on the portal’s benefits so they can pitch it convincingly (focus on how it

helps the physician, not the company).
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Streamlined registration process: Work with your UX/IT to make sign-up as frictionless as

possible. Every extra hurdle (like overly long forms or slow verification) will cost you potential users.

Ideally, allow physicians to register online with basic information (name, email, specialty) and verify

their HCP status in a user-friendly way. If you can use an existing database or a quick NPI lookup for

verification, do that. Alternatively, allow reps to pre-register HCPs (with permission) to simplify

things. For example, a rep could send an HCP a personalized invite link that pre-fills their info. Also

consider enabling social sign-in or federated ID if appropriate (e.g. signing in with a LinkedIn

account, though this is rare in pharma due to compliance). At minimum, optimize the registration

page for mobile and brevity. Provide clear privacy info but not in a way that scares users off –

reassure them their data is protected.

Onboarding tutorials or guidance: Once an HCP logs in the first time, guide them to value quickly.

Implement a brief welcome tour or tutorial highlighting key features (“Here’s where to find new

research updates… Click here to request patient materials…” etc.). This can be done with on-screen

tips or a short welcome video. The idea is to prevent a new user from feeling lost or unsure what to

do first. Also consider an initial onboarding email campaign – e.g., a “Welcome to the Portal” email

that reiterates main features and includes a help contact. During onboarding, perhaps prompt users

to set their preferences (specialty, content interests) – this not only personalizes their experience (as

per Step 4) but also engages them early, as they invest a bit into customizing.

Highlight immediate value/incentives: People are more likely to use a new service if they get value

right away. Structure the onboarding so that within the first few minutes, the HCP receives

something beneficial. For example, upon sign-up, maybe the portal greets them with a free useful

resource (“Download our latest clinical guideline summary now”) or informs them of a welcome

reward (“Earn 0.5 CME credit by completing this introductory module”). Some portals use

gamification right at onboarding – e.g., unlocking a “Welcome” badge or giving points for completing

your profile – but tangible professional value works better with physicians than gamified rewards. If

your company’s compliance allows, you might provide a small token of appreciation for early

registrants (perhaps entry into a raffle for a medical textbook, or simply a certificate of participation).

Even a personal thank-you note from a medical director for joining can make a new user feel valued.

Additionally, clearly point out features that save them time: “Try our one-click sample request” or

“See your personalized news feed – we’ve already filtered the latest updates in your field.” This

immediate demonstration of utility will encourage repeat use.

Marketing campaign for launch: Treat the portal launch like a product launch. Use multi-channel

outreach – email blasts to your HCP list, social media posts (if appropriate), perhaps a banner on

your corporate HCP website, and mentions in any HCP-facing print materials or ads. The messaging

should be consistent: announce the portal and its key benefits, provide an easy link to register, and

create some urgency or excitement (“Available now – join thousands of your colleagues on the new

[YourCompany] HCP portal”). If you presented at a conference or webinar, you can mention the

portal there too (“For more resources, visit our new portal…”).

Lower barriers to first use: Sometimes HCPs worry that signing up for a pharma portal will result in

spam or unwanted contact. Address this upfront in your communication – e.g., “You control your

email preferences and we respect your time – the portal is there when you need it.” Assure them it’s

free (of course) and designed for their convenience. Also, any technical barriers like complicated

password rules or requiring VPN (hopefully not) should be minimized. The smoother the first

experience, the likelier they’ll return.
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In onboarding, first impressions are everything. Show the physician that the portal is easy,

valuable, and tailored for them from the outset. One common pitfall is failing to clearly articulate

the portal’s unique value, leading to low initial adoption (The hidden reasons behind low HCP

portal adoption (and how AI can help) - Digitalya). Avoid this by crafting a strong message and

delivering immediate utility. Another pitfall is focusing the onboarding on what you want (like

data capture) rather than what the HCP wants – always frame things in terms of physician

benefit. If done right, your launch and onboarding campaign will give the portal a strong start

with a base of engaged users.

Step 9: Encourage Sustained Engagement with Ongoing Tactics – After onboarding, the

challenge is to keep HCPs coming back and actively using the portal over the long term.

Achieving sustained engagement requires continuous marketing and user engagement

strategies. Here are tactics to maintain and grow HCP involvement:

Regular content updates and communication: Ensure there is a steady stream of new content or

activities on the portal (as outlined in Step 6) and proactively draw users’ attention to it. Set up a

content update rhythm (weekly, biweekly, etc.) and accompany it with notifications: e.g., a “New on

the Portal” email or in-portal alert that highlights the latest additions (articles, upcoming webinars,

new tools). Keep these communications concise and relevant to the user’s interests (segmented if

possible). Consistent, value-packed updates remind HCPs the portal is alive and worth checking

frequently. Over time, aim to turn this into an expected habit – e.g. every Monday a doctor knows

there will be a digest email of new content in their inbox, or a push notification from the portal app

about something relevant.

Gamification and rewards: Introduce gamification elements to make engagement fun and

rewarding. This should be subtle and aligned with professional use – think of it as recognition of the

user’s efforts to stay informed. For instance, implement a points or badge system for completing

certain actions: viewing a module, answering a quiz, contributing to a discussion, etc. HCPs can

accumulate points that could be displayed on a profile (some friendly competition among peers, if

appropriate) or redeemed for small rewards. Gamification, when well-designed, encourages HCPs to

“climb higher” and engage more through competition and reward (Decoding the Gamification

Enigma for HCP Engagements – drcom). Examples: a leaderboard of top quiz scorers (if you have

quizzes), or badges like “Cardiology Expert” for viewing X cardiology articles. However, use

competition carefully – it works best if positioned as a knowledge challenge rather than a trivial

game. More practically, consider rewarding engagement with educational perks: e.g., “Earn a

certificate after completing all modules in this series,” or “Users who participate in our webinar get

exclusive access to a live Q&A with an expert.” Some companies have done digital “scavenger hunts”

or challenges on portals where HCPs who explore various sections get entered into a prize drawing

(within compliance limits). The key is to tap into intrinsic motivation (like professional growth,

curiosity, recognition) with a bit of extrinsic fun. Over time, these elements can significantly improve

retention by giving HCPs goals to achieve on the portal.
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Exclusive events and content: Make your portal feel like a privileged community by offering portal-

exclusive opportunities. For example, host live expert webcasts or chats that are only accessible

to portal members. Run interactive case study workshops or journal club sessions virtually through

the portal. If an HCP knows that by being part of your portal they get access to thought leaders or

unique content they can’t get elsewhere, they’ll remain engaged and invite colleagues too. You can

also give early access to content via the portal (e.g., “portal members get to see our clinical trial

results one week before we publish broadly”). Additionally, consider physical or offline perks tied to

the portal: perhaps a loyalty program where consistent engagement (like completing a series of

modules) could get them a discount code for a medical conference registration sponsored by your

company or some educational materials mailed to them. Always stay within ethical and regulatory

limits – the emphasis should be on educational rewards, not inappropriate incentives. Many portals

underperform because they lack any incentive for ongoing use (The hidden reasons behind low HCP

portal adoption (and how AI can help) - Digitalya) – no new experiences, no unique content, no

credits. By building in exclusive value (CME, events, etc.), you give HCPs a reason to return beyond

just re-reading articles.

Email and re-engagement campaigns: Even with great content, some users will go inactive. Plan

re-engagement campaigns for those who haven’t logged in recently. For instance, if a user has

been dormant for 3 months, send a tailored email: “We miss you! Here are 3 new resources on [topic

they showed interest in].” Highlight what’s changed since their last visit (new features or major

content additions). Personalize it: “Dr. Jones, since you last visited, we’ve added new guidelines on

diabetes that might interest you.” Keep the tone helpful, not nagging. Also, celebrate milestones to

nurture engagement – e.g., send a “Thank you for being with us for one year, here’s a summary of

what you’ve accomplished on the portal (X articles read, Y modules completed)”. It reminds them of

the value they got. Use marketing automation to schedule these touches intelligently based on user

activity data. Platforms like Veeva Engage can facilitate some of these digital touchpoints.

Community building and peer interaction: If you implemented community features (forums, etc.),

actively manage them to stimulate discussion. Post discussion questions, get your medical team or

key opinion leaders to engage so that HCPs see activity. Perhaps host case-of-the-week

discussions where members can comment and share insights. When HCPs form a habit of

interacting with peers on your portal, it becomes part of their professional social network – a very

strong engagement driver. Even a simple monthly poll with published results (“75% of your peers

indicated they prefer X treatment in Y scenario”) can spark interest and give a reason to check back

(3 Steps to Create HCP Content that’s Meaningful and Useful). Recognize active contributors (e.g.,

feature a “Community spotlight” where a physician who frequently answers others’ questions is

acknowledged – many people enjoy peer recognition). Explore various HCP engagement solutions to

find the right fit.

Feedback loops and continuous improvement: Show users that their engagement leads to

improvements, which in turn encourages more engagement – a virtuous cycle. Solicit feedback

through surveys or a feedback form (“How can we improve the portal? What content do you want to

see?”). Then visibly act on it. For example, if multiple HCPs request a certain feature or topic, add it

and announce, “You asked, we delivered: now the portal has XYZ.” This empowers users and

increases their loyalty. Periodically, you might even convene a small user group (virtually) to get

direct input on how to evolve the portal’s offerings.
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Maintain a human touch: Even though the portal is a digital property, link it with human support.

Ensure queries asked via the portal (contact forms, etc.) are answered promptly by medical or

customer service teams – nothing disengages a user faster than an ignored question. Also, consider

having reps or MSLs follow up personally with top portal users occasionally (“I saw you attended our

webinar, any questions I can help with?”). This integration of human and digital touchpoints enriches

the user’s experience and underscores that the portal complements personal relationships, rather

than replacing them.

Monitoring and responding to usage patterns: Use your analytics (to be discussed in Step 10) to

see what parts of the portal are most engaging and which are underused. For instance, if you find a

certain interactive tool is very popular, consider expanding that section or promoting it more. If

another section is rarely visited, either improve it or consider replacing it with something users value

more. Engagement tactics should be data-informed and flexible. Perhaps you notice many users log

in during evening hours – maybe schedule new content releases or live events in the evenings when

they’re active. By adapting to your audience’s behavior, you keep them engaged.

Gamification success story example: As a case in point, one pharma company implemented a

“learning hub” with interactive content and even a networking matchmaking game for HCPs,

resulting in an 82% surge in active user activity on their platform (How a Top 20 Global Pharma

Company increased HCP engagement). This shows that when HCPs are actively involved (learning

and connecting with peers in a novel way), engagement can skyrocket. While not every tactic will

yield such dramatic results, a combination of fresh content, interactive features, and incentives will

steadily build a loyal user base.

In designing your sustained engagement program, think of it as running a marathon, not a sprint.

It’s not enough to launch and leave it – you must continually nurture your HCP audience. Much

like patients need follow-up and motivation for long-term adherence, your portal users need

ongoing reasons and prompts to remain active. The good news is that sustained engagement

tends to have a snowball effect: active users attract more users (via word of mouth), content

consumption grows, and your portal becomes an ingrained part of physicians’ routines. By using

the tactics above – from gamification and exclusive content to regular communication – you can

cultivate a thriving, engaged HCP community around your portal.

Step 10: Monitor KPIs and Measure Success – To know if your HCP portal is meeting its goals

and to continuously improve it, you must track key performance indicators (KPIs) and

metrics. Measurement is the final step that closes the loop of your strategy, allowing you to

demonstrate ROI and identify areas for optimization. Here’s how to approach measuring

engagement:

Define specific KPIs for each goal: Recall the engagement goals from Step 1 and assign

measurable metrics to each. For example: for educational engagement, KPIs might include number

of content views, average time spent on educational pages, and CME credits issued. For

platform usage, track active users (e.g. monthly active users, MAU), login frequency per user, and

retention rate (what percentage of users return each month). For patient support transactions, track

count of patient enrollments processed, sample orders placed, etc. For feedback, measure

number of feedback submissions or discussion posts. Tie each goal to 2-3 concrete metrics that

signal success or progress.
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Core engagement metrics: Common portal metrics to monitor include:

Total registered HCPs – how many have signed up (and what % of your target HCP universe that is).

Active users – how many unique HCPs actually logged in and used the portal in a given period

(monthly is a standard cadence). This is a crucial adoption metric; as noted earlier, many portals

struggle with low active usage (e.g. only ~1/3 of registered users might log in monthly (The hidden

reasons behind low HCP portal adoption (and how AI can help) - Digitalya)). You’ll want to watch this

and aim to increase it via the engagement tactics.

Session frequency and duration – average number of sessions per user (are they coming back

multiple times a month?) and average session length (how long they spend per visit). A growing

number of sessions per user indicates the portal is becoming a regular resource. Average session

duration indicates depth of engagement – but interpret with context (a quick visit that solves a

problem could be just as valuable).

Page views & pages per session – how many pages the user typically views in one session. If pages

per session is high, it suggests users are exploring multiple pieces of content (which can be good, as

long as it’s due to interest and not because they can’t find what they need). Combine this with

bounce rate (the percentage of users who leave after viewing only one page): a high bounce rate

might mean they didn’t find what they wanted or got what they needed immediately. Ideally, you want

a moderate pages/session and a not-too-high bounce – indicating users find relevant info without

aimless wandering.

Popular content and feature usage – track which content items are most viewed/downloaded,

which tools are used most often, which sections get the most traffic. This will inform your content

planning (focus on what’s popular, or investigate why something else isn’t). For example, if you see

that less than 20% of content is being accessed by the average user (The hidden reasons behind low

HCP portal adoption (and how AI can help) - Digitalya), you may have a discoverability issue or

content that isn’t compelling; you’ll want to improve that by highlighting underused content or

pruning irrelevant content.

Interactions & community metrics: If applicable, measure number of forum posts, comments,

questions asked, chat sessions initiated, etc. Also track response times to those (for customer

service quality).

Task completion metrics: For key transactions like sample requests or patient enrollments, track

how many are initiated and completed successfully. If possible, measure how long these tasks take

(with a goal to keep it short).

Conversion rates: Define “conversion” for your portal – it could be completing registration, or

signing up for an event, or downloading a piece of content. Then measure the percentage of users

who take those desired actions. For instance, if one aim is to have HCPs sign up for a webinar via the

portal, what fraction of portal visitors actually do so? Conversion metrics help identify drop-off

points in workflows (maybe many click on Events but few complete registration – indicating a

possible UX issue).
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User satisfaction: Quantify satisfaction through surveys or feedback scores. You might use a simple

star rating after content (“Was this article useful? [1–5 stars]”) and track the average ratings. Or

send out periodic satisfaction surveys to portal users and measure an average satisfaction score or

Net Promoter Score (NPS) – “How likely are you to recommend this portal to colleagues?” A rising

NPS or satisfaction trend indicates you’re doing something right.

Tools and techniques for measurement: Implement analytics software to automatically collect

usage data (page views, users, etc.). Google Analytics or similar can give you many of the above

metrics. If possible, set up a dashboard that combines data from different sources: web analytics,

CRM (for offline impact, if any), and user feedback. For example, an analytics dashboard might show

you at a glance: new users this month, MAU, top 5 content pieces, average session time, and

conversion rates (consider custom MyInsights dashboards for deeper insights). Use event tracking in

your analytics for specific actions like “sample request submitted” or “video played” to count those

precisely. Also, use the CRM integration to link portal engagement with outcomes like sales if that’s

feasible (e.g., see if high portal engagement correlates with increased prescription rates in aggregate

– though attributing that directly can be complex and sensitive).

KPIs for engagement quality: Beyond raw usage, measure how engaging the content is. Metrics like

average content completion rate (if you have long articles or videos, do users finish them?), video

playthrough rates, quiz scores (if you have quizzes, are users doing well which indicates

learning?), etc., can signal the quality of engagement. If you have CME modules, track how many

started vs. completed, and success rates on post-tests.

Goal attainment and ROI: For internal purposes, track metrics that tie to business outcomes: for

instance, cost per engagement (what is the cost of running the portal relative to how many

engagements it generates, compared to other channels?), or reduction in rep burden (maybe the

portal handling sample requests means reps report saving time). If one goal was to replace some in-

person meetings with digital, you could measure how many digital interactions (page views, etc.) are

happening vs. baseline rep visits. Also monitor registration growth over time – is your target

audience steadily joining? The KPIs you present to leadership might include things like “X% of our

top 1000 target HCPs are now active on the portal” or “Portal engagement grew 50% quarter-over-

quarter.” Keep an eye on comparative metrics too: if you have benchmark data or industry averages

(some studies or vendors publish average HCP portal engagement stats), compare your performance

to those to gauge competitiveness.

Regular review and optimization: Set a schedule (monthly or quarterly) to review these KPIs with

your team and stakeholders. Identify patterns: e.g., perhaps August saw a dip in activity – why? Was

it a slow content month or vacation season? Perhaps a particular campaign in September boosted

logins by 20%. Use these insights to tweak your strategy. If certain content isn’t performing, either

improve it or replace it. If active user counts are plateauing, maybe it’s time for another outreach

campaign or new features to spur interest. Measurement is not just for reporting success, but for

finding weaknesses and continuously improving the portal.
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Qualitative measurement: In addition to numbers, gauge engagement through qualitative means.

Collect testimonials or anecdotal feedback from HCPs (“This portal saved me time…” etc.) and track

recurring suggestions or issues reported. These qualitative insights add context to the numbers. For

example, time on site might be low not because of disinterest but because the site is so efficient that

doctors get what they need quickly – you’d know that if feedback says “I love that I can get info in 1

minute and log off.”

Finally, ensure your KPIs and metrics are fed back into showing value. If you can demonstrate

that, say, 50% of engaged portal users have become prescribers of your product vs 30% of

non-users (hypothetically), that’s a powerful story for management – but do analyze such

correlations carefully and ethically. On a simpler note, if you see high engagement with certain

educational content, that could justify expanding those programs. Use metrics as both your

scorecard and your compass to steer the portal’s evolution. An agile approach of measure ->

learn -> adjust will keep the portal effective and aligned with HCP needs over time (How to

Analyze HCP Platform Traffic and Engagement Metrics) (How to Analyze HCP Platform Traffic

and Engagement Metrics).

Step 11: Learn from Examples and Best Practices – It’s beneficial to look at successful HCP

portals in the industry and apply their lessons. Many top pharma companies have implemented

physician portals, and while details are often proprietary, some common threads and case

studies are public:

Major pharma HCP portals: Most big pharma companies now offer dedicated HCP websites/portals.

For instance, MerckConnect (Merck’s HCP portal) provides product information and lets HCPs

request samples or coupons entirely online (Merckconnect.com - Customer Reviews), replacing older

paper processes. PfizerPro (Pfizer’s portal) offers a broad suite of services – from up-to-date

prescribing info and patient assistance program enrollment, to ordering patient materials, viewing

on-demand educational videos, and even live customer service chat (Home - Pfizer For

Professionals) (Home - Pfizer For Professionals). These examples show the value of consolidating

many functions into one platform for convenience. A best practice seen here is integrating patient

support (samples, co-pay, resources) with medical content – making the portal a one-stop solution.

Another observation: these portals emphasize that they are for healthcare professionals only,

often gating content behind login. This exclusivity builds trust that the content is tailored for HCPs

(and not laypeople).

High engagement case studies: One case study (SpotMe/Onomi for a Top 20 pharma) described

creating an “HCP engagement hub” that combined a rich content library with interactive networking

features. The result was an 82% increase in active users and thousands of interactions in a virtual

event setting (How a Top 20 Global Pharma Company increased HCP engagement). The success was

attributed to providing customized learning content and enabling HCPs to connect with like-minded

peers in that portal environment (How a Top 20 Global Pharma Company increased HCP

engagement). The takeaway for your portal is to consider interactive and community elements, not

just static content – engagement breeds more engagement. Another case from Indegene (not

publicly detailed here due to access) likely highlights innovation like mobile access and micro-

learning to improve HCP engagement on a global pharma’s platform. Explore our Case Studies

section for more examples.
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Portals filling unmet needs: Recent analyses have revealed many HCP portals have content and

functionality gaps, as discussed. Companies that have modernized their portals are focusing on

those gaps. For example, some are adding podcast libraries and seeing good uptake because

physicians can listen on the go (72% wanted this, few had it (The state of HCP portals: content gaps

and limited personalization - Digital Health Technology News)). Others are incorporating AI chatbots

for immediate query handling, which can raise satisfaction when reps aren’t available (The state of

HCP portals: content gaps and limited personalization - Digital Health Technology News). A Think

Company review of pharma portals advised catering to all HCP roles (including nurses and office

staff) and making it easy for HCPs to connect with experts via chat – suggestions that align with

what we’ve included (Stay ahead of the curve with these 6 best practices for modern HCP portals -

Think Company) (Stay ahead of the curve with these 6 best practices for modern HCP portals -

Think Company). Early adopters of such features likely see better engagement. Keep an eye on

industry reports and benchmarks (for instance, a Digital Health report in 2025 that audited 28 HCP

portals in US/EU (The state of HCP portals: content gaps and limited personalization - Digital Health

Technology News) provides rich data on what to improve).

What to avoid: Learn from failures too. Some “older model” HCP portals have faded due to being too

product-centric or static. Pharmaceutical Executive once provocatively called poorly implemented

HCP websites a “death knell” and emphasized the need to pivot to more dynamic, need-based

resources. If a portal is essentially a brochure site with login – offering nothing more than could be

found via Google – HCPs won’t bother. Also avoid overspending on flashy tech if content value is

lacking. Several companies have refocused efforts on partnerships with established HCP digital

channels (like third-party medical platforms) when their own portals didn’t gain traction. This

underscores that the portal must truly serve HCP needs to succeed; otherwise even the best

platform can become a ghost town.

Metrics from industry: It’s noted that 90% of the world’s top 20 pharma companies have

specialized online HCP portals/platforms (as of mid-2020s) – so having one is almost a necessity

to stay competitive in HCP engagement. These companies continuously refine their portals. For

example, some have integrated their portals with virtual event platforms (especially post-COVID) to

host digital events and then keep the content on the portal for on-demand viewing, blending event

and portal engagement. A best practice here is to repurpose and archive valuable content (like

congress presentations or symposium webcasts) into your portal’s library, to extend their life and

draw HCPs who couldn’t attend the live event.

In conclusion, building a custom HCP portal involves a holistic strategy: aligning with

stakeholder objectives, including the right features, delivering personalized UX, populating it

with compelling content, integrating with your systems, and actively managing user

engagement. By following the step-by-step approach outlined above – and continuously learning

from real-world usage and industry examples – a pharma marketing team can create a portal

that significantly increases HCP engagement. Done well, an HCP portal becomes a win-win:

physicians get a convenient, rich resource that supports their practice and professional growth,

and the pharmaceutical company gains a trusted channel to educate and interact with its key

customers, leading to stronger relationships and better outcomes for patients.

Sources: The recommendations in this guide are informed by industry analyses and case

studies, including data on HCP digital preferences and portal performance. For instance, a
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Digital Health report highlighted gaps in current HCP portals (e.g., only 7% offering desired

learning content) (The state of HCP portals: content gaps and limited personalization - Digital

Health Technology News), underscoring opportunities for improvement. A drcom case study

noted that post-pandemic, 93% of physicians expect to use digital tools for decision support

(Case Study: HCP Portal – drcom), making a strong case for robust HCP portals. Successful

examples like PfizerPro and MerckConnect demonstrate the range of services (from sample

ordering to patient support) that drive usage (Merckconnect.com - Customer Reviews) (Pfizer

For Professionals: Home). High-engagement initiatives that led to dramatic increases in user

activity show the power of interactive and personalized approaches (How a Top 20 Global

Pharma Company increased HCP engagement). By incorporating these insights (Stay ahead of

the curve with these 6 best practices for modern HCP portals - Think Company) (Stay ahead of

the curve with these 6 best practices for modern HCP portals - Think Company) and

continuously measuring KPIs (The hidden reasons behind low HCP portal adoption (and how AI

can help) - Digitalya) (The hidden reasons behind low HCP portal adoption (and how AI can help)

- Digitalya), your team can ensure the HCP portal becomes an indispensable tool for your

physician audience.
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IntuitionLabs - Industry Leadership & Services

North America's #1 AI Software Development Firm for Pharmaceutical & Biotech: IntuitionLabs

leads the US market in custom AI software development and pharma implementations with proven

results across public biotech and pharmaceutical companies.

Elite Client Portfolio: Trusted by NASDAQ-listed pharmaceutical companies including Scilex

Holding Company (SCLX) and leading CROs across North America.

Regulatory Excellence: Only US AI consultancy with comprehensive FDA, EMA, and 21 CFR Part 11

compliance expertise for pharmaceutical drug development and commercialization.

Founder Excellence: Led by Adrien Laurent, San Francisco Bay Area-based AI expert with 20+ years

in software development, multiple successful exits, and patent holder. Recognized as one of the top

AI experts in the USA.

Custom AI Software Development: Build tailored pharmaceutical AI applications, custom CRMs,

chatbots, and ERP systems with advanced analytics and regulatory compliance capabilities.

Private AI Infrastructure: Secure air-gapped AI deployments, on-premise LLM hosting, and private

cloud AI infrastructure for pharmaceutical companies requiring data isolation and compliance.

Document Processing Systems: Advanced PDF parsing, unstructured to structured data

conversion, automated document analysis, and intelligent data extraction from clinical and regulatory

documents.

Custom CRM Development: Build tailored pharmaceutical CRM solutions, Veeva integrations, and

custom field force applications with advanced analytics and reporting capabilities.

AI Chatbot Development: Create intelligent medical information chatbots, GenAI sales assistants,

and automated customer service solutions for pharma companies.

Custom ERP Development: Design and develop pharmaceutical-specific ERP systems, inventory

management solutions, and regulatory compliance platforms.

Big Data & Analytics: Large-scale data processing, predictive modeling, clinical trial analytics, and

real-time pharmaceutical market intelligence systems.

Dashboard & Visualization: Interactive business intelligence dashboards, real-time KPI monitoring,

and custom data visualization solutions for pharmaceutical insights.

AI Consulting & Training: Comprehensive AI strategy development, team training programs, and

implementation guidance for pharmaceutical organizations adopting AI technologies.

Contact founder Adrien Laurent and team at https://intuitionlabs.ai/contact for a consultation.
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DISCLAIMER

The information contained in this document is provided for educational and informational purposes only.

We make no representations or warranties of any kind, express or implied, about the completeness,

accuracy, reliability, suitability, or availability of the information contained herein.

Any reliance you place on such information is strictly at your own risk. In no event will IntuitionLabs.ai or

its representatives be liable for any loss or damage including without limitation, indirect or consequential

loss or damage, or any loss or damage whatsoever arising from the use of information presented in this

document.

This document may contain content generated with the assistance of artificial intelligence technologies.

AI-generated content may contain errors, omissions, or inaccuracies. Readers are advised to

independently verify any critical information before acting upon it.

All product names, logos, brands, trademarks, and registered trademarks mentioned in this document are

the property of their respective owners. All company, product, and service names used in this document

are for identification purposes only. Use of these names, logos, trademarks, and brands does not imply

endorsement by the respective trademark holders.

IntuitionLabs.ai is North America's leading AI software development firm specializing exclusively in

pharmaceutical and biotech companies. As the premier US-based AI software development company for

drug development and commercialization, we deliver cutting-edge custom AI applications, private LLM

infrastructure, document processing systems, custom CRM/ERP development, and regulatory compliance

software. Founded in 2023 by Adrien Laurent, a top AI expert and multiple-exit founder with 20 years of

software development experience and patent holder, based in the San Francisco Bay Area.

This document does not constitute professional or legal advice. For specific guidance related to your

business needs, please consult with appropriate qualified professionals.

© 2025 IntuitionLabs.ai. All rights reserved.
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