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“If you don’t understand the problem 
you are trying to solve, then you 
probably cannot solve it.”

- Mads Kristensen, Microsoft





Roadmap

1. Personas
2. Analytics Review
3. An expert review
4. Competitor analysis
5. Recommendations



Personas



Identified Audience Groups

In order of highest priority:
• Congressional Staff (Primary)

• Members of Congress (Secondary)
• Patient Advocate Groups (Primary)
• Media (Primary)
• Non-Member Pharmaceutical Company (Primary)
• Patients (Primary)
• FDA Employees (Primary)
• General Public (Primary)

o Social and Fiscal Conservative
o Vocal, Socially Active Parent



Katie
Staff Member for a Congressman

Age: 24
Marital Status: Unmarried, no children
Income: $42,000 per year
Education: BA, working on J.D.
• On the go and working 24/7
• Constantly using her cell phone
• Always multi-tasking

Pain Points

• Expected to know the 
latest info at all times

• Has to work on-the-go

• Overworked and 
underpaid

Needs

• Breaking news alerts

• Overview information

• Talking points

Scenario
Katie is in meetings from 7:30am until 4:00pm. The 
congressman is voting on a bill related to Biosimilars 
tomorrow and there is a lobbyist from a 
consumer-interest group at 3:00pm.

Katie remembers the GPhA group met with her a few 
weeks ago and would like to know more about the issue 
and what the industry’s stance is. So, while Katie grabs a 
coffee between her 10:00am and 10:30am meetings, she 
brings up the GPhA website on her phone.

She locates the topic and reads the issue overview as she 
walks to her next meeting. When she arrives, she slips the 
phone back into her pocket and continues her marathon 
of meetings.



Congressional Staffer



Jennifer
Patient Advocate for American Breast Cancer 
Society
Age: 43
Marital Status: Married, 2 elementary school age boys
Income: $80,000 per year
• Average experience with technology
• Frequently travelling

Pain Points

• More work to do than 
time in the day

• Always needs funding

• Advocates for one 
issue in a much larger 
policy space

Needs

• To Impact Policies

• Create Relationships

• Get funding

Scenario
Jennifer has heard about a potential new treatment in 
the biosimilars sphere. Her traditional partners seems to 
be cold on the idea.

She does a quick search and locates the GPhA website’s 
issue page, describing their stance. It is generally tending 
towards what her organization’s population would 
support and she’s interested in learning more.

She wanders around the website, gaining a perspective 
on the organization, and after a few minutes decides that 
she is interested in establishing a relationship with GPhA. 
She locates the Point of Contact for GPhA and reaches 
out with an email.



Patient Advocate



Patrick

Journalist, the Washington Post

Age: 32
Marital Status: Married, 2 year old son
Income: $65,000 per year

Pain Points

• Needs a new story 
every day

• Always on the move

Needs

• Alerts of any breaking 
news

• High level information 
on all issues and 
breaking news

• Events to cover

Scenario
Patrick sees in a congressional news release that a bill is 
coming up for a vote next week and sees that it relates to 
something called “Biosimilars” and that the American 
Cancer Society has just released a news flash that it’s 
coming up for a vote, but it doesn’t say much else. He’s 
thinks this has the potential to be a good story, so he 
does a quick search and finds the GPhA page on 
Biosimilars.

Patrick finds the issue overview informative and finds the 
GPhA’s stance useful evidence for a potential piece. He 
looks for a Point of Contact to grab a quote or further 
information and then starts a quick blurb on the bill and 
it’s potential to be life-changing for cancer patients.



Media



John
Non-Member Pharmaceutical Executive

Age: 54
Marital Status: Married
Income: $185,000 per year

Pain Points

• Constantly busy

• Wants to make a mark on 
the company

• Pressure from public and 
government on affordability

Needs

• Insure continued company 
stability

• Professional development

Scenario
During a meeting, John’s boss brings up yet another article in 
the Times about yet another drug company in trouble in the 
press for inflated drug prices and for lobbying against 
biosimilars.

John is interested in protecting his company and begins doing 
a little research on the Internet on what other companies are 
doing and finds the GPhA website. He briefly reads the issues 
information and their recommended stances and it seems to 
line up with their concerns. He investigates the organization 
itself and finds that it is a membership organization. He looks 
at the benefits and decides that it might be a positive move for 
the company to join the association. He submits his 
information to find out more and then logs off to check his 
email.



Non-Member Pharmaceutical Executive



Sue
Patient
Accountant with Rheumatoid Arthritis and 
two living parents with chronic conditions
Age: 52
Marital Status: Married, 2 college age kids
Income: $110,000 per year

Pain Points

• Constantly worried about 
her own health and her 
family’s health

• Money is always a concern

• Helping but keeping 
parents’ independence and 
dignity

Needs

• Financial stability

• Professional development

Scenario

Sue’s mom was just prescribed a new treatment and 
the doctor warned her that there is a potential 
shortage of the drug. Sue decides to do some online 
research and finds the GPhA overview of the issue and 
their proposed solutions. Sue feels like GPhA cares 
about the patients and the issues. She is interested in 
advocating and discussing her personal issues with 
someone at GPhA. So, Sue locates the Point of Contact 
and reaches out via email in hopes of discussing any 
options for her and her family.



Patient



Fred
FDA Employee

Age: 43
Marital Status: Married, two middle school kids
Income: $95,000 per year

Pain Points

• Constantly busy

• Generally disinterested in 
work

• Doesn’t understand the 
business side of the industry

Needs

• Detailed, reputable scientific 
information on very specific 
topics

Scenario
A new biosimilar has come up for a determination and 
Fred has never dealt with anything like this yet. So, 
Fred needs to find scientific background 
documentation to help make his determination. He 
does a quick Internet search and locates the GPhA 
page on Biosimilars.

He glances through the overview information and then 
pinpoints the related white papers. He downloads and 
reviews them. He determines that the science appears 
reputable but he needs corroborating evidence. Fred 
then follows the bibliography to continue researching 
the topic.



FDA



Analytics Updates



Pageviews



Homepage

The search bar is most common.

Some hero content not clicked. First and last are most frequent.

Most clicked:
• Search bar
• News Stories
• Biosimilars
• GDUFA
• Contact



About GPhA

Visitors that come to learn more about GPhA usually read the 
description and navigate to “The Industry” and “Staff” most often. 



Issues Landing Page

Users mostly use the sidebar to navigate to 
the issue specific pages instead of reading 
down the page.

More than half of visitors stopped scrolling 
down the page less than 2 paragraghs in.



Events

Two key actions:
• Go look at prior conference information
• Find information for upcoming 

conferences

Half of the page’s viewers scrolled 
through the first four events, but most 
users only click on the first two events. 



Engage

When users navigate to this 
page, 63.6% of them scroll the 
entire page.

However, most hovers are over 
the footer, not the body 
content.

Page clicks go to Contact or 
Home—make the contact CTA 
more salient.



Expert Review



Home Page

Overall mission of the 
organization is not clear.
Users that don’t know what you do likely don’t 
know what actions they can take on the site.

Much of the imagery feels cold 
and clinical.
Imagery that is more personable can capture 
attention, build trust and credibility, and elicit 
emotion.

Timely content like the news, 
events, and tweets are in the 
corner of the page and/or hidden, 
making the page feel stale.
Highlighting most recent content shows users 
that you are active, and that they can return for 
updates at a later.



Task Orientation & Site Functionality

Site lacks obvious calls to action, 
and the content does not guide 
users to a particular action or 
conclusion.
Users are not being directed toward their 
goals. (e.g.: Sign up, register for events)

Grassroots Action Center is a 
static page that doesn’t facilitate 
suggested actions.

Events are not very visible on 
the site.
Highlighting events like GPhA’s Annual 
Meeting would increase attendance, and 
attract new members.

No method of capturing emails 
for future marketing.
Mailing lists can keep users who might be 
considering membership updated when new 
content or events are added.



Task Orientation & Site Functionality

Site does not communicate 
benefits or value of membership.
Users are more likely to join as members if 
given how their membership will enhance 
their lives or businesses.

On Membership Inquiry Form, 
E-mail notifications and Media 
List options are radio buttons, 
and cannot be deselected.
Users that accidentally select to join the media 
list must start the whole form over to deselect 
these buttons



Task Orientation & Site Functionality

Site search is slow.
Some queries take over a minute

Search results are not 
ordered by relevance and are 
not intuitive.
(e.g. search for 2017 GPhA Annual 
Meeting does not return link to the event 
page.)

Search does not include 
error correction or search 
suggestions.

Site includes links to some 
social channels which are 
rarely used.



Navigation & Information Architecture

Site content does not facilitate 
browsing from related topic to 
related topic.
Showing related content can keep users 
browsing the site for longer to find more 
information that might convince them to join.

Navigation contains 
industry-specific jargon.
REMS = Risk Evaluation and Mitigation 
Strategies 

Dropdown menus include blue 
text styled the same as 
hyperlinks, causing confusion.

Generic stock photo in menu 
takes up lots of space.



Navigation & Information Architecture

Issues dropdown menu has too many 
links.
Too many choices can lead users not to choose at all, and 
leave the site instead. Grouping by similarity would help 
users search better.

More generic content is hidden in 
sub-menus, making it more difficult to 
locate.  (e.g. GPhA resources is under 
‘MEDIA’)



Content and Visual Design

Content is verbose and the 
scientific; the analytic tone 
makes it more difficult to 
scan.

Site makes heavy use of 
stock imagery that often 
does not relate closely to 
associated content.

Site has dense blocks of 
small text which are 
difficult to scan.

Inconsistent format and 
color used for hyperlinks.



Accessibility

Current site contains ~50 
broken links.

Search response is very slow.

Site has accessibility issues 
(e.g. missing ALT tags, 
inaccessible PDFs, 
non-underlined links)

Site is not responsive for 
mobile or tablet users.



Competitor Review



PhRMA



Homepage

Homepage content:
Featured content
About PhRMA
Blog
Data
Videos
Newsletter

Very easy content sharing

Strong calls to action:
Stay Connected



Navigation

Navigation targeted toward specific user types:
Advocates
Scientists
Patients

Main navigation (except blog) all have a full screen modal window 
with secondary navigation, a description, and highlighted content.



Content & Text

Content is timely, engaging, and varied.

Copy is jargon-light; understandable by non-technical users.

Tone could be more positive and action/outcome-oriented.



Biotechnology 
Innovation Organization 
(BIO)



Homepage

Homepage includes a clear description of 
the organization

Homepage includes only one featured news 
article

Action-driven modules: 
HEAL the world
FUEL the world
FEED the world
Become a member
Become an advocate



Navigation

Breadcrumbs show location within site.

Secondary navigation in sidebar.

Jim Greenwood on the Road seems like an 
attempt to make BIO seem more 
personable and approachable, but sounds 
like Jim is on vacation.



Initiatives

Issues are labelled Initiatives, making them seem more positive and 
actionable.

Goal-oriented instead of problem-oriented.
Goal oriented copy can motivate users to take action, while the negativity of problem oriented copy 
can lead to inaction.

Each initiative expands to include a 1-4 paragraph summary if desired.



Content & Text

Messaging is positive and actionable. 

Includes member testimonies to increase trustworthiness.



Other Related Sites



American Pharmacists Association

Action-oriented navigation will entice users to browse site. 



Commonwealth Pharmacists Association

Homepage messaging is direct, engaging, and actionable.



Recommendations



Make content more approachable

The current site is very text heavy and structured for a more expert 
community. This makes it a little overwhelming or intimidating for 
most non-experts who become frustrated and often give up.

In order to make it easier to read, we recommend creating chunks or 
blocks of content, making it easier for people to scan for specific 
items of interest. To do this, consider using more of the following:

• Imagery and whitespace
• Bulleted lists
• Shorter paragraphs



Use Plain Language to Engage Non-Experts

Use of jargon terms and acronyms can alienate and confuse people 
who are not industry experts.

• e.g. Risk Evaluation and Mitigation Strategies (REMS)

For acronyms, wherever possible use the full names of specific items 
and then include the acronym in parenthesis after the name.

To reduce jargon, try to find alternatives which describe a little bit 
more of what they are but are still recognizable to those who know 
what they are. For example, for something such as Biosimilars, 
consider “Biologic medicines” or “Biosimilar medicines”



Messaging and Engagement

Currently, the messaging is very targeted and scientific. It lacks a 
coherent, compelling narrative.

Leverage emotionally engaging stories backed by solid impact 
statements to pull users into the site. Inspiring, humanizing 
messaging could be leveraged to convey the importance of GPhA’s 
mission and make the organization, website and content more 
compelling.



Increase Media Connectedness

Currently, new stories are difficult to locate on the website. There is 
also limited opportunities to share information on social media via site 
mechanisms. There is also no press kit.

Provide resources for the website visitors to share and advocate for 
GPhA. When these resources are provided it enables journalists, 
patient advocates, and patients themselves to advocate, document, 
and bring awareness with much less effort. It reduces their workload 
and the workload of the GPhA staff for increased media visibility.



Attract New Members

The current website provides little information on the benefits of 
membership, making it unlikely that someone would spend the effort 
to inquire about becoming a member.

Create a section with clearly stated benefits and an obvious call to 
action to quickly and easily contact the membership point of contact.


