
NICEINSIGHT.COM  59

So, are the customer experience results 
from these consumer markets and other  
B2B industries relevant to the contract 
manufacturing segment? The answer is a 
resounding yes. In both our professional/
business and private consumer lives, we are 
continuously exposed to, and demanding 
for ourselves, increasingly positive custom-
er experiences in buying cycles.2

THE DIMENSIONS OF CUSTOMER  
EXPERIENCE IN THE CMO!CDMO MARKET
Which of the new insights in customer  
experience are relevant to the CMO indus-
try, and what are some options to improve 
the customer experience? There are criti-
cal differences between large consumer 
market segments and the customers for 
CMO services.
!1"  In large consumer market segments, 
customer satisfaction is systematically and 
routinely tracked, creating consistent ob-
servations that, in turn, lead to suggestions 
for how to improve customer interactions 
and the supporting processes.
!2"  Historically many CMO services have 
been offered in a project-to-project  
fashion for particular customers with 
unique requests, and the value of empirical  
approaches to improve processes that  
enhance customer experience is limited.
!3"  The CMO-Sponsor relationship often  
involves specialized staff both from the 
CMO and customer’s organization.

Important dimensions that have shaped 
the customer experience for decades are 
cost (obviously), delivery date/supply reli-
ability, and product specifications. 

Nice Insight has developed the Customer 
Awareness (CA) and Customer Perception 
(CP) scores to further detail what constitutes 
customer experience dimensions in the 
CMO market. For purposes of the Nice In-
sight survey, Customer Awareness describes 
a potential or current buyer’s knowledge of 
a particular company, product, or service of-
fering. Customer Perception reflects how a 
current buyer or prospect rates a company 
based on information he/she has been ex-
posed to, such as marketing materials and 
word-of-mouth influence, as well as personal 
experience. 

The CP score is based on six drivers in 
outsourcing: Reliability, Quality, Innova-
tion, Affordability, Productivity, and Regula-
tory Track Record. In addition to measuring 
customer awareness and perception infor-

mation on specific companies, the survey 
collects data on general outsourcing prac-
tices and preferences, as well as barriers 
to strategic partnerships among buyers of  
outsourced services.  

Other dimensions may include intellectu-
al property, process compliance, and trace-
ability, depending on the complexity of the 
customer’s request. 

The Nice Insight Pharmaceutical and Bio-
technology Survey is deployed to pharma-
ceutical and biotechnology executives seek-
ing outsourcing on an annual basis. Since 
2010, Nice Insight has randomly selected 
respondents from a group of over 40,000 
qualified individuals who are key industry 
influencers and decision makers to com-
plete its Nice Insight Pharmaceutical and 
Biotechnology Survey (CRO/CMO/CDMO). 
Survey respondents answer a range of ques-
tions based on their outsourcing needs and 
behaviors. The data provides ratings of com-
pany strengths for providers offering similar 
services based on various criteria, such as 
buyer group or service type.  

BEING GREAT IN 2016
The 2016 CDMO report includes responses 
from 587 participants representing Big 
Pharma and Biotech (36%), Midsize Pharma 
and Biotech (43%), Small and Emerging 
Pharma and Biotech (21%), and having posi-
tions in C-Suite (39%), Operations, Purchas-
ing, and Drug Development (29%), Quality 
Assurance/Regulatory (11%), and R&D/For-
mulation (18%).4

The 2016 CDMO Nice Insight report 
found that 87% of CDMO customers across 
all customer segments (Big Pharma/Bio-
tech, Midsize Pharma/Biotech, Small and 
Emerging Pharma/Biotech) look for strate-
gic partnerships, while CDMO selection cri-
teria include hard business requirements 
for understanding customer requirements, 
contractual approach, regulatory compli-
ance, and cost (see Figure 1). Post-CDMO 
engagement satisfaction relies on the “soft” 
attributes that are related to good commu-
nication, being flexible, and the ability to 
adapt to customer protocols. It is clear that, 
apart from the great performance in busi-

Understanding of the Customer 
Requirements

49% 11%38% 1% 1%

Regulatory Compliance

51% 10%37% 2% 0%

Risk Adherence

43% 11%43% 3% 1%

Contractual Approach

47% 10%40% 3% 0%

CDMO/CMO Industry Reputation

48% 10%37% 4% 1%

Financial Stability

48% 12%37% 2% 1%

Cultural Fit

40% 12%43% 3% 1%

Cost

44% 13%40% 2% 1%

Experience

48% 12%38% 3% 0%

  Very Important  

  Important 

  Somewhat Unimportant 

  Unimportant 

  Not a factor in the decision

>   F IGURE 1    ATTRI BUTES T HAT FACTOR INTO INITIAL CDMO  SELECTION


