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1960s 1980s 1990s 2000s 2010s

First true digital 

generation

DIGITAL 

NATIVES

Constantly connected

Easily distracted

Impatient

Snack on information

Socially networked

Purpose driven

Entrepreneurial 
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COMMUNICATIONS

Mobile

Relevant

Fast 

Bite sized

‘Real’ conversation
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Informed Digitally 

engaged

Empowered More 

accountable 

• Credible and trustworthy information

• Easily understood resources

• Tools/apps to help manage own healthcareN
e

e
d

s

80% 75% 71% 65%

Medications Chronic 

conditions

Healthcare 

services

Illness/ 

ailments

Proactively seeking information:

Accenture survey, 2014
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Majority of EU HCPs are digitally native

Infographic: Digitally native HCPs. PMLive, 2014
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Digital 

natives
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C

P
s

Collaborative
Patient 

centric

• Opportunities/platforms for collaboration

• Tools/resources to aid patients with their care 

• Practical, personalized, time-efficient communicationN
e

e
d

s

inVentiv Health study, 2016

52%

“Peers are most relevant 

source for learning about 

new treatments”

vs 18% 

16%

“Promotional material from 

pharma is influential when 

considering new treatment”

vs 48%
mHCPs
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Heavy 

information load

R
e
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s

• Bite-sized, practical and timely information

• Effective learning experiences 

• Realistic challengesN
e
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THE POWER OF 

STORYTELLING



KEEPS BRAINS 

ENGAGED!

Average lengths:

90,000
words

130
minutes

480
minutes

720
minutes
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Cavalry

9 London 

Firefighters

West End

On 

Horses



HELPS RETAIN AND 

RECALL INFORMATION

Strengthens neural 

connections

Helps information 

‘chunking’



IN PRACTICE…



IN PRACTICE…



Who

C
h

a
ra

c
te

r

Where

S
to

ry
 w

o
rl
d

What

N
a

rr
a

ti
v
e



Who

C
h

a
ra

c
te

r

Where

S
to

ry
 w

o
rl
d

What

N
a

rr
a

ti
v
e



Who

C
h

a
ra

c
te

r

Where

S
to

ry
 w

o
rl
d

What

N
a

rr
a

ti
v
e



Who

C
h

a
ra

c
te

r

Where

S
to

ry
 w

o
rl
d

What

N
a

rr
a

ti
v
e



Who

C
h

a
ra

c
te

r

Where

S
to

ry
 w

o
rl
d

What

N
a

rr
a

ti
v
e



Who

C
h

a
ra

c
te

r

Where

S
to

ry
 w

o
rl
d

What

N
a

rr
a

ti
v
e



Who

C
h

a
ra

c
te

r

Where

S
to

ry
 w

o
rl
d

What

N
a

rr
a

ti
v
e

Give them control…



Who

C
h

a
ra

c
te

r

Where

S
to

ry
 w

o
rl
d

What

N
a

rr
a

ti
v
e



Probe to understand the source of 

Dr Yates’ concern

Refer to the safety data 

in this subgroup
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THE FUTURE OF 

STORYTELLING

https://futureofstorytelling.org/
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VIRTUAL REALITY

2
0

2
5 Video games

$11.6bnHealthcare
$5.1bn

Engineering

Military

Education

Real estate

Retail

Video entertainment

Life events

Goldman Sachs Global Investment Research, 2016 
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IN PRACTICE…

14,000 people from 132 countries 

tuned in to watch

Diabetes Voyager

Novo Nordiskhttps://www.youtube.com/watch?v=4JLo-BHALPs

z
Mr Shafi Ahmed

Consultant Surgeon

Co-founder of Medical Realities

“14,000 people from 132 

countries tuned in to watch”
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Memory
Mechanism by which they 

are stored for retrieval

Engaging

Appealing 

Effective
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BRAIN-FRIENDLY 

CONTENT

Limited capacity! 

(Miller’s law: 7±2)

Mayer’s 

Principles

Sensory

Working

Long term
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Keep it 

real

Question the 

status quo

Make content:

Engaging 

Appealing

Effective

Innovate!

Storytelling

Instructional design

Gamification

…

?



Thank you for listening!


