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Although previously relegated to the lab, analytics and decision science are increasingly visible 
in decision-making in Biopharma. This is especially true in areas such as growing sales, 
improving efficiency, and managing risk. But even as organizations seek to make decisions more 
data-driven, some executives are accustomed to making decisions based on gut-instincts and may 
struggle to trust insights and recommendations from analytics. While there is no quick fix for a 
lack of confidence in analytics, there are several tactics one can use to significantly dilute 
skepticism and start building trust by addressing the root cause: a lack of transparency and 
familiarity. 

How to build trust in recommendations based in analytics: 

1)    Transparent data source(s) 

2)    Transparent methods of analyses 

3)    Clearly communicated rationale & limitations of data and method(s) 

4)    Comparison ton non-analytic approaches 

Transparent data sources 

Mystery is the No.1 enemy encountered when gaining buy-in so it’s vital to disclose data sources 
in a presentation. It is a mistake to assume that such a thing is too technical. A simple summary 
including sample size (with justification), time periods, data cleansing process (including outlier 
removal), and a screen shot of the data should be more than sufficient for most executives. The 
real key here is the screen shot. Many people become more comfortable with data sources when 
they can see an excerpt and ask questions. 

Transparent method of analysis 

Analytic insights are often counterintuitive, leaving some audiences feeling disconnected. This 
can be remedied by providing a brief walk-through of some of the calculations. A mistake some 
presenters make is to completely shield the audience from the critical computational and logical 
steps that lead to their conclusions. This explanation may be essential in obtaining buy-in for the 
results and plans presented. 

Rationale & limitations of data and methods 



One pattern often seen in business is that the more a presenter is enamored of the analysis, the 
more resistant the audience becomes, often leading to a quest by the audience to find holes in 
logic or assumptions. Therefore, it’s important that presenters become their own greatest skeptic 
by divulging to the audience the limitations of the analysis. Remember, the goal is not to be 
perfect, but instead to produce an evidence-based recommendation that is more reliable than a 
non-data driven alternative. This leads to the next point. 

Compare non-analytic approaches 

While non-analytical reasoning and intuition will always have a place in areas like medical 
diagnosis,[1] where pattern-recognition is vital, intuition is impacted by what Bruce Henderson, 
founder of Boston Consulting Group called “the subconscious integration of all the experiences, 
conditioning, and knowledge of a lifetime, including the cultural and emotional biases of that 
lifetime”. 

To win over executives who are skeptical of analytics, it is best to convey recommendations in 
terms of how analytics and intuition can be synergistic [2]. For example, analytics can be used to 
quickly rule out the lowest ROI projects and leave executive intuition to focus on which of the 
remaining initiatives to fund. 

Summary 

Successful Biopharma companies are the result of great strategic decisions. As executives seek to 
make use of analytics across more areas of company operations, the need to overcome resistance 
to data-driven approaches becomes critical. Simple adjustments in the presentation of analytic 
insights can go a long way to dilute skepticism, win trust and increase familiarity among 
audiences comprised of senior-level managers and executives. 

[1] Norman, G., Young, M. and Brooks, L. (2007), Non-analytical models of clinical reasoning: 
the role of experience. Medical     Education, 41:1140–1145. Doi: 10.1111/j.1365-
2923.2007.02914.x 

[2] Bonabeau, E. (2003). Don’t trust your gut. Harvard Business Review, 81(5), 116-123. 

 


	Building Trust in Pharmaceutical Analytics
	David Lengacher (Rx Solutions), Gerald L. Klein, MD (Medsurgpi LLC), Peter C. Johnson, MD (Medsurgpi LLC), Roger E. Morgan MD (Medsurgpi LLC) and Valerie Riddle MD (Medsurgpi LLC) and Brent Walter (Rx Solutions)


