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ILLUMINERA INSTITUTE
The mission of the Illuminera Institute is to advance the frontiers of insight consultancy by enhancing its ability to enable companies to make the right 
marketing decisions in the changing marketing environment. We do this by contributing to skill-building to help harvest and harness insights, and also 
by initiating and conducting cutting-edge thought leadership in exploring marketing trends.

Illuminera Institute is a part of  The Illuminera Group, which was founded in 2007 with a vision to empower the future of marketing. With this vision, 
Illuminera has shunned the path taken by other marketing consulting and MarTech firms but has endeavored to be a genuine and long-standing partner 
to our clients, supporting them to make the right marketing decisions at all stages of the marketing cycle and grow profitably.

The Illuminera Institute Program is meant for busy mid to senior-level professionals who want to refresh their thinking by absorbing new ideas to 
provide stimulation and momentum for new thinking when they return to their desks. Through these courses, we distill our learning and insights into 
bite-sized, simple concepts that could act as stimulants to do things differently in the competitive battle for the wallets and minds of consumers. 
Typically, these courses are complimentary, as a token of gratitude and appreciation to our clients, through whose support we have garnered the 
insights and ideas presented in these seminars.



Training and Skill Building

»  Sharing best practices

»  Advanced methods and new approaches

»  Foundational training

Illuminera has been offering bespoke training seminars for several years. We 

want to mitigate problems by offering training – both to the practitioners 

of research and to the users. We design and deliver bespoke training to 

meet the specific needs of different organizations. The training could cover 

both foundational courses and advanced topics.

Insight Harvesting

»  Mining currently available data 

»  Joining the dots

We acknowledge that organizations can be inundated with data, from their 

consultancies, from their own internal source, and from the web. llluminera 

Institute undertakes assignments where we look at all key sources of data 

available with our clients, do a meta-analysis, join the dots, and provide 

meaningful and consistent insights.

Thought Leadership

» Deciphering key trends in the market

» Understanding changing mindsets and values

We at Illuminera Institute focus on deciphering and interpreting consum-

er trends and changing consumer preferences and attitudes. The areas of 

focus vary from time to time and may include the study of specific 

segments (e.g. the Chinese centennials), specific markets (e.g. the self-health 

market) or specific business challenges e.g. (digital transformation).

Three key areas of focus
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2021 Program

Winning at the Starting Line
New drug launch excellence  

Innovate Innovation
Making innovation a systematic and continuous process 

with better odds of success

Leading Pharma E-commerce
Opportunity, Innovation & Strategy

Reimagine the Future of Marketing
Turning data-empowered marketing into reality

Getting Pricing Right
How pharmaceutical companies can get ahead in China’s new 

era of healthcare

Reinventing Brand Communication in the Digital Age
Brand strategy innovation and business model re-thinks in a 

digital environment

Nudging the Consumer to Your Brand
Marketing X Behavioral Science

*Date will be posted one month prior to the seminar

Physicians: Predictably Irrational
Medical decision making through the behavioral economics lens  

Rethinking Brand Side (1st Party) Data Strategy
Build vCDP to empower business growth

The Making of Blockbuster Drugs
The art of developing powerful pharmaceutical brand strategy

Three Secret Weapons for Digital Marketing & E-commerce
Efficiency Maximizer + EC Campaign Optimizer + NPD-L Propeller  

Private Domain Business Model: The Force Awakens
Unprecedented potential, a path for outstanding growth

Persuade or Nudge
Rethinking marketing for a fragmented life
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For more details on any of our programs or to discuss any specific needs for your organization, 
please write to or call:

Shanshan Ye

8621 5395 1000 * 8081

shanshan.ye@illuminera.com

Ashok Sethi

8621 5395 1000 * 8077

ashok.sethi@illuminera.com



Overview 

Thanks to the loosening up and acceleration of CDE’s new drug approval 

process, multinational pharmaceutical companies have geared up their efforts 

to introduce new drugs into China. 

Certainly, everyone is eyeing the prize when launching new products.  Yet it 

has been and will continue to be extremely difficult for most new drugs to 

make a big splash in the market. For one, even though most of these drugs 

are original, the majority of them are actually a “me too” product in 

adjacent classes offering largely similar efficacy and safety.  Take the RA 

biological market as an example, there will be around 30 biosimilars by 

2021. It will be extremely difficult for any of the players to establish 

sufficient differentiation, therefore overheated price competition is 

expected.

In addition, fierce competition from local generics tends to appear very 

early on with local players becoming increasingly sophisticated in sales and 

marketing. Furthermore, the shifts in market access regulations and practic-

es, while making it easier and faster to contemplate reimbursement listing, 

have made pricing and listing ever more challenging.

Building upon our extensive experience supporting new product launches, 

Illuminera will offer our insights and best practices in new drug launch 

excellence with tips, viewpoints, frameworks, and real world cases.

Program 
»  Today’s challenges for the success of a new drug

»  The essentials in new product launch excellence

»  Finding the angle to win – positioning

»  Telling a story to convince – value proposition

»  Pricing for advantage 

»  Making your product available

Winning at the Starting Line
New drug launch excellence
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Overview 

L’Oréal Mid-night Cream sold 100,000+ units on its first launch day. Vivo

X23 sales hit twice as much as planned and successfully became the 

best-seller. Sales of HOROYOI, Suntory’s new product, has topped 

beverage categories on Tmall within six months. What’s the secret receipt 

behind these best-sellers and successful new launches? How can we utilize 

innovation to help brands stay ahead of the trends?

At Illuminera we believe the successful innovation should be impactful for 

both brand and the marketplace. The right mindset for innovation is not 

about hitting the jackpot but rather in systematically and continuously 

churning out new products/services with improved odds of success.

THREE INNOVATION, one of Illuminera’s specialist boutiques, has a lot to 

share on making your innovation efforts “systematic”, “continuous” and 

with “improved odds”. With our deep understanding of big data and rich 

experience in consumer co-creation, THREE INNOVATION has helped 

companies such as L’Oréal, Jahwa, Ferrero, VF, Midea and Yan Palace to 

churn out successful new products. Come join us to learn about our 

philosophy, approach and real-world cases on doing innovation the better 

way.

Program 
»  How to innovate successfully in categories or industries full 

of homogeneous products and tech limitation?

»  How to catch up with trends in a rapidly changing market?

»  How to get better use of consumer co-creation to enhance 

product competence?

»  How to effectively use resources to improve success rate 

of new launches?

Innovate Innovation
Making innovation a systematic and continuous process with better odds of success



Overview 
As the COVID-19 pandemic sweeps the world, businesses are scrambling to 

respond to constantly evolving policies. The pharmaceutical industry is no 

exception.

Most traditional pharmaceutical manufacturers had well and truly begun to 

adopt digital channels and e-commerce platforms to better serve and 

target customers, with differing degrees of success.

It is however abundantly clear that the organizations capable of agility and 

innovation will fare far better than their competition in the challenging 

months ahead.

With rich experience in pharmaceutical marketing, and acumen about 

innovative digitalization, The Healthcare team in Illuminera is always ready 

to provide you with forward-looking thinking on the challenges, opportu-

nities and solutions as pharmaceutical companies confront the realities of 

e-commerce. Real-world Illuminera case studies driven by data empower-

ment in consumer sectors will also be shared.

Program 
»  What role do online channels play? How can your brand achieve 

synergy among them?

»  What are the key trends in healthcare e-commerce? How can you     

plan and prepare ahead?

»  Can FMCG business models be applied to healthcare e-commerce 

practices?

»  Learn how to form a closed data loop to maximize the ROI 

of online RTM.

Leading Pharma E-commerce
Opportunity, Innovation & Strategy
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Overview 

The world of marketing is changing. Urban Chinese consumers are without 

a doubt digital consumers. They face a brutal onslaught from more content 

producers peddling more information in more formats than ever before, 

seductions from brands from all corners of the earth, and a fragmented daily 

life in which attention span is now counted in seconds.

In this context, the one size fits all, megabrand, big campaign, big-idea 

creative, 30-second TVC sound so yester-year and industrial age. 

Apparently industrial age marketing no longer works in the digital age.

What will marketing look like tomorrow? Based on our experience, 

proprietary research and solutions, and data analytics expertise, Illuminera is 

privileged to imagine the future of marketing together with you. We will 

strive to provide clear guidance on the challenges and opportunities of digital 

transformation and how best to turn the opportunities into revenue and 

profit for your organization.

Program 
»  The context: digital consumer vs. industrial age marketing 

»  Transforming marketing to win the eyes, minds and hearts 

of digital consumers

»  Brand funnel vs. brand trumpet

»  Illuminera practices and real-world case sharing
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Reimagine the Future of Marketing
Turning data-empowered marketing into reality



Overview 
With a series of newly promulgated policies intensifying market competi-

tion throughout China’s pharmaceutical industry, setting the right price 

has never been more vital for drug manufacturers. Aligning with a central-

ization of procurement policies, more of these products are now placed on 

the “group buying” list, while price negotiations between China’s National 

Healthcare Security Administration (NHSA) and pharmaceutical compa-

nies are receiving greater public exposure and concern. In addition, further 

exploration into the benefits of healthcare ecommerce is firmly on the 

agenda of administrators with a number of stakeholder groups growing 

increasingly eager for their slice of the pharmaceutical pie. 

Illuminera is a trusted and innovative provider of strategic pricing consulta-

tion to China’s healthcare sector. Our consultants have tackled diverse 

pricing problems across a wide range of product and service categories, 

delivering comprehensive solutions for our clients. As a market-leading 

voice in this space, we believe that reasonable pricing not only depends on 

formulating and implementing suitable pricing strategies, models and 

research methods, but also requires a unique understanding of the 

impacts and challenges brought about by macro-economic policies and 

consumer driven factors.

In this seminar, we will share a solid understanding of the impact of 

healthcare industry policies on pricing strategy, models and best practices. 

Using real-life cases, we will reveal the various opportunities that are 

created by adopting a considered and well-informed pricing strategy.

Program 
»  Pricing: strategic significance and fundamentals 

»  Strength and applicability of various pricing models

»  The impact of macro-economic policies on pricing in the Chinese 

healthcare market 

»  Pricing strategies and solutions for different business issues

Getting Pricing Right
How pharmaceutical companies can get ahead in China’s new era of healthcare

09



10

Overview 

It is an understatement to say that digital technology has fundamentally 

transformed the marketing landscape. Gone are the days when the 

marketer could develop a TV commercial and run it for months, hoping to 

entice consumers through the sequential stages of awareness, interest, desire 

and action (the AIDA model). In today’s world, communication needs to be 

integrated and synchronized across a wide array of digital and non-digital 

touchpoints, often with the consumer not being mere recipients, but an 

active participant in the telling of the brand story.

Facing the new norms of marketing in the digital age, traditional concepts such 

as STP theory and Mega Brand strategies seem to be unadaptable. Based on 

multi-faceted communications and traditional brand positioning strategy, many 

claim that the ‘brand’ is dead.

In this seminar, we will start from the basic changes brought to sales and 

marketing by the digital age. From there, we will discuss how to adapt and 

even transform brand strategies. At the same time, we will share strategies 

on data – the unique advantage of the digital age,  and how we can use data 

to empower brand strategy and connect marketing communication with 

strategy.

Program 
»  The new norm of marketing in the digital age

»  What is changing? Rebuilding brand strategy in the digital age

»  Data empowerment of brand strategy

»  Communication in the digital age – integration of strategy 

and execution

Reinventing Brand Communication in the Digital Age
Brand strategy innovation and business model re-thinks in a digital environment



Overview 

While a great degree of analysis and systematic thinking goes into develop-

ing the STP (segmentation, targeting and positioning) of a brand, the 

subsequent translation into communication and other elements of 

marketing are often left to chance and hope, increasing the risk of failure.

Secondly, in the era of acute scarcity of consumer attention, it is well 

established that consumers often make quick choices, based on 

short-cuts and heuristics which go beyond “positioning” – a brand may be 

bought because of a new attractive packaging, an eye-catching promotion 

or association with a “wang hong”. Unless these choice factors are 

recognized and influenced, the brand can not hope for inclusion in the 

consumer basket.  

We at Behave!, an Illuminera affiliated company, have developed a compre-

hensive frame work and a toolkit for branding to reduce the chances of 

marketing failure. This framework is firmly based on an understanding of 

consumer choice factors, as seen from a behavioral sciences point of view.  

In this seminar our marketing and behavioral science specialists will share 

with you on how to effectively nudge the consumer to your brand through 

a behavioral science-based approach.  

Program 
»  What pain-points of marketing does the behavioral science 

approach address?

»  How to integrate behavioral science thinking at the heart of 

branding?

»  What frameworks can we use to effectively apply behavioral 

science thinking in marketing?

»  What tools can be used to help develop behavioral science-

based strategies and tactics?

»  How to adopt consumer understanding methods which are 

compatible with behavioral science?

Nudging the Consumer to Your Brand
Marketing X Behavioral Science
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Overview 

Given their dedication to science and logic, one would expect doctors to be 

the epitome of rational decision making. Their decisions should be based on 

evidence, and their choices should be those which maximize the likelihood 

of recovery and cure. Similarly, patients should also make decisions about 

their health based on clear logic and rational choice.

However, our long experience of studying the decision making of both the 

physicians and consumers seems to indicate otherwise. Doctors’ decisions 

are often influenced by availability and representative bias while ignoring the 

hard-core evidence in front of them. Their choices are often determined 

by the memory of their own experience, particularly those vivid cases 

where something unexpected transpired.

Patients, similarly often seem unable to make choices even when some 

courses of action are clearly more desirable. Choices are influenced by 

probability weighting, social concerns, and emotional considerations.

This, of course, indicates that marketing and communication in healthcare 

cannot rest on mere communication of facts. The evidence has to be framed 

appropriately and emotional as well as rational concerns addressed to 

nudge the doctors and patients to take the right decisions.

Program 
»  Understanding the physicians’ and patients’ decision making 

»  The commonly existed key heuristics 

- availability, representative and anchoring bias

»  Learning to use priming and framing to promote efficiency of     

communication

»  Re-anchoring the way key stakeholders assess the worth of a 

product

Physicians: Predictably Irrational
Medical decision making through the behavioral economics lens



Overview 

Data is the new oil! Not surprisingly almost all brand owners with means 

are either implementing or contemplating their own data strategy. Some 

have plowed a great fortune into solutions such as DMP and/or CDP; 

others spent heavily to collect data like without data there is no tomorrow. 

Despite this collective anxiety, most companies have not seen the bang 

for the buck for whatever they spent on their data strategy.

When working with clients on their data strategy, Illuminera typically ask the 

following questions:

»   How valuable is the 1st party data? In most cases the answer is    

“limited”

»   How can we enhance the value of 1st party data leveraging 2nd 

and 3rd party data?

»   What are the monetization mechanisms for the data, aside from 

traditionally viable but limited-value CRM-ish solutions?

»   How should the organization evolve to fully embrace the data 

strategy and, thus, enable the digitalization of marketing?

»   …

Over the past few years, Illuminera has had the privilege to work with 

leading brands to push the envelope and explored various ways of instilling 

data into the marketing processes. In this seminar, we will share our 

unique insights, solutions, and real world cases concerning brand owners' 

data strategy and especially the powerful solutions of Virtual CDP 

(vCDP).

Program 
»  The reality of data as oil from the 1st party perspective

»  vCDP: enhancing the value of the 1st party data

»  Monetize on data: real-world cases

»  Roadmap to the future of marketing: digitalize your marketing 

processes
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Rethinking Brand Side (1st Party) Data Strategy
Build vCDP to empower business growth
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Overview 

If there is one phenomenon that defines the pharmaceutical sector in the 

past decade, it has to be the commoditization of drugs. Increasingly highly 

anticipated new drugs rolling out of pipelines turn out to be just me-too’s. 

Gone are the days when the unique strengths of a product trump its brand 

strategy and the drug literally sells itself.

Bad news for the drug companies but good news for the healthcare 

marketing professionals!  When drugs resemble each other so much, whoever 

is capable of making his/her drug stand out in customers’ minds, wins the war. 

The route to powerful brand strategy, however, is not so clear in an industry 

that is for the most part sales-driven. In addition, complex environment and 

confusing decision-making processes further complicate the situation.

At Illuminera, it is our belief that, regardless of how special an industry may 

be, the most effective brand strategy should be grounded on insights and 

inspired by creativity. With this belief, our consultants developed our own 

framework and made a lasting impact on brands such as Byetta, Aprovel, 

Vancocin, Cymbalta, Trajenta, Viread, etc.  

Specially designed for experienced marketing and market research 

practitioners in the pharmaceutical sector, this seminar will offer a new 

approach to brand strategy development and share our best practices. 

Real-world cases and group exercises will be used to inspire thinking and 

discussions.

Program 
»  The power of a sound brand strategy

»  What makes a brand strategy great?

»  New ways to build powerful brand strategy

»  How to stand out in cluttered competition?

»  Evolving a brand strategy in highly dynamic competitive environment

»  Crafting a portfolio strategy

The Making of Blockbuster Drugs
The art of developing powerful pharmaceutical brand strategy



Overview 

In the information age, as sales data becomes more nuanced and accessible, 

traditional difficulties such as ROI analysis, measuring sales efficiency, and 

optimization of sales tools are all solved with modern tools. 

On what scale does media exposure affect consumer choices? How can 

brands most efficiently budget e-commerce sales events, extracting value 

from every pageview? How can we extract opportunities from a sea of data 

to develop an instant sellout? Illuminera has gathered and summarized 

extensive practical experience, proposing the Efficiency Maximizer, the EC 

Campaign Optimizer, and the NPD-L Propeller as three tools to help 

brands break into digital marketing & e-commerce.

In this seminar, Illuminera’s big data team leads your sales revolution by 

dissecting the makings of industry-leading cases through external media 

placement evaluations, consumer management strategy & implementation, 

market gaps, and consumer innovation.

Program 
»  Efficiency Maximizer: maximizing synergy of different medias, 

building a high-efficiency sales and marketing system

»  EC Campaign Optimizer: realizing internal and external 

cooperation in e-commerce platforms, driving business growth

»  NPD-L Propeller: planning new product roadmaps, customizing 

the path to market

Three Secret Weapons for Digital Marketing & E-commerce
Efficiency Maximizer + EC Campaign Optimizer + NPD-L Propeller
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Overview 

As brands run up against an ROI ceiling in public domain customers, costs 

have risen, and flexibility has reduced. The most viable way out is to build 

private domains and successfully generate revenue without relying on the 

public domain. The advent of private domains is fast becoming a coveted 

avenue for generating traffic, but how can this ace be played? How can we 

convert traffic into private domains to fuel a new round of growth? 

Through a proprietary private domain business model and playbook, 

Illuminera has identified five success factors and four core abilities for 

private domains. This allows brands to quickly formulate strategies, 

digitalize their private domains, combine public and private domains for 

all-access marketing and management, and build a fully functional team.

In this seminar, Illuminera will share with you from “0→1→100” how to 

build private consumer domains, understand traps in domain building and 

management, and principles to follow for success.

Program 
»  Evaluate whether a brand is suitable for building a private 

domain

»  Building private domain strategy for brands

»  How to successfully manage private domains

»  Share successful cases

Private Domain Business Model: The Force Awakens
Unprecedented potential, a path for outstanding growth



Overview 

Marketing has traditionally embraced the “strong theory” of consumer 

persuasion. It has been the belief that consumers need to be targeted with 

powerful communications, full of unique qualities of the product, which will 

convince them, and they will be irresistibly drawn to the brand. 

However new research and analysis, in marketing and neuroscience, 

coupled with the theories of behavioral economics suggest that marketers 

have been living in a fool’s paradise. Let alone persuasion, in today’s 

cluttered digital environment, and fragmented consumer life, it is even 

difficult to get the consumer attention for any sustained period of time. 

Consumers do not care enough about brands to spend their cognitive 

energies on comparative analysis and “optimize” their choices. Even for 

relatively big-ticket items, the choice model in operation is often the 

“satisficing” model rather than the “optimizing” model.

Consumers seldom do an “Excel sheet style” analysis of choices but use 

quick and convenient heuristics to make their choices. Marketers need to 

understand the choice model operating in their category and design their 

marketing strategies accordingly. If the choices are made instinctively and 

driven by System 1, there is little merit in expounding on the detailed 

benefits of using the brand in your communication.

In this seminar, we examine the consumer decision making in today’s 
digital environment, and discuss the approach to developing the 

marketing strategy through the key concepts of behavioral economics 

and learnings from neuroscience and contemporary marketing data 

analysis. The multi-disciplinary tools and approaches discussed in this 

seminar for understanding consumer behavior are indispensable for the 

design of persuasive choice architecture, that nudges the consumer to 

your brand.

Program 
»  Challenges of the current marketing environment 

»  Persuasion vs. Nudging

»  The “optimizing” vs. “satisficing”

»  Heuristics and short-cuts

»  Applications of the concepts in branding, pricing and experience  

design 

Persuade or Nudge
Rethinking marketing for a fragmented life
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SHANGHAI

25th Floor, No. 155 Tianjin Road, Huangpu District, Shanghai

Tel: +86 21 5395 1000

CHENGDU

Room 108, 3F WeWork Aerospace Science and Technology 

Mansion, No.7 Xinguanghua Street, Jinjiang District, Chengdu, 

Sichuan Province

Tel: +86 21 5395 1000

MELBOURNE

5-7 Guest Street, Hawthorn, VIC, 3122, Australia

Tel: +61 388 095 333

SYDNEY

Level 2, 383 George St, Sydney, NSW, 2000, Australia

Tel: +61 388 095 333

SINGAPORE

103B Amoy Street, 3rd Floor, Singapore 069923

Tel: +65 9181 3312

Scan the QR code to follow us on WeChat

For potential employment opportunities: 
joinus@illuminera.com
For all other inquiries: 
inquiries@illuminera.com


