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The Virtual Patient Experience: 
An Emotional and Informative 
Learning Journey

The Solution
The Virtual Patient Experience was emotional and informational for participants. It told 
the story of a fi ctional patient diagnosed with lung cancer, which included her network 
of HCPs and caregivers, and the impact that the disease had on her life. The curriculum 
was parceled out over 2 weeks using a digital microsite that featured multimedia and 
interactive elements. Concurrently, a campaign on AstraZeneca’s internal social media 
platform was initiated to foster daily engagement with the microsite and drive dialogue 
and refl ection.

Provider Award: 
Innovation

The Need
AstraZeneca needed a virtual launch curriculum that would convey the experience of 
patients with lung cancer, including the impact of the disease on a patient’s daily life, the 
emotional burden of the disease, and a typical path toward treatment. It was critical to 
balance informative elements of the experience with emotional and immersive elements 
that connected learners to the person at the heart of the story, while also presenting the 
perspectives of healthcare professionals (HCPs) and caregivers. It was critical that this 
journey could be experienced virtually.

The content used to tell the patient’s story 
came in many di� erent forms, depending 
on the needs of the narrative. In one 
chapter, learners were introduced to the 
patient and her family’s history by fl ipping 
through a photo album and listening to the 
patient and her daughter chatting about 
the pictures. In another chapter, learners 
watched a video of an HCP and the patient 
discussing the results of a major surgical 
procedure and how it would impact her 
next steps. An emotional connection was 
established, providing deeper insight into 
the patient experience for the learner. 

The digital microsite was complemented 
by a campaign delivered on AstraZeneca’s 
internal social media platform. Each day, 
posts on the platform were used to drive 
users toward the microsite to engage with 
newly released content. The microsite 
in turn directed users back to the social 
media platform after they had completed 
each day’s worth of content. There the 
learners had the opportunity to engage 
in discussions with their peers about the 
experience and their reactions to it, and 
to refl ect on how they could apply this 
experience in their own roles.

The Virtual Patient Experience story was 
told using a wide variety of media types. 
Using a patient case fi le, narrated by a 
physician, the patient’s medical history 
and test results were explored. A brochure 
on lung cancer for patients was created 
to show learners what information and 
messages are available within patient 
resources. A recording of a phone call 
between the patient and her daughter 
revealed the emotional toll that cancer can 
take on a family. These varied pieces were 
then woven together to tell a compelling 
and poignant story.

Participants were surveyed after the completion of the virtual launch. This survey captured the 
quantitative and qualitative feedback including their responses to the Virtual Patient Experience. 

Narrative Driven Experiences Engagement Multimedia StorytellingSlowing The Pace

“This [Virtual Patient Experience] 
really brought the data to life!”

“Use of technology helped keep it 
engaging. I liked that it built over 
the course of a few days”

“Excellent and moving”

64% of participants surveyed strongly agreed that providing the perspectives of the physician and patient in the 
Virtual Patient Experience was valuable to understanding the perspectives of key stakeholders along the patient journey

45% of participants surveyed agreed that the use of an internal social media platform as a forum for discussion 
about the experience provided them with opportunities to begin applying and verbalizing what they had learned

125 active users produced 47 reactions, 19 comments, and 2 posts on 1 day of the experience. 
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A phased microlearning approach was 
chosen to provide a way to build the 
learner’s empathy and ability to grasp the 
daily impact of living with cancer. A new 
chapter was unlocked each day over the 
course of 2 weeks. The choice to slow the 
pace of the experience in this way pushed 
learners to adopt a new perspective of 
the patient’s journey and to consider how 
a patient deals with their disease and its 
impacts daily.


