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Patient Portal Playbook for Pharma

Marketers
Introduction: This guide is a step-by-step playbook for a marketing project manager at a U.S.

pharmaceutical company to plan and launch a patient portal. It’s written in non-technical

language, focusing on strategy, coordination, and best practices. The goal is to help you

understand the purpose of a patient portal, what features to include, how to plan and execute

the project, and how to ensure it succeeds. The guide prioritizes U.S. regulations (like HIPAA)

and pharma-specific considerations, and it uses a clear structure with headings, bullet points,

and examples for easy reading.

Step 1: Define the Strategic Purpose and Benefits

Begin by clarifying why your pharma company needs a patient portal and what value it will bring.

This ensures leadership and stakeholder buy-in from the start. Key strategic purposes and

benefits include:

Improve Patient Engagement and Outcomes: A portal provides patients with a one-stop hub to

manage their health – from accessing medication info to getting support – which can lead to better

adherence and health outcomes (Top features for pharma patient portals to improve medical

adherence - Digitalya) (Top features for pharma patient portals to improve medical adherence -

Digitalya). Engaged, informed patients are more likely to take medications as prescribed, reducing

complications and healthcare costs. In fact, medication non-adherence (not taking meds correctly) is

a huge challenge – up to 50% of patients don’t follow treatment consistently (Top features for

pharma patient portals to improve medical adherence - Digitalya). By offering tools like reminders

and education, portals can help tackle this problem and improve adherence.

Enhance Patient Experience and Satisfaction: A well-designed portal empowers patients with

information and convenience at their fingertips. This makes patients feel supported beyond just the

pill. Deloitte reports that pharma-created portals can enrich the patient experience and even

support physicians and public health (Improving Patient Portal Engagement with Pharma Content -

PM360). When patients have 24/7 access to resources (e.g. condition guides, medication details,

test results) and easy ways to get help, they feel more in control of their care. This leads to higher

satisfaction and trust in your company’s products and services.

Provide Value Beyond the Medication: For pharma, a portal is a way to go “beyond the pill” –

offering services and education in addition to the drug itself. For example, supplementing a

prescription with an explanation of why the treatment should be continuous (and how the drug

works) builds transparency and trust (Improving Patient Portal Engagement with Pharma Content -

PM360). Patients come to see the pharma company as a partner in their health journey, not just a

drug manufacturer. This can differentiate your brand in a competitive market.
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Increase Medication Adherence and Loyalty: Ultimately, better engaged and educated patients are

more likely to stay on therapy. This not only improves their health but also benefits the business (as

patients refilling prescriptions contribute to revenue). One study estimated that medication non-

adherence costs the pharma industry around $250 billion in lost potential revenue annually (8

Metrics that Matter When it Comes to Measuring Your Patient Access Program). A portal that helps

patients stay on track with refills and proper medication use can recapture some of that value.

Tracking refill rates and providing timely reminders via the portal can directly boost adherence and

loyalty to your brand.

Gather Insights and Support R&D: With appropriate consent, a portal can collect valuable data on

patient behavior and needs. For instance, which educational articles are most read, or common

questions patients ask via messaging. These insights can inform your marketing strategies and even

R&D (by highlighting unmet needs or real-world usage patterns). It’s a way to bring the patient’s

voice into the company. Additionally, a portal could help identify candidates for new initiatives (like

matching patients to clinical trials, see Step 2) which accelerates research while offering patients

access to cutting-edge treatments.

In summary, clearly articulate that a patient portal will benefit patients (through empowerment,

information, and support) and the company (through improved outcomes, stronger patient

relationships, and data-driven insights). Having this strategic vision agreed upon is the

foundation for the project.

Step 2: Identify Key Features to Include in the Portal

Next, outline the key features and functionalities your patient portal should have. Focus on

features that address patient needs and align with your strategic goals. Below are essential

features for a pharma patient portal, along with their benefits:

Prescription and Medication Information: Allow patients to view details about their prescriptions

and medications. This includes the name of the drug, dosage instructions, and refill status. Providing

clear, accessible info on how to take the medication, what it’s for, and potential side effects helps

patients feel informed (Top features for pharma patient portals to improve medical adherence -

Digitalya). For example, the portal can show “My Medications” with each drug’s purpose, dosing

schedule, and any special instructions (e.g. “take with food”). This reduces confusion and misuse.

Ideally, integrate with pharmacy data or patient support programs so patients can see refill due dates

or request prescription refills online. (If full integration isn’t possible, at least provide refill reminders

and directions on how to refill.) By having their medication info in one place, patients are less likely to

skip doses or forget refills.
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Medication Schedules & Reminders: Implement tools to help patients manage their medication

schedule and adhere to it. This can be as simple as letting patients set up automated reminders (via

email, SMS, or app notifications) for each dose or refill (Top features for pharma patient portals to

improve medical adherence - Digitalya). Advanced portals might include a calendar view of the

patient’s med schedule or a checklist to mark doses taken (Top features for pharma patient portals

to improve medical adherence - Digitalya) (Top features for pharma patient portals to improve

medical adherence - Digitalya). For instance, a patient can receive a nightly smartphone alert: “Time

to take 5mg of [Drug Name].” If the patient forgets, the portal can send a follow-up or display a

missed dose alert with guidance on what to do (Top features for pharma patient portals to improve

medical adherence - Digitalya). Such reminder systems have proven essential in improving

adherence, especially for chronic conditions (Top features for pharma patient portals to improve

medical adherence - Digitalya). Make sure these tools are customizable (patients can choose

timing, channel, etc.) so they fit into individuals’ lives (Top features for pharma patient portals to

improve medical adherence - Digitalya). By actively helping patients remember and track their meds,

the portal becomes a personal medication coach.

Condition-Specific Education and Content: Provide a rich library of patient-friendly content

tailored to the conditions your drugs treat. Patients should be able to find articles, videos, FAQs,

and guides about their health condition, treatment options, lifestyle tips, and so on (Top features for

pharma patient portals to improve medical adherence - Digitalya) (Top features for pharma patient

portals to improve medical adherence - Digitalya). For example, a pharma company for diabetes

might include content on managing blood sugar, diet and exercise, and using insulin properly. Tailor

content to each user when possible (e.g. if the portal knows the patient has diabetes type 2, show

diet control tips rather than pediatric diabetes info). According to industry insights, adding detailed

but easy-to-understand explanations of how a medication works can significantly increase patient

trust and engagement (5 ways to improve patient portal engagement as a pharma company) (5 ways

to improve patient portal engagement as a pharma company). Make the content engaging – use

infographics, short videos, and simple language (avoiding medical jargon). Patients are more likely to

stay adherent when they truly understand their disease and the importance of their therapy

(Improving Patient Portal Engagement with Pharma Content - PM360). Updating the content

regularly (for example, posting a new blog article or patient story each month) gives patients a

reason to keep returning to the portal.

Clinical Trial Matching and Enrollment: Offer a feature that helps patients discover clinical trials or

research studies that they might qualify for. Many patients (especially with serious or rare

conditions) are interested in advanced treatment options, and pharma companies are often running

trials that need volunteers. A clinical trial matching tool can ask patients a few questions or pull

from their profile (with consent) and show relevant trials (for example, “You may be eligible for a

study on [Drug X] for asthma in your area”). Patients could then request more info or even enroll

through the portal. This not only accelerates recruitment for your trials but also gives patients

potential access to cutting-edge therapies. Portals can integrate with trial databases or your

company’s clinical research team to provide up-to-date listings. For example, a patient portal could

let a patient sign up for a clinical trial program directly after confirming eligibility (Patient Portals:

Features, Benefits & Our Services). Ensure that any trial info provided is easy to understand and

includes a way for patients to contact a study coordinator. This feature positions the portal as a

gateway to new treatment opportunities, further adding value for patients.
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Secure Messaging and Support: Enable a secure messaging system where patients can send

private messages to the appropriate support personnel. In a healthcare provider portal, this typically

connects to one’s doctor or clinic; in a pharma portal, you might connect patients with nurse

educators, pharmacists, or case managers provided by your company. For example, a patient

taking an oncology drug could message a nurse navigator with questions about side effects or

injection technique. These communications must be HIPAA-compliant (encrypted and secure within

the portal). According to a HealthIT.gov study, 60% of patients have used portals to exchange

secure messages with providers, underscoring how valued this feature is (5 ways to improve

patient portal engagement as a pharma company). For a pharma context, consider routing messages

to a team that can address medication-related inquiries. This might relieve burden on physicians’

offices and provide quicker answers for patients (5 ways to improve patient portal engagement as a

pharma company). Even if you don’t have live staff to respond 24/7, you could incorporate a chatbot

that can answer frequently asked questions (with an option to escalate to a human for complex

queries). The key is giving patients a direct line for support through the portal, so they feel heard and

can resolve concerns without waiting for their next doctor visit (Top features for pharma patient

portals to improve medical adherence - Digitalya). This kind of ongoing support can reduce anxiety

and keep patients on therapy.

Personal Health Tracking Tools: Many successful portals include tools for patients to record and

monitor their health data. Depending on the condition, this could be a symptom tracker, a blood

pressure or blood glucose log, a pain diary, etc. For example, a rheumatology portal might let

patients rate their joint pain daily and see trends over time. These self-management tools not only

engage patients (by actively involving them in tracking progress) but also generate data that can be

shared with their healthcare providers for better personalized care (Top features for pharma patient

portals to improve medical adherence - Digitalya). Even simple features like a journal or the ability to

upload data from wearables (like a step count from a fitness tracker) can make patients feel more in

control. If your company has devices or apps associated with the therapy, integrate them so that

data flows into the portal. By helping patients track their journey, the portal becomes a companion in

their treatment plan.

Community and Peer Support (Optional): To really drive engagement, consider adding community

features such as discussion forums or support groups within the portal. Patients often benefit from

connecting with others who have the same condition – it reduces the feeling of going it alone. A

portal-based discussion forum can allow patients to share experiences, tips, and encouragement.

For instance, a patient with multiple sclerosis could join a discussion thread on coping with fatigue

and get advice from peers. These forums should be moderated (to ensure accurate info and civility),

and they provide an opportunity for your company to occasionally involve experts. You could host

“Ask the Expert” sessions where a doctor or pharmacist answers questions in the forum, for example

(5 ways to improve patient portal engagement as a pharma company) (5 ways to improve patient

portal engagement as a pharma company). Community features create a sense of belonging and can

greatly increase time spent on the portal. Patients who form connections there are likely to return

regularly (5 ways to improve patient portal engagement as a pharma company). Note: If

implementing a community, work with your legal/compliance team on moderation guidelines, as

pharma companies need to monitor adverse event reports or off-label discussions. Done right, peer

support can improve patients’ emotional well-being and engagement.
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Gamification and Motivation Tools (Optional): Incorporating some light gamification can make

using the portal fun and rewarding. This could be as simple as awarding badges or points for

completing certain actions – for example, a “Adherence Champion” badge if a patient logs their

medication taken on time for 30 days straight. Studies show gamification can positively impact

patient engagement and adherence (5 ways to improve patient portal engagement as a pharma

company). Other ideas include progress bars for completing all prescribed doses in a week, or small

quizzes with instant feedback in the education section (with congratulatory messages for correct

answers). Some patient portals even create healthy challenges or goal-setting features – e.g. “set a

goal to walk 3 days a week” and allow the patient to track it, earning a reward when accomplished

(Top features for pharma patient portals to improve medical adherence - Digitalya). While optional,

these interactive elements can significantly boost engagement by tapping into patients’ intrinsic

motivations and making health management feel more like a supportive game than a chore.

When selecting features, prioritize those that meet both patient needs and business goals.

For a pharma company’s portal, medication management, education, and support are typically

core. Make sure the portal’s feature set is not overwhelming – it should cover the essentials

without confusing the user. It’s often wise to start with a solid baseline (the first five features

above) and you can add more advanced features (community, gamification, etc.) over time or as

a Phase 2. Remember that each feature should tie back to improving patient experience or

outcomes (e.g. reminders -> better adherence, content -> informed patients, messaging ->

timely support). By defining your feature list early, you’ll have a clear scope to guide vendor

selection and development (Step 4).

Step 3: Plan the Project and Align Key Stakeholders

Creating a patient portal is a cross-functional endeavor – it will touch many parts of your

organization. Before diving into execution, invest time in planning and stakeholder alignment.

This ensures everyone understands the objectives and their role, preventing roadblocks later.

Key steps for planning and alignment:

Form a Multidisciplinary Project Team (Steering Committee): Assemble a core team representing

all stakeholders who will contribute to or be affected by the portal (Best Practices for Managing

Patient Portals - Oxford Global Resources). Typical members should include IT (for integration and

technical implementation), a security/privacy officer (to ensure HIPAA compliance from the start),

Medical Affairs or a clinical representative (for content accuracy and patient safety input), Regulatory

and Legal (for compliance with pharma regulations and review of content/features),

Pharmacovigilance (to handle any adverse event reporting that might come through the portal),

Marketing and Patient Engagement (that’s you, to drive the vision and patient experience), and

possibly Finance (for budgeting). If your company has a dedicated Patient Services team or a hub

program, include them too, since the portal may tie into existing patient support services. By getting

all these players to the table early, you make sure the portal plan aligns with each department’s

needs and no one is caught off guard. As an example: One best practice is to create a steering

committee that sets the strategy and governance for the portal, ensuring it’s an ongoing

organizational effort rather than a one-time project (Best Practices for Managing Patient Portals -

Oxford Global Resources).
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Articulate a Clear Vision and Goals: Work with the team to define what success looks like. Are you

aiming to improve adherence by a certain percentage? Increase patient satisfaction scores? Enroll

patients into support programs? Having clear, measurable goals will guide decisions throughout the

project. Also define the scope: which patient population is this portal for (all patients across

products, or specific to one therapeutic area?), and what content will or won’t be included at launch.

A well-defined vision might sound like: “Our patient portal will be the go-to digital resource for

[CompanyName] patients, providing them with medication info, personalized education, and support

tools to improve their adherence and health outcomes.” Document this vision and the key features

(from Step 2) so everyone is on the same page. Ensure leadership (executives) are aligned with these

goals and supportive of the initiative. Their buy-in might be needed for funding and for encouraging

cooperation across departments.

Secure Leadership Sponsorship and Resources: A patient portal project will require budget (for

technology, vendors, content creation, etc.) and internal resources (people’s time for development,

oversight, and maintenance). Get a high-level executive sponsor if possible – someone who believes

in the project and can help champion it when there are conflicts or tough decisions. Prepare a brief

business case highlighting the benefits (from Step 1) and the risks of not doing it (e.g. falling behind

competitors, missing an opportunity to engage patients). Quantify things like “expected X thousand

patients to use portal in year 1” or “could improve adherence by Y%, translating to Z in revenue

retention” if you can. With leadership support and approved budget, the project will have the

momentum and priority it needs. Stakeholder alignment also means agreeing on timelines (see Step

7) and understanding any dependencies (for example, if the IT team is also busy with a CRM

upgrade, how will resources be allocated?).

Communicate Roles and Responsibilities: As part of planning, clearly define who is responsible for

each aspect of the project. For instance, assign a Project Manager (likely you or someone in IT

PMO) to coordinate day-to-day tasks and timelines. Identify who will lead content creation

(Marketing or Medical?), who will handle regulatory review for each content piece (Regulatory

Affairs), who manages vendor relationships (Procurement/IT), who will test the portal, and who will

administer it after launch. Also decide how often the steering committee or project team will meet

(e.g. weekly meetings during planning and development, monthly after launch for oversight). This

governance structure ensures accountability. A patient portal impacts nearly every department, so

making it a “team sport” with defined positions prevents it from becoming siloed (Best Practices for

Managing Patient Portals - Oxford Global Resources). Everyone on the team should know how their

work contributes to the end product.

Engage End-Users (Patients) Early: While internal alignment is key, don’t forget to plan with the

patient’s perspective in mind. Consider doing a bit of patient research upfront – this could be

informal, like interviewing a few patients or reviewing feedback from patient advocacy groups in your

disease area, to gather input on what patients want from a portal. You might discover, for example,

that patients really desire a live chat function, or that many struggle with low health literacy (meaning

your portal content must be very simple). If possible, include a patient advocate or representative in

your planning group (at least as an advisor) to keep the focus patient-centric. This will pay off with a

portal that truly meets user needs and thus gets better adoption.
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Develop a High-Level Project Plan: Outline the major phases of the project (which we detail in Step

7) – planning, design, development, testing, launch – and estimate a timeline. It doesn’t have to be

extremely detailed at first, but having a target launch date and key milestones helps orient everyone.

Also, identify any critical prerequisites. For example, “We need to have the vendor selected by Q2 in

order to begin development” or “Content creation should start by X date to have enough materials

ready for launch.” By mapping this out, you can spot potential bottlenecks and address them early.

Share this plan with all stakeholders so each department can align their schedules and expectations.

Ensure Regulatory/Legal Alignment: In the pharma industry, anything patient-facing must go

through proper review (often called PRC or MLR review – Promotional Review

Committee/Medical-Legal-Regulatory). Engage these reviewers early to set expectations on the

portal’s content and functionality. For instance, confirm that the team knows to submit the portal’s

pages (or representative content) for review, just as you would a patient brochure or website. Align

on what kind of content is acceptable (e.g. educational info is fine, but making any medical claims

beyond approved labeling is not). Plan the timeline to include time for these reviews and any

necessary revisions. Early legal input can also help avoid building features that might be problematic

(for example, open forums might raise concern for off-label discussions or adverse event reporting —

legal can advise how to mitigate these). It’s much better to bake compliance in from the start than to

scramble later or, worst case, have to pull back a feature post-launch due to a regulatory issue.

In short, planning and stakeholder alignment is about laying a strong foundation. By forming

the right team, defining the vision and responsibilities, and addressing compliance and patient

input early, you set the stage for a smoother implementation. As one implementation guide

notes, getting buy-in from all key stakeholders before moving forward is essential – the most

effective projects start with every stakeholder “on the same page and willing to adopt the new

system” (A Step-by-Step Guide to Implementing a New Patient Portal). This upfront work might

seem time-consuming, but it will save you a lot of headaches down the road and increase the

chances that your patient portal launch is a success embraced by the whole organization.

Step 4: Decide on Build vs. Buy and Select the Right

Platform/Vendor

One of the biggest early decisions is whether to build the portal in-house (custom

development) or purchase a ready-made portal solution from a vendor (or use a SaaS

platform). Each approach has pros and cons, and the choice will influence your timeline, cost,

and capabilities. In either case, you’ll likely be working with some external technology (even a

custom build may involve outside developers or software frameworks). Here’s how to approach

this decision and key considerations for selecting a platform or vendor:
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Assess Your Internal Capabilities and Needs: First, evaluate if your organization has the technical

resources to build and maintain a portal. A custom build means designing the software from scratch

(or customizing a generic framework) to fit your exact requirements. This offers maximum flexibility –

you can tailor every feature to your needs – but it requires a strong development team, longer time,

and ongoing support capability. Many healthcare organizations opt for proven vendor platforms (like

major EHR portal systems) to leverage existing functionality (Best Practices for Managing Patient

Portals - Oxford Global Resources). In pharma, there are vendors specializing in patient engagement

portals or you might adapt a healthcare portal or a CRM-based portal (for example, some companies

use Salesforce Health Cloud or similar platforms for patient portals). If your IT department or digital

team has already built similar sites or apps, and has bandwidth, a custom build might be feasible.

Otherwise, buying or licensing a portal solution can significantly speed up implementation, as a lot of

features (secure login, messaging module, etc.) come pre-built and tested.

Consider Build vs. Buy Trade-offs: If you build in-house, you get a unique portal that you fully

control. You can integrate it tightly with internal systems and design the user experience exactly to

brand standards. It might also be easier to modify in response to new needs (assuming your team is

still around). However, building takes more upfront time and money, and you assume responsibility

for all the technical requirements like security, hosting, updates, and ensuring compliance (which

can be complex). You also need to keep the portal updated with evolving technology and regulations

(for example, ensuring it stays compatible with new browser versions, security patches, etc.) (Best

Practices for Managing Patient Portals - Oxford Global Resources). On the other hand, if you

buy/license a portal from a vendor, you can get started faster and benefit from the vendor’s

expertise and support. Vendors often have experience with HIPAA compliance and may offer

modules for many of the features you want. They will handle a lot of the maintenance and upgrades.

The trade-off is that you might have less flexibility – you may have to adjust some of your

requirements to fit how the platform works (to avoid extremely expensive customization). There’s

also typically a licensing cost or subscription. A middle-ground approach some pharma companies

take is to start with a platform (like a customizable portal product) and then configure/customize it

enough to meet their needs. This way you’re not reinventing the wheel, but you still get a tailored

solution.

Draft Requirements and Do Market Research: Make a list of “must-have” vs “nice-to-have”

features (from Step 2) and any technical requirements (e.g., “Must integrate with our CRM database”

or “Needs to support 50,000 users”). Use this to research what solutions exist. Look at case studies

of other pharma companies or healthcare providers who implemented portals – what platforms did

they use? You may find, for example, a vendor that offers a patient portal specifically for pharma

patient support programs. Issue an RFP (Request for Proposal) or at least reach out to a few vendors

to see demos. Important questions to ask vendors include: Can their portal integrate with your

existing systems (CRM, patient databases) via APIs? Do they support single sign-on if you need

it? What is their experience with HIPAA compliance and security? Do they offer the specific

features you listed (and if not, can they be added)? Also ask about client references – who else

uses their product and can they speak to its performance. Essentially, vet the patient portal vendor

carefully before selecting (A Step-by-Step Guide to Implementing a New Patient Portal). You want a

vendor with a good track record in healthcare, and one that will be a partner in your success.

Evaluate Platform Capabilities and Flexibility: As you compare options, pay attention to how each

platform handles:
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User Experience: Is the interface modern and easy to use for patients? (Try a demo as if you

were a patient). A great UX is crucial for adoption (A Step-by-Step Guide to Implementing a New

Patient Portal).

Mobile Access: Does it offer a responsive web design or a mobile app? Many patients will prefer

using their phones, so a mobile app or at least a very mobile-friendly site is a must-have.

Customization/Branding: Can you brand it with your company’s look and feel? Can features and

content be tailored for your needs (without vendor involvement each time)? The ability to publish

your own content easily via a CMS (content management system) is important for marketing

control.

Integration: Confirm it can integrate with your CRM and any other key systems. For example, if

you want to pull in data from a specialty pharmacy or connect to an EHR system (for a partnered

program), see if the platform supports that via standard protocols (like HL7 or FHIR for health

data, or REST APIs). Vendor documentation or tech teams should answer these. A bidirectional

integration capability (data flows in and out securely) is ideal (A Step-by-Step Guide to

Implementing a New Patient Portal).

Secure Messaging: If this is a must feature, does the platform have a built-in secure messaging

module? (Many do). Is it two-way (patients and staff can reply back and forth) (A Step-by-Step

Guide to Implementing a New Patient Portal)? Can messages include attachments (e.g. a patient

could upload a photo of an injection site)? These specifics might matter to your use case.

Analytics: Does the portal provide usage analytics or admin dashboards so you can track KPIs

(logins, most viewed pages, etc.) easily? This will help with Step 9 (measuring success).

Compliance: Ensure the vendor is willing to sign a Business Associate Agreement (BAA), a

HIPAA requirement since they’ll handle PHI (Best practices for secure patient portals -

Healthcare Blog - Experian). Also ask if their product meets standards like WCAG for

accessibility (some vendors build this in).

Support and Training: What support will they provide during implementation and after? E.g., do

they offer training for your staff/admins, a dedicated support line, or even help with onboarding

patients? The best vendors are not just software sellers but partners who guide you in best

practices. Check if they have documentation, user guides, or even patient-facing materials

templates.

Make the Decision – with Stakeholder Input: Once you have information on options, convene your

stakeholder team to weigh in. An IT architect might favor one platform for its integration ease, while a

marketing person might prefer another for its user interface. Use your prioritized requirements to

score each option. Also factor in cost: a custom build will be mostly upfront cost (developers,

possibly an agency) plus maintenance, whereas a vendor might be an ongoing subscription.

Consider a total cost of ownership over, say, 5 years. Don’t forget to account for the cost of content

creation and staffing to manage the portal in addition to the technology. If one solution can get you

to market in 3 months vs another in 9 months, that time difference has its own value (faster ROI and

patient impact). If indecisive, you could do a proof-of-concept with a top vendor to see how it

works with your data, before fully committing. Ultimately, choose the path that best balances

meeting patient needs, compliance, timeline, and budget. Many organizations find that using a

reputable vendor platform and configuring it is the safest and speediest route (Best Practices for

Managing Patient Portals - Oxford Global Resources), while a few with strong internal tech teams

may build custom for a unique edge.
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Negotiate Contract and Plan Integration: After selecting your vendor or confirming the build plan,

iron out the details. If a vendor, negotiate the contract terms – ensure it includes a BAA for HIPAA,

clear uptime/service level agreements (the portal must be reliable), data ownership clauses (your

company should own the patient data), and exit terms (what if you need to switch later; ensure you

can export your data). Coordinate between the vendor’s tech team and your IT team to map out

integration points (for example, hooking into your CRM to pull patient profile info or pushing portal

interaction data back to CRM). Also discuss platform capabilities you might use in the future, even

if not at launch (like if they have a telehealth module or multi-language support – good to know for

roadmap). This is also the time to address any compliance reviews of the platform itself. Your IT

security team might need to do a risk assessment of the vendor’s hosting, etc. (Some companies

require a security review or even a penetration test of new systems). Work closely with IT and the

vendor on this.

By the end of this step, you should have a firm decision on the technology and partner that will

power your patient portal. For example: “We will use XYZ Corp’s PatientHub cloud platform for

our portal, which meets our feature needs and can integrate with our systems, under a 3-year

license, and they will assist with implementation.” Having the right platform in place is critical –

it’s the engine of your portal. Taking the time to evaluate and choose wisely will pay off by

setting you up with a robust, reliable portal that can grow with your needs. Remember, in rare

cases you may decide to build your own portal, but if you do, ensure you have a plan to keep it

updated for changing needs and regulations (Best Practices for Managing Patient Portals -

Oxford Global Resources). Most likely, you’ll find a solution that accelerates your journey while

still allowing the customizations you require.

Step 5: Design the Patient Experience with Accessibility

and Usability in Mind

With the strategy, stakeholders, and platform decided, the next step is designing the patient

experience – how the portal will look and feel, and ensuring it’s easy and welcoming for your

target users. In the pharma context, your users could be a wide range: young adults to seniors,

with varying levels of tech savvy and health literacy. Accessibility isn’t just a nice-to-have; it’s

often a legal requirement and certainly a best practice to include everyone (think about patients

with disabilities or limited English proficiency). Here’s how to approach designing an excellent,

inclusive patient experience:
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User-Centered Design: Approach the design from the patient’s perspective. Put yourself in the

shoes of a typical patient using your portal: what are they trying to achieve and what might confuse

or frustrate them? The interface should be intuitive and streamlined. Use clear labels (avoid internal

jargon or overly clinical terms; e.g., say “Messages” instead of “Asynchronous communications”).

Keep navigation simple – a logical menu or dashboard so patients can easily find Prescription Info,

Education, Messages, etc., without deep clicking. It’s better to start with a clean, uncluttered design

and add complexity only if needed. Conduct user testing with a small group of patients or even

colleagues acting as patients – watch them navigate a prototype and see where they stumble. This

can reveal if, for example, the login process is too cumbersome or if the font is too small. Remember,

if the portal isn’t easy, patients simply won’t use it (they’ll revert to phone calls or ignore it) (How to

Evaluate Patient Portal Usability and Accessibility). An easy UI/UX is paramount to drive adoption.

Mobile-Friendly (Responsive) Design: Ensure the portal is fully usable on smartphones and

tablets. Many patient portals see a majority of logins from mobile devices. If your vendor provides a

mobile app, that’s great – test it thoroughly for usability. If it’s web-based, use responsive web

design so that the site adjusts to different screen sizes. Buttons and links should be large enough to

tap on a phone. Scrolling should be smooth, and important info should not be hidden off-screen.

Consider common mobile interactions: for instance, allow features like adding a reminder to integrate

with the phone’s calendar or sending push notifications if it’s an app. By designing for mobile-first

(or at least equally to desktop), you meet patients where they are.

Visual Design and Readability: Use a clean, professional, but friendly visual design. Stick to

your company’s branding guidelines (logos, colors) so that the portal feels trustworthy and official.

However, also keep accessibility in mind: use high-contrast color schemes (for example, dark text on

a light background is easiest to read) and readable font sizes. Many older patients or those with low

vision will struggle with tiny text or poor contrast. As a rule, body text should be a minimum of ~12-

14px (CSS) which is roughly the default on most browsers; larger for headings. Provide options if

possible for text resizing or zoom. Use clear icons alongside text labels for intuitive understanding

(e.g., a pill icon next to “Medications” section). Avoid cluttering pages with too much info; break text

into short paragraphs and use bullet points (much like this guide!) for clarity. Remember, a lot of

health information can be overwhelming—good design will deliver it in digestible pieces.

Plain Language Content: Ensure all text in the portal (from button labels to educational articles) is

written in plain language appropriate for a general audience. Aim for an 8th grade reading level or

lower, as recommended for patient materials. This means avoiding technical terms when simpler

words suffice, or if you must include them, provide an explanation. For instance, instead of “Adverse

events”, simply say “Side effects”. Instead of “hypertension,” say “high blood pressure.” When

describing how to take a medication, use short sentences and perhaps step-by-step lists. Patients

will feel more comfortable and empowered when the information is understandable. Your marketing

content writers can collaborate with medical writers to strike the right balance of accuracy and

simplicity. Before finalizing, perhaps test some content with a small patient advisory group to ensure

clarity. (This also helps meet health literacy and limited English proficiency needs (Legal, Practical,

and Ethical Considerations for Making Online Patient Portals Accessible for All - PMC).)
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Accessibility Compliance (WCAG & ADA): Design for accessibility from the start – it’s easier

than retrofitting later. Follow the Web Content Accessibility Guidelines (WCAG) 2.1 Level AA, which is

the standard for most healthcare sites, to ensure people with disabilities can use the portal (How to

Evaluate Patient Portal Usability and Accessibility). Key practices include: providing text alternatives

(alt text) for images so that screen readers (used by blind/low-vision users) can describe them (How

to Evaluate Patient Portal Usability and Accessibility); making sure the portal can be fully operated by

keyboard only (for users who can’t use a mouse) (How to Evaluate Patient Portal Usability and

Accessibility); using clear headings and semantic HTML so assistive technologies can navigate; and

ensuring any audio/video content has captions or transcripts for deaf/hard-of-hearing users (How to

Evaluate Patient Portal Usability and Accessibility). Also, be mindful of color choices – don’t rely

solely on color to convey meaning (e.g., not just “items in red are important,” because a colorblind

person may not distinguish red). Many of these are likely handled by your platform’s framework, but

your design and content choices matter too. Section 508 of the Rehabilitation Act and the ADA in the

U.S. essentially mandate that digital services (especially in healthcare) be accessible (How to

Evaluate Patient Portal Usability and Accessibility). Non-compliance can be a legal risk, and more

importantly, you exclude a portion of patients who could benefit. Consider having an accessibility

expert or using online tools to audit your portal design. Also, test with users who have disabilities if

possible. The outcome should be a portal that any patient – whether they use a screen reader, need

high contrast, or voice control – can navigate and utilize effectively.

Multi-Language Support: In the U.S., you should anticipate that a significant number of patients

may prefer languages other than English, especially Spanish. Plan for at least Spanish translation of

the key parts of the portal. If your patient population is diverse, you might include other languages

relevant to them. Many portal platforms allow multi-language content. This could mean having a

language switcher on the site. For any static content (labels, instructions), get professional

translations to ensure accuracy. For dynamic content like educational articles, consider translating

the most important ones. Even if you start with English-only at launch, design in a way that adding

other languages is possible. Offering content in patients’ preferred language is not just polite – it can

be crucial for comprehension and thus adherence (Top features for pharma patient portals to

improve medical adherence - Digitalya). Also ensure the design can handle longer text that often

comes with translations (e.g., Spanish phrases can be longer than English). Languages and cultural

considerations are part of accessibility too.

Assistive Features: Besides compliance basics, consider built-in assistive features like the option to

increase text size, or a toggle for “dark mode” (some users with vision issues prefer light text on dark

background). Another useful feature is text-to-speech for content – some portals let users click a

button to have an article read aloud, benefiting those with low literacy or vision problems (Top

features for pharma patient portals to improve medical adherence - Digitalya). These features show

patients you’ve thought about their varied needs. At minimum, ensure compatibility with common

assistive tech: screen readers (like NVDA, JAWS) and voice dictation tools. It might be worth having

your QA tester or vendor certify that they tested the portal with these tools.

Performance and Loading Time: A user experience aspect sometimes overlooked is performance.

Patients may not have high-speed internet, especially if accessing on mobile data. Make sure your

portal pages load fast and are not bogged down by huge images or unnecessary scripts. A good

vendor or developer will optimize this, but be mindful if you add components. For example, if you

embed educational video, perhaps allow downloading or ensure it streams efficiently. Slow load

times can frustrate users and cause them to abandon the portal.
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Privacy and Comfort in Design: Since patients will be accessing personal health info, design with

privacy in mind. For instance, after a period of inactivity, automatically log the user out (with a

warning) to prevent someone else from seeing their data. Make the logout button easy to find.

Assure users of security by displaying trust indicators (like a message “You are in a secure, HIPAA-

compliant portal” on login screens, or a lock icon). These UI touches can reassure patients who

might be hesitant about putting info online. Also, include links to the privacy policy and terms (likely

reviewed by legal) in a clear way, so patients know how their data will be used and protected.

Help and Support in the UI: Provide easy access to help within the portal. This could be a “Help”

section or even contextual help icons (like an “i” info icon next to complex features). Include FAQs

that answer “How do I reset my password?” or “How do I send a message to get help?” etc. Some

portals have guided tours on first login, which can be useful for less tech-savvy patients. Also, give

information on how to contact support (like a phone number or email for portal technical support) in

case the user encounters an issue. A smooth user experience includes not just the happy path but

also guiding the user when something goes wrong (e.g., if an error occurs, show a friendly error

message, not a scary tech jargon message).

Test, Test, Test – including with real users: Before launch, conduct thorough usability testing.

This means not only having QA testers check if buttons work, but also having end-users try typical

tasks: registering an account, logging in, navigating to find info, setting a reminder, etc. See if they

can do it without instruction. If you have access to even a small group of patients for a pilot, that

feedback is gold. They might point out, for example, that a term you used is confusing or that they

expected a feature to work differently. Also test accessibility (navigate the site with only a keyboard,

use a screen reader to go through it, etc.) (How to Evaluate Patient Portal Usability and

Accessibility). Fix any issues found. Testing with a “diverse group of users” and adjusting based on

that can greatly improve your portal’s usability (How to Evaluate Patient Portal Usability and

Accessibility). Remember that once you launch, first impressions matter – if the portal is confusing at

first try, many users won’t come back. So invest the time now to refine the experience.

In summary, Step 5 is all about making the portal welcoming, easy, and usable for all patients.

By following accessibility guidelines (How to Evaluate Patient Portal Usability and Accessibility)

and design best practices, you ensure no patient is left behind due to a disability or low tech

literacy. By focusing on intuitive design and clear content, you increase the likelihood that

patients will embrace the portal and incorporate it into their care routine. A well-designed patient

experience is crucial – it turns the portal from just a list of features into a truly useful tool that

patients love to use. As a bonus, an accessible portal also demonstrates your company’s

commitment to inclusivity and could give you a reputational edge.

Step 6: Ensure Data Security and HIPAA Compliance

Handling patient health information means that data security and privacy compliance must be

at the forefront of the project. In the U.S., HIPAA (Health Insurance Portability and Accountability

Act) sets strict rules for protecting any identifiable health information. Pharma companies, when

offering patient services, often become “covered entities” or at least need to treat themselves

like one with respect to PHI. A breach or misuse of patient data could not only result in legal

Patient Portal Playbook for Pharma Marketers

© 2025 IntuitionLabs.ai. All rights reserved. Page 14 of 30

https://www.linkedin.com/advice/0/how-do-you-evaluate-usability-accessibility#:~:text=,adjust%20your%20portal%20development%20strategy
https://www.linkedin.com/advice/0/how-do-you-evaluate-usability-accessibility#:~:text=,adjust%20your%20portal%20development%20strategy
https://www.linkedin.com/advice/0/how-do-you-evaluate-usability-accessibility#:~:text=,adjust%20your%20portal%20development%20strategy
https://www.linkedin.com/advice/0/how-do-you-evaluate-usability-accessibility#:~:text=,adjust%20your%20portal%20development%20strategy
https://www.linkedin.com/advice/0/how-do-you-evaluate-usability-accessibility#:~:text=Evaluate%20the%20usability%20and%20accessibility,accessibility%20standards%20ensures%20your%20patient
https://intuitionlabs.ai/?utm_source=pdf&utm_medium=document&utm_campaign=article&utm_content=patient-portal-playbook-for-pharma-marketers.pdf
https://intuitionlabs.ai/?utm_source=pdf&utm_medium=document&utm_campaign=article&utm_content=patient-portal-playbook-for-pharma-marketers.pdf


penalties, but also erode patient trust – which is hard to win back. Therefore, Step 6 is to bake in

security and compliance from day one and maintain it throughout the portal’s lifecycle. Key

considerations include:

Implement Robust Access Controls: Ensure that only authorized individuals can access the portal

and each patient’s data. This means each patient has their own secure account

(username/password) and can only see their own information. Use strong authentication practices:

passwords should be required to be complex enough, and consider offering (or mandating) two-

factor authentication (2FA) for users (for example, a code texted to their phone on login) for extra

security (Patient Portal Development: Benefits, Challenges, Solutions). On the admin side, if

company staff or support personnel have back-end access to the portal or patient data, strictly

control those permissions. For example, a support pharmacist might have access to messaging

interfaces but maybe not to edit content. Keep an audit log of who accesses what data – this is a

HIPAA requirement (accountability). If using a vendor, verify that their system supports unique user

IDs and audit logs for all data access.

Encryption of Data (In Transit and At Rest): All sensitive data should be encrypted. In transit:

whenever data moves between the user’s browser/app and the server, use HTTPS (SSL/TLS

encryption) so that it cannot be intercepted. This should be standard – ensure your portal URL is

HTTPS and your vendor has up-to-date TLS protocols. At rest: data stored in databases or servers

should also be encrypted, meaning if someone somehow got the raw database, they couldn’t read

the PHI easily. Many cloud services offer encryption at rest. According to HIPAA guidelines, any ePHI

(electronic protected health info) should ideally be encrypted to prevent unauthorized access (How

To Build A HIPAA-Compliant Patient Portal - Bridge). This includes backups of the database, any

downloaded reports, etc. Work with IT/security to confirm encryption is implemented everywhere it

should be.

HIPAA Business Associate Agreements (BAAs): If you involve any third-party vendors (portal

platform, cloud host, email/SMS service for notifications, etc.) that will handle PHI on your behalf,

you must have a BAA in place with each. A BAA is a legal contract where the vendor agrees to

comply with HIPAA security requirements and share responsibility for protecting the data (Best

practices for secure patient portals - Healthcare Blog - Experian). Most reputable healthcare IT

vendors are very familiar with this and will provide a BAA. Ensure Legal reviews those agreements.

Without a BAA, you should not send PHI to a third party. For example, if you use a cloud email

service to send appointment reminders, that service needs to be HIPAA-compliant and have a BAA

since even an email like “Time to take your diabetes medication” is PHI (it implies the person has

diabetes). Scrutinize any integration: if your portal will interface with a pharmacy system or CRM that

contains patient data, treat that as well under HIPAA rules – often internal systems are covered, but if

it’s a new connection, do a risk assessment.

HIPAA Security Rule Safeguards: Follow the administrative, physical, and technical safeguard

standards of the HIPAA Security Rule (Summary of the HIPAA Security Rule - HHS.gov) (Summary of

the HIPAA Security Rule - HHS.gov). In practice, this means:

Administrative: have policies and procedures in place (like who can access data, an incident

response plan for breaches, training for employees on privacy). Train everyone involved on

HIPAA basics – e.g., marketing team members should know not to download patient data to an

unsecured spreadsheet or discuss patient details in public.
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Physical: ensure any servers or devices storing PHI are physically secure (if on cloud, the vendor

handles data center security; if any data is on premises, secure server rooms, etc.). Also, control

physical access to workstations that admins might use.

Technical: we covered many – access control, encryption, audit logs, automatic logout after

inactivity, etc. Also include role-based access (each user role only gets minimum necessary

data).

Work with your company’s Information Security and Compliance officers to document how you’re

meeting each required standard. They might perform or assist with a Security Risk Assessment

which HIPAA requires periodically (Security Risk Assessment for Patient Portals of Hospitals: A Case

…) – doing one before launch is ideal to catch any gaps.

Secure Development Practices: If you are building or customizing the software, ensure the dev

team follows secure coding practices to avoid common vulnerabilities (like SQL injection, cross-site

scripting, etc. – these are technical, but your IT team will know them). If using a vendor, ask about

their security testing and certifications (some might have HITRUST or SOC2 certification which is a

good sign). Plan for penetration testing or vulnerability scanning on the portal before go-live –

basically ethical hacking attempts to find weak points. Address any findings (e.g., if they discover the

session timeout isn’t working, fix it). Additionally, ensure all data validation is in place (for example,

one patient cannot manipulate a URL to see another patient’s data – test for that explicitly). Given

the sensitivity of health data, you want zero leaky points.

Privacy by Design (Minimize Data Collection): Only collect and store the data that is needed for

the portal’s purpose. For instance, when patients register, don’t ask for unnecessary personal details

that you won’t use. This reduces risk. Also, consider if you need to display everything – e.g., perhaps

the portal doesn’t show extremely sensitive info like actual test results unless that’s part of the plan

(most pharma portals might not contain full medical records, which is simpler). The less PHI you

handle, the lower the risk. But what you do handle, protect it thoroughly. Also, give patients control

over their data where appropriate (HIPAA gives patients rights to access and request corrections to

their data). Ensure there’s a process if a patient asks, “I want a copy of all my data on the portal” –

you should be able to provide that securely (even if it’s just telling them what’s there, since largely it

might be their profile, etc.).

Consent and Terms of Use: When patients sign up, present them with a clear privacy policy and

terms of use for the portal. The privacy policy should explain what data is collected, how it will be

used, who it may be shared with (e.g. “we may share your information with your treating physician if

you opt in” or “with third-party service providers under BAA for the purpose of providing the

service”). It should also cover HIPAA rights (though as a pharma company you might not be a

covered entity in the traditional sense, you likely align with those rules – your legal can help craft

wording). The terms of use should cover acceptable usage (for example, codes of conduct if there’s

a forum, disclaimers that the portal is not for emergency use, etc.). From a compliance perspective,

include a disclaimer that the portal is not intended to provide medical advice – it’s for information

and support, and patients should always consult with their physician for medical decisions. This

helps avoid liability. Have legal/regulatory review all these statements. Obtaining the patient’s

agreement to these terms (usually via a checkbox on sign-up) is important.
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Data Use and Marketing Compliance: Since this portal is a marketing-initiated project, be careful

about how data from the portal might be used in marketing activities. For example, you will get

insights and maybe even contact info of patients. Under HIPAA, using PHI for marketing purposes to

the patient often requires explicit authorization (unless it’s a communication about their treatment,

which is allowed). Ensure you’re clear on what your company can or cannot do. If you plan to send

patients emails or notifications beyond just portal usage (like a newsletter about a related product),

you likely need separate consent for that (perhaps at sign-up, have an opt-in checkbox, “Yes, I’d like

to receive additional health tips and news from Company”). Always provide opt-out options for

communications. Being transparent and permission-based will also increase patient trust. Also, if any

data will be used in aggregate to show outcomes (internally or in publications), make sure it’s de-

identified properly.

Ongoing Monitoring and Incident Response: Security is not a one-and-done task. Set up

monitoring to detect any suspicious activity on the portal (e.g., many failed logins might indicate

someone trying to breach accounts). If using a vendor, they might have security dashboards or

alerts. Also, establish an incident response plan: if a data breach or security incident occurs, what

steps will you take? HIPAA’s Breach Notification Rule requires notifying affected individuals and HHS

(and sometimes media) within specific timeframes if a breach of PHI happens (Summary of the

HIPAA Security Rule - HHS.gov). Have a plan so that if something goes wrong – say a vulnerability is

found that exposed data – you can act quickly to close it and handle notifications. This plan should

be known to key team members and perhaps even drilled.

Compliance with Other Regulations: While HIPAA will be the main concern, also consider other

laws: if your portal might have users from the EU or elsewhere, GDPR could apply (which has

stringent consent and data deletion rights – likely not your main audience if focusing US, but keep in

mind if global). In the US, if any patient data involves minors (e.g., a parent using the portal for a

child’s treatment), COPPA (children’s online privacy) might apply for under 13. Also, the CCPA

(California Consumer Privacy Act) could apply if you have many California users and collect personal

information – it gives rights to access and delete data as well. Work with legal to ensure compliance

with any applicable privacy law beyond HIPAA. Fortunately, if you meet HIPAA’s high standard and

have good consent practices, you’re largely in good shape.

In essence, treat patient data like the crown jewels – guard it with strong defenses. This not

only avoids legal issues and penalties (HIPAA violations can result in hefty fines), but it builds

patient trust. A pharma company asking patients to use a portal must overcome the inherent

trust barrier (remember, historically only about 32% of patients said they trust pharma-

developed health apps (Improving Patient Portal Engagement with Pharma Content - PM360)).

Showing that you take privacy seriously – by communicating it and by having no breaches – will

help win that trust. As noted in one development guide, HIPAA compliance is essential not just to

avoid fines but to prevent loss of reputation (Patient Portal Development: Benefits, Challenges,

Solutions). Make sure every team member and vendor involved understands the importance of

safeguarding patient information. By building security and compliance into the portal from the

ground up, you create a safe environment that patients will feel comfortable using for their

health needs.
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Step 7: Develop a Project Timeline and Phased

Implementation Plan

Implementing a patient portal is a significant project, and managing it with a clear timeline and

phases will keep the effort on track. In this step, lay out the project timeline from start to finish,

breaking the work into manageable phases. This not only helps with execution but also with

communicating progress to stakeholders. A phased approach can also reduce risk (you might

launch core features first, then add more later, for example). Here’s a breakdown of typical

phases and a rough sequence – you can adjust specifics based on your project’s needs:

1. Planning and Requirements Phase (Weeks 0–4): This encompasses Steps 1–4 of this guide. By

the end of this phase, you should have stakeholder alignment, a detailed list of requirements, a

chosen platform/vendor, and a project plan. Deliverables might include the project charter, business

requirements document, vendor contract signed, and a high-level timeline. (If you’ve followed the

earlier steps, you likely have done most of this work.)

2. Design Phase (UX/UI and Content Design) (Weeks 4–8): In this phase, you’ll design the portal’s

user interface and experience (often working with a UX designer or using the vendor’s templates).

Create wireframes or mockups for key pages (login, dashboard, medication detail, etc.) and iterate

with feedback from the team (and perhaps a patient advisory input). Simultaneously, plan the

content: what educational articles, videos, FAQ answers, etc., need to be ready for launch. Create a

content outline and start drafting those materials so they can go through medical/legal review in

time. Also design any email templates if the portal sends emails (like invitation email, password reset

email – these need to be user-friendly and on-brand too). By the end of this phase, you should have

the portal’s look-and-feel approved and a clear idea of all text and media that will appear. (In some

cases, if using a vendor’s out-of-the-box design, this phase is shorter; you might just configure their

themes and ensure your branding is applied.)

3. Development and Integration Phase (Weeks 8–20): This is where the portal is actually built or

configured. If you’re using a vendor platform, this might involve configuring settings, setting up user

accounts, and integrating with your systems. If custom building, developers will code the front-end

and back-end according to the design and requirements. Integration tasks could include connecting

the portal to your CRM or patient database (so when a patient registers, it checks against records,

etc.), setting up the secure messaging connections, integrating a trial database, etc. The timeline

here can vary a lot – a simple configuration might be done in a month, whereas heavy development

could take several months. On average, building a robust patient portal from scratch can take

anywhere from 3 to 12 months, depending on complexity (Step-by-Step Guide: Creating Patient

Portals for Healthcare). Using a ready platform can shorten that significantly – one source noted

implementation can be done in as little as ~2 months for a clinic adopting an existing portal solution

(Time Is Running Out – Find a Patient Portal now! - Navigating Care). For a pharma portal with

customization, expect somewhere in between – perhaps a ~4-6 month build/configuration cycle.

During this phase, have regular check-ins with the dev team, and show early builds to stakeholders

to ensure things are on track. Keep content creation going in parallel, and start developing your

patient onboarding materials (tutorials, help content) as the functionality firms up.
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4. Testing and Quality Assurance Phase (Weeks 16–24): It’s critical to allocate time for thorough

testing once a working version of the portal is ready (you don’t need to wait until all features are

done; you can test iteratively, but a final QA period is still needed). Testing should cover:

Functional testing: Does every feature work as intended? (Patients can register, login, view their

med info, set a reminder, send a message, etc. – test all user flows.)

Usability testing: Have users (or proxy users) run through common tasks (as discussed in Step

5) and see if the UX is smooth.

Compatibility testing: Verify the portal works on the major browsers (Chrome, Safari, Edge,

Firefox) and mobile devices (iOS, Android, different screen sizes).

Accessibility testing: As noted, test with screen readers, keyboard navigation, etc.

Security testing: Perform vulnerability scans and perhaps a penetration test. Also test the

privacy controls (e.g., one user cannot see another’s data, etc.). Make sure audit logs are

recording events properly.

Performance testing: If you expect a large user base, test that the portal can handle peak loads

(for instance, simulate many users logging in at once).

Regulatory compliance check: Double-check that all content is approved and all required

disclaimers or labels (like copyright, privacy links) are in place.

Ideally, run a UAT (User Acceptance Testing) phase where a subset of end-users (internal staff

acting as patients, or a pilot group of friendly patients) use the portal in a staging environment and

provide feedback. Catch and fix bugs or pain points. This phase might take a few weeks to cycle

through feedback and fixes. It’s better to slightly delay launch for a quality product than to launch on

a predetermined date with major issues.

5. Launch Prep and Training (Weeks 20–24): As testing wraps up, prepare for launch. This includes

training any internal staff who will operate or support the portal. For example, train your patient

support call center or nurse educators on how to use the admin side of the portal, how to answer

patient questions about it, and how to troubleshoot common issues (password resets, etc.). Have a

launch checklist: ensure domain names are configured (e.g., patients.yourcompany.com is live and

points to the portal), SSL certificates are in place, customer support scripts are updated, and

marketing materials are ready (see Step 8 for promotion). Also, consider doing a soft launch or beta

launch: perhaps first release the portal to a small group (like a specific patient support program or an

internal pilot with employees who are also patients, etc.) for a couple of weeks. This can help you

capture any issues in a controlled way before the big rollout. It’s also a chance to test your

onboarding process on a small scale.

6. Go-Live (Launch Day) (Around Week 24 or as planned): Deploy the portal for your target patient

audience. If it’s a public portal, this could mean putting the link on your company’s website or

sending out invitation emails to patients. If it’s tied to prescriptions, maybe upon prescribing, HCPs

or reps will start directing new patients to sign up. Coordinate closely with all teams on launch day –

IT to monitor systems, support to handle inquiries, marketing to push communications. It’s wise to

have a “war room” (virtual or physical) during launch where the project team can quickly address any

surprise issues. Monitor usage and feedback closely in the initial days. Launch might be national at

once, or you might do region by region or product by product. Choose what makes sense to manage

load and feedback.

Patient Portal Playbook for Pharma Marketers

© 2025 IntuitionLabs.ai. All rights reserved. Page 19 of 30

http://patients.yourcompany.com/
https://intuitionlabs.ai/?utm_source=pdf&utm_medium=document&utm_campaign=article&utm_content=patient-portal-playbook-for-pharma-marketers.pdf
https://intuitionlabs.ai/?utm_source=pdf&utm_medium=document&utm_campaign=article&utm_content=patient-portal-playbook-for-pharma-marketers.pdf


7. Post-Launch Stabilization and Support (Weeks 24–28): After launch, there will likely be a period

of intense activity to fix any minor bugs that slipped through and to answer user questions. Ensure

you have IT resources on standby to quickly patch issues. Also gather initial metrics – e.g., how many

registered in first week, what features used. This is also the time to implement any quick

improvements identified (for instance, if you learn that users are confused by a particular wording,

you can update it). Keep stakeholders informed with status updates. By the end of this period, the

portal should move into a “business as usual” mode.

8. Ongoing Maintenance and Phase 2 Enhancements (Beyond Week 28): Once the portal is live and

stable, shift focus to ongoing maintenance and any planned second phase. Maintenance includes

regular security updates (if the platform releases patches, apply them promptly), content updates

(keeping the education materials fresh), and user support. Plan for periodic portal governance

meetings to review performance and decide on enhancements (maybe the steering committee

meets quarterly to oversee it). Very likely, after launch you will have a wishlist of features or

improvements (perhaps some lower-priority features were postponed). Schedule those into a Phase

2 or continuous improvement backlog. For example, you might launch initially without community

forums but plan to add that after 6 months, once the core portal is well-adopted. Use data and

feedback to prioritize these enhancements. Treat the portal as a “living product” that will evolve.

Also, schedule periodic audits – e.g., an annual security risk assessment (required by HIPAA),

content review every X months to ensure information is up-to-date and compliant with any new

regulations (for instance, if a new FDA guidance affects patient communication, adapt accordingly).

In terms of total timeline, a comprehensive patient portal project for pharma could reasonably

take around 6 to 12 months from kickoff to launch, depending on complexity and resource

allocation. If using an existing platform (buy approach), you might be on the shorter end; if

building custom or including many integrations, towards the longer end. For example, one no-

code platform provider mentions 3–12 months for traditional development (Step-by-Step Guide:

Creating Patient Portals for Healthcare). On the other hand, a clinic that quickly rolled out a

portal reported it took about 2 months for setup and training (Time Is Running Out – Find a

Patient Portal now! - Navigating Care) (much more limited scope). For your plan, be realistic:

factor in the necessary compliance reviews (which can add weeks) and buffer for unforeseen

delays. It’s common for these projects to take a bit longer than initially thought, especially if

stakeholder needs shift.

A phased launch approach can mitigate risk: you might launch with core features and then

update frequently. If you choose to do a pilot launch (say, for one product or a small user group)

before a broader launch, include that in the timeline (it could add a month of pilot and feedback).

That can be very useful for adjustment.

Throughout the timeline, keep all stakeholders informed of progress and any changes. Use

project management tools to track tasks and deadlines. Celebrate milestones achieved (like

when development is done or when first patient registers!). A clear timeline with phases also

helps Marketing coordinate their campaign (Step 8) to drive portal adoption at the right times

(e.g., you wouldn’t want to email all patients to sign up until the portal is truly ready and tested).
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In short, lay out a plan from conception to launch and beyond, and manage the project with

discipline. By phasing the work, you ensure that each aspect gets the attention it needs and that

you can course-correct as necessary. A well-managed timeline will help deliver the portal on

schedule and meet the expectations you’ve set with leadership. It also provides transparency:

everyone knows what’s happening when, and that builds confidence in the project.

Step 8: Drive Patient Adoption – Marketing’s Role in

Content, Engagement, and Outreach

Launching the portal is only half the battle – the other half is getting patients to know about it,

use it, and keep coming back. This is where your marketing and patient engagement strategy

kicks in full force. As a marketing project manager, you’ll orchestrate campaigns and content to

ensure the portal delivers value and achieves high adoption. Pharma marketing needs to be

mindful of regulations, but there’s plenty of room for creative strategies to engage patients.

Here’s how Marketing can contribute before, during, and after launch:

Develop a Compelling Content Strategy: Content is king for keeping patients engaged in the

portal. Marketing should plan and create content that is not only informative but also resonates with

patients’ needs and interests. This includes:

Educational Articles & Videos: As identified in Step 2, have a library of disease education,

medication FAQs, lifestyle tips, etc. Marketing can coordinate with Medical and Patient Education

teams to produce these. Ensure the content is truly patient-friendly (maybe even co-created

with patient input). Use storytelling where possible – e.g., patient success stories (with consent)

can be very motivating. Content should be updated regularly; create an editorial calendar. For

example, publish a new article every two weeks. This gives patients a reason to log in

periodically to see “what’s new.” Also consider seasonality or awareness events (e.g., during

“Heart Health Month” in February, feature articles on heart health if relevant to your drug).

Multimedia Engagement: Variety is key – some patients prefer reading, others prefer watching or

interactive learning. Marketing can produce short explainer videos (e.g., “Understanding Your

Treatment in 2 Minutes”) or infographics. Interactive content like quizzes or polls can also be

great – for instance, a quiz “Test your Asthma Knowledge” that then provides answers and

education (and perhaps even a badge or points as discussed in gamification). This not only

educates but also makes the portal fun. One pharma content article noted turning educational

materials into engaging experiences (quizzes, interactive storytelling) to test knowledge and

reinforce learning (Top features for pharma patient portals to improve medical adherence -

Digitalya) (Top features for pharma patient portals to improve medical adherence - Digitalya).

Personalized Content Delivery: Work with the portal capabilities to segment content. For

example, if your portal serves multiple conditions, make sure patients only see content relevant

to them (no one wants information about a condition they don’t have). Use what you know about

the patient (from their profile or behavior) to suggest content. Marketing might create “content

journeys” – e.g., a new patient gets a series of basic articles in their first month, whereas a long-

time patient sees more advanced self-management tips. This personalization can significantly
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boost engagement (Top features for pharma patient portals to improve medical adherence -

Digitalya).

Quality and Compliance: All content should go through the proper review process

(Medical/Legal). While that can be challenging, it’s crucial for maintaining trust. Ensure claims

are accurate and not promotional beyond what’s allowed. Focus on patient education and

support, not advertising. Helpful content will indirectly support your brand by improving

outcomes and satisfaction. As Deloitte suggested, pharma portals should provide relevant and

trustworthy information to increase value and usage (Improving Patient Portal Engagement

with Pharma Content - PM360). By taking this approach, marketing content becomes a service

to patients, not just marketing copy.

Plan and Execute an Adoption Campaign: “If you build it, they won’t necessarily come” – you must

promote the portal. Create a marketing plan specifically to drive portal sign-ups and usage. This

could include:

Direct Patient Outreach: Use existing channels to reach patients who are on your therapies. For

example, if you have a list of patients enrolled in a patient support program (who have consented

to communications), send them email announcements about the new portal: highlight benefits

(“manage your medication with ease,” “get personalized health tips,” etc.) (5 ways to improve

patient portal engagement as a pharma company). Provide a clear call-to-action to register.

Possibly mail a physical welcome packet or flyer, especially for those who may not engage via

email. Leverage any existing patient newsletters or SMS lists.

Healthcare Provider (HCP) Involvement: Physicians and healthcare providers are key influencers.

If doctors encourage patients to use the portal, patients are more likely to do so. Consider

creating materials for HCP offices – e.g., brochures or posters that doctors can give to patients

with prescriptions of your drug. About 53% of patients rely first on their healthcare provider

for info (versus 47% on pharma websites) (5 ways to improve patient portal engagement

as a pharma company), so if you can get providers to mention your portal as a resource, that’s

powerful. Your field reps or medical liaisons can help distribute these materials. Provide doctors

with talking points: e.g., “We have a patient support portal where your patients can get

educational resources and medication reminders for [Drug]. It’s free and HIPAA-compliant.”

Ensure any HCP-facing info is non-promotional and framed as patient benefit.

Digital Marketing: Use your company’s digital channels to promote the portal. This might include:

Posts on the company’s official social media pages (Twitter, Facebook, LinkedIn if appropriate)

announcing the portal.

A banner or link on your corporate or product websites: e.g., on the product page “For Patients: Sign

up for our Patient Portal for more support.”

SEO/SEM: If patients search for your drug name + “patient portal” or “support,” make sure your portal

page is easily found. You could have a landing page describing the portal which ranks on Google, and

perhaps run some search ads targeting relevant queries.

Patient communities: If there are established patient forums or advocacy groups (outside your portal),

consider spreading the word there carefully (respect community rules and don’t spam). Possibly

partner with advocacy organizations – e.g., a diabetes foundation might mention your portal as a tool

if it genuinely provides value.

Point-of-Care and Packaging: Depending on your product, you might have opportunities at

prescription fill or point-of-care. For example, include a flyer in the medication packaging (if
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allowed) that invites patients to join the portal. Or if you have a hub or specialty pharmacy, have

the staff mention the portal during welcome calls. Essentially, integrate portal promotion into

every touchpoint of the patient’s journey with your brand.

Internal Promotion: Encourage your company’s employees (especially those who interact with

patients) to promote the portal. Sales reps, patient support call center folks, nurse educators,

etc., should all be aware and trained to guide patients to the portal. Provide them with a short

“elevator pitch” for the portal so the messaging is consistent: e.g., “It’s a convenient, one-stop

online tool from [Company] where you can get personalized support for your treatment.”

Onboarding Experience: Marketing should also design the onboarding flow for new portal users.

This includes the emails or messages someone gets right after registering. For instance, a “Welcome

to [Portal Name]” email that thanks them for joining and highlights key features (“Here are 3 things

you can do right now on the portal…”). Perhaps a short tutorial or video tour is provided. A smooth

onboarding increases the chance that someone who registers will actually become an active user.

Without guidance, some might sign up and never return. So, plan a series of touchpoints in the first

few weeks of sign-up: maybe a follow-up email “Did you know you can set up medication reminders

on the portal? Here’s how.” Do not overwhelm them, but a couple of nudges are helpful. These

communications, while marketing-driven, should feel like service/help, not sales.

Patient Engagement Initiatives: Beyond static content, think of ongoing engagement tactics to

keep portal users active:

Community Building: If you have forums or community features, consider hosting events like live

Q&A sessions with experts, or patient webinars through the portal. Marketing can coordinate

topics (perhaps related to common patient concerns or aligning with health awareness days). For

example, a live chat with a nutritionist for diabetic patients could draw people in. Promote these

events via email or notifications.

Gamification/Challenges: As earlier, if you implement any reward system or challenges (like an

adherence challenge), market those. For instance, “Join the 30-Day Health Challenge on the

portal: track one healthy habit for 4 weeks and earn a Wellness Champion badge!” This not only

motivates patients in a positive way but also keeps them logging in. Marketing can come up with

creative themes and incentives (even small rewards or recognition can be effective).

Surveys and Feedback: Engage patients by asking for their feedback. You can run surveys on the

portal (“How helpful was this portal for you?” or a survey on content needs). This makes patients

feel heard and provides you with insights. Just ensure you share back what you learned or any

upcoming improvements (closing the feedback loop encourages continued trust).

Personalized Communication: Use the data to personalize outreach. For example, if a patient

hasn’t logged in for 2 months, perhaps trigger a gentle reminder email: “We miss you! Here’s

what’s new on the portal since your last visit.” Or if a patient set a medication reminder but

hasn’t been marking doses, maybe send a tip about adherence benefits. Of course, be careful

with frequency and privacy (these should feel helpful, not intrusive). Done right, personalization

can re-engage users who might otherwise drop off.
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Ensure Excellent Support and Service: Even though this is about marketing, remember that a bad

support experience can undo marketing efforts. Work with the support team to ensure they are

providing timely, helpful responses on portal messages. If patients ask questions on the portal and

wait days for an answer, they’ll lose interest. Set KPIs for response time (for example, all secure

messages answered within 24 hours on business days). Marketing can help here by maybe

templating some responses or providing FAQs so that support responses are consistent and on-

brand in tone (empathetic, clear, not too formal). Happy users will become advocates for the portal,

perhaps telling their peers about it.

Leverage Success Stories: As the portal gains users, identify those who are using it effectively and

benefiting. With permission, highlight these stories (could be anonymized or with names if they

agree) in your marketing. For example, “After 3 months using the portal, Jane Doe saw improved

blood pressure control, thanks to daily tips and reminders.” This kind of narrative can be used in

marketing materials (brochures, social posts, etc.) to show tangible value, which in turn drives more

adoption. It also reinforces to existing users the benefits of features they might not be using yet.

Collaboration with Compliance: Remember, any marketing communications about the portal still

need to pass regulatory muster. Even an email campaign inviting patients must be accurate and not

misleading. For instance, avoid overpromising (“This portal will cure all your problems!” – obviously

not, but be mindful of phrasing). Typically, disease awareness and patient support communications

are allowed as long as they are non-promotional and properly reviewed. Just keep your legal team in

the loop on these plans and get materials approved.

Multi-Channel Consistency: Ensure the messaging about the portal is consistent across channels.

The value proposition should be the same whether someone hears it from their doctor, reads it on a

brochure, or sees it on your website. Reiterate key points: it’s secure, it’s free (assuming it is), it’s

there to help them manage their condition, and it’s provided by [Your Company] as part of our

commitment to patients. Consistency breeds trust and recognition.

Monitoring and Tweaking Marketing Tactics: Once launched, track which marketing tactics are

driving sign-ups. For instance, if you included a referral code or asked “How did you hear about us?”

on registration, you might see that, say, 40% came from an email invite, 30% from provider referral,

etc. Use this data to focus efforts on the most effective channels. If one approach isn’t yielding

results, adjust it. Marketing’s job is ongoing – even a year post-launch, you might do new pushes

(especially as you add new features, that’s a chance to re-market the portal: “Now introducing XYZ

on the portal – come check it out!”).

In summary, Marketing plays a critical role in driving adoption and engagement for the portal.

A great portal is useless if patients don’t use it. Through a combination of content strategy,

multi-channel promotion, and creative engagement activities, you can maximize the portal’s

impact. Think of the portal not just as a static tool, but as a platform for an ongoing patient

relationship. Marketing’s job is to nurture that relationship – inform, remind, encourage, and

listen to the patient. By doing so, you will help patients get the most from the portal, leading to

better health outcomes (and demonstrating the portal’s value to the company). As one

implementation guide noted, raising awareness through various methods – in-person prompts,

emails, office signage, social media – is important to boost utilization (A Step-by-Step Guide to

Implementing a New Patient Portal). So be proactive and persistent in your outreach. When
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patients start saying “I love using the portal, it really helped me,” you know the marketing efforts

have paid off.

Step 9: Define Metrics and KPIs to Measure Success

To understand if your patient portal is achieving its goals, you need to track Key Performance

Indicators (KPIs) and metrics. These metrics will help demonstrate value to leadership, identify

areas for improvement, and guide future enhancements. It’s important to define these success

metrics upfront (back in Step 1/3 when setting goals) and have the analytics in place to measure

them. Below are important metrics for a pharma company’s patient portal and why they matter:

Portal Adoption Rate: This is the percentage of the target patient population that registers for the

portal. For example, if you initially target patients on a certain medication, what fraction of those

patients have signed up? A high adoption rate indicates that your promotional efforts (Step 8) are

working and that patients see enough value to take the step of enrolling. You can calculate adoption

as number of patients registered / total patients invited or eligible. According to patient engagement

research, portal adoption rate is a key measure of success – it shows how many patients are

actively using digital tools to manage their healthcare (12 Patient Engagement Metrics Healthcare

Providers Must Monitor). Aim for a strong start (maybe X% within 6 months) and growth over time as

more patients hear about it. You might set a goal like “50% of all new patients enroll in the portal

within 3 months of starting therapy.”

Active Usage and Engagement: It’s not enough for patients to sign up; you want them to actually

use the portal regularly. Track metrics like Monthly Active Users (MAU) – how many unique patients

log in per month. Also look at frequency of use (e.g., average number of logins or sessions per user

per month) and session duration (how long they spend when they do log in). Another engagement

metric is feature usage: which features are being used most (e.g., 80% of users have viewed

educational content, but only 20% set up a medication reminder – that tells you something). High

engagement means patients find ongoing value. For example, if an average patient logs in 3 times a

month, that’s good retention. If many register but never log in again, you may need to intervene

(better onboarding or more reminders of value). One can also measure patient portal retention rate

– what percentage of users continue to use it over time (this is analogous to retention in an app) (12

Patient Engagement Metrics Healthcare Providers Must Monitor). A high retention correlates with

satisfaction and loyalty (12 Patient Engagement Metrics Healthcare Providers Must Monitor).

Content Interaction Metrics: Since you will provide a lot of content, measure how patients engage

with it. Page views or click counts for articles/videos can show what topics are popular. Time spent

on content or completion of videos/quizzes indicates how engaging those materials are. If you have

interactive tools (like a quiz or tracker), measure participation rates. For example, “200 patients

completed the Diabetes 101 quiz.” Also track downloads if you offer PDFs or resources. If certain

content isn’t getting views, it might need better placement or promotion (or maybe it’s not of

interest). Over time, you can optimize your content strategy by focusing on what patients actually

use. As a KPI, you might say “Each active user views at least 2 educational resources per month on

average” and strive to meet that.
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Secure Messaging Metrics: If the portal includes secure messaging or chat features, track usage

such as: number of messages sent by patients, response time to those messages, and resolution

rate. Usage of secure messaging is a good indicator that patients trust the portal for

communication. If you see increasing message counts, that means patients are engaging and asking

for help when needed (better than suffering in silence). Track response times as a quality metric

(e.g., average response in 8 hours; you might set a KPI that 95% of messages are answered within

24 hours to ensure service level). You can also monitor common question categories to inform

content improvements (if lots of people ask “How do I take this medication?”, then maybe that info

needs to be more prominent or clearer in the portal).

Medication Adherence Indicators: Ultimately, one of the portal’s big goals is improving adherence.

While directly measuring adherence can be complex, you can use proxy metrics and data from

pharmacies or self-reports. Key metrics:

Refill Rates: What percentage of patients refilled their prescription on time (within the

prescribed interval) versus those who had gaps? Compare portal users vs. non-portal users if

possible. If you can link pharmacy data, measure things like proportion of days covered (PDC) by

medication for portal enrollees. An increase in refill rate over baseline would be a huge win. One

industry metric is “gap days between refills” – fewer gap days means better adherence (8

Metrics that Matter When it Comes to Measuring Your Patient Access Program). You might set a

KPI like “Increase 3-month refill persistence by 10% for portal users.”

Medication Reminder Usage: Internally track how many patients set up reminders and how

consistently they log doses or indicate adherence. This isn’t a direct outcome metric, but if, say,

70% of active users utilize the reminder feature, that’s a positive leading indicator that

adherence may improve.

Time on Therapy: Especially for chronic treatments, track how long patients stay on the therapy

before discontinuation. If your portal is effective, you might see improved persistence (patients

staying on therapy longer). This metric often requires longer-term data and maybe comparing

cohorts (portal users vs. similar patients before portal launch).

These adherence metrics might require collaboration with your outcomes research or commercial

analytics team, as they often analyze prescription data. The value of the portal to the business can

often be demonstrated through improved adherence/persistence, which leads to better outcomes

and revenue. As noted earlier, measuring refill rates and gap days provides insight into adherence

and thus the portal’s effectiveness (8 Metrics that Matter When it Comes to Measuring Your Patient

Access Program).

Patient Satisfaction and Feedback: Use surveys or feedback tools to measure how satisfied users

are with the portal. This could be a simple star rating after using, or a Net Promoter Score (NPS)

question like “How likely are you to recommend this portal to other patients?” For more qualitative

insight, survey patients on what they like or dislike. High satisfaction scores can be a KPI. If you can,

get testimonial quotes – they’re anecdotal but powerful for internal storytelling. Also monitor support

feedback – are patients calling the call center less because the portal handled their needs? Some

organizations also measure Patient Activation Measures (PAM) or self-efficacy as an outcome –

but those might be beyond scope unless you run a study. At minimum, track the volume of

complaints or issues reported about the portal. Ideally, that stays very low.
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Healthcare Outcomes (Longer-term): Depending on the data you have, you might attempt to

measure actual health outcomes for portal users: for example, average A1c levels for diabetes

patients who use the portal vs those who don’t, or hospitalization rates, etc. These require clinical

data and usually longer-term observation, so they might not be immediate metrics but something to

assess in a year or two if feasible. Improved outcomes would be the ultimate proof of the portal’s

value to patient health (which also helps justify it to payers or in corporate social responsibility

terms). Studies have shown that patient portal use is associated with better engagement and

satisfaction, and sometimes even better outcomes (Quantifying Patient Portal Use: Systematic

Review of Utilization …). You could partner with your medical affairs or health economics team to

design an outcomes study.

Operational Metrics: Also track internal efficiency metrics. For example, reduction in support calls

– if the portal provides answers, do you see fewer inbound calls to your support line? Or perhaps

faster resolution of patient inquiries. If you can quantify that, it’s a cost-saving metric (e.g., “Portal

usage saved an estimated X hours of nurse time per week”). Additionally, monitor system uptime (the

portal should be reliable – aim for 99%+ uptime) and any downtime incidents. These operational KPIs

ensure you maintain a quality service.

Clinical Trial and Program Uptake: If one of your features is trial matching or patient support

program enrollment, measure those outcomes: how many patients used the trial matching and how

many actually joined a trial (if trackable)? Or how many clicked through to learn about a support

program or co-pay offer. These indicate the portal’s success in driving awareness of other initiatives.

For trial recruitment, even a handful of extra enrollments via the portal is valuable for R&D.

Compliance Metrics: You might also internally track metrics like % of content up-to-date (ensuring

nothing expired) or time to address reported adverse events (if a patient reports a side effect

through the portal, how quickly was it processed by pharmacovigilance). These ensure the portal is

functioning within regulatory expectations.

Be sure to set targets for these KPIs where possible, so you know what success looks like. For

instance:

Adoption: “Achieve 5,000 patient registrations in first year” or “50% of new prescriptions

lead to a portal signup.”

Engagement: “75% of registered users log in at least once a month.”

Satisfaction: “Maintain an average satisfaction rating of 4+ out of 5.”

Adherence outcome: “Improve refill rate by 15% for portal users vs non-users.”

Regularly report on these metrics to stakeholders. A good cadence is monthly dashboard

reporting initially, then perhaps quarterly once stable. Visualize the data in charts (e.g., upward

trend of active users, etc.). Celebrate successes, like hitting a milestone of X messages sent or

Y% adherence improvement.

Also, use metrics to iterate: if a metric is below target, investigate why. For example, if active

usage is lower than expected, maybe users aren’t being reminded enough to return – Step 8
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tactics can be adjusted. If a particular feature isn’t used, consider re-educating users about it or

improving its usability.

One systematic review noted that portal use has been connected to positive outcomes in

engagement and satisfaction (Quantifying Patient Portal Use: Systematic Review of Utilization

…). So expect to track exactly those: engagement (usage) and satisfaction. Over time, aim to

demonstrate that engaged portal users have better adherence and health outcomes, which

closes the loop back to the strategic purpose (Step 1).

Finally, don’t forget to solicit qualitative feedback alongside the numbers. Sometimes a single

suggestion from a patient can lead to a new feature or fix that greatly improves one of the

quantitative metrics. So combine the “what” from analytics with the “why” from user feedback.

By rigorously tracking these KPIs, you’ll be able to prove the value of the patient portal to your

pharma company – showing that it’s not just a nice-to-have, but a tangible driver of patient

success and business goals. It also keeps the portal team accountable and focused on

continuous improvement. In essence, what gets measured gets managed, and by managing

these metrics, you’ll ensure the portal continues to meet the needs of both patients and the

company.

Conclusion: This step-by-step guide has taken you through the journey of creating a patient

portal – from defining strategy and features, through careful planning and compliance checks, to

execution, launch, and measuring success. For a project manager in pharma marketing, the

portal is a chance to directly enhance patient well-being while also supporting your brand’s

objectives. By following this playbook – aligning stakeholders, choosing the right technology,

prioritizing user experience, ensuring privacy/security, executing in phases, engaging patients

through savvy marketing, and keeping an eye on outcomes – you can build a patient portal that

becomes an invaluable part of the patient’s treatment journey. Remember that success lies in

collaboration (with IT, medical, legal, etc.) and always keeping the patient’s perspective at the

center of decision-making. With diligence and empathy, your team can deliver a portal that

patients trust and love, ultimately leading to better health outcomes and a stronger relationship

between patients and your company. Good luck with your patient portal project!

Sources:

Deloitte “Pharma and the Connected Patient” report via PM360 (Improving Patient Portal

Engagement with Pharma Content - PM360)

Digitalya – Top features for pharma patient portals (medication adherence focus) (Top

features for pharma patient portals to improve medical adherence - Digitalya) (Top features

for pharma patient portals to improve medical adherence - Digitalya) (Top features for

pharma patient portals to improve medical adherence - Digitalya) (Top features for pharma

patient portals to improve medical adherence - Digitalya)
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PM360 – Improving Patient Portal Engagement with Pharma Content (Improving Patient

Portal Engagement with Pharma Content - PM360)

LinkedIn – “5 Ways to Improve Patient Portal Engagement as a Pharma Company” (5 ways to

improve patient portal engagement as a pharma company) (5 ways to improve patient portal

engagement as a pharma company) (5 ways to improve patient portal engagement as a

pharma company)

Intelichart – Step-by-step patient portal implementation guide (stakeholder buy-in, feature

criteria) (A Step-by-Step Guide to Implementing a New Patient Portal) (A Step-by-Step

Guide to Implementing a New Patient Portal)

Oxford Global Resources – Patient portal best practices (steering committee, build vs buy)

(Best Practices for Managing Patient Portals - Oxford Global Resources) (Best Practices for

Managing Patient Portals - Oxford Global Resources)

Oncology Nurse Advisor – Benefits of patient portals (patient engagement in care) (Health

Record Patient Portals: Barriers, Benefits, and Ways to Increase Adoption - Oncology Nurse

Advisor) (Health Record Patient Portals: Barriers, Benefits, and Ways to Increase Adoption -

Oncology Nurse Advisor)

Itransition – Patient portal capabilities (trial sign-up, education) (Patient Portals: Features,

Benefits & Our Services) (Patient Portals: Features, Benefits & Our Services)

Userpilot – Patient engagement metrics (portal adoption, retention) (12 Patient Engagement

Metrics Healthcare Providers Must Monitor) (12 Patient Engagement Metrics Healthcare

Providers Must Monitor)

Phil.us – Pharma patient support program KPIs (enrollment, engagement, refills) (8 Metrics

that Matter When it Comes to Measuring Your Patient Access Program) (8 Metrics that

Matter When it Comes to Measuring Your Patient Access Program)

InsightMG – Strategies to get patients to use your patient portal (promotion tactics) (A

Step-by-Step Guide to Implementing a New Patient Portal)

LinkedIn – Patient portal accessibility and usability (WCAG, ADA compliance) (How to

Evaluate Patient Portal Usability and Accessibility)

Clarity Ventures – HIPAA-compliant portal development (importance of security & privacy)

(Patient Portal Development: Benefits, Challenges, Solutions) (Patient Portal Development:

Benefits, Challenges, Solutions)

Knack – Timeline for patient portal development (3 to 12 months depending on complexity)

(Step-by-Step Guide: Creating Patient Portals for Healthcare)

Navigating Care – Portal implementation timeline (~2 months with ready solution) (Time Is

Running Out – Find a Patient Portal now! - Navigating Care).
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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.

Despite our quality control measures, 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 an innovative AI consulting firm specializing in software, CRM, and Veeva solutions for

the pharmaceutical industry. Founded in 2023 by Adrien Laurent and based in San Jose, California, we

leverage artificial intelligence to enhance business processes and strategic decision-making for our

clients.

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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