EXPERIENCE A BRAND NEW REALIT Y
Innovative And Engaging Experiences That Inspire And Empower Change

LEARN MORE:

www.tipmedia.com

info@tipmedia.com

Table of Contents
















SCIENCE | CREATIVIT Y | TECHNOLOGY | RETENTION



Tipping Point Media specializes in the creative design and programming
of interactive learning, virtual training, experiential marketing, and
VR/AR/MR simulations for the life sciences and beyond.
Our team of certified medical animators, artists, programmers,
instructional designers and digital innovators are dedicated to
revolutionizing experiential marketing and interactive learning.
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Tipping Point Media is headquartered in Malvern, PA, and has
been working in the interactive learning, virtual training, and digital
marketing space since 2003.
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SC IENCE

S C I E N T I F I C A L LY P R O V E N M E T H O D S T O

INSPIRE &
EMPOWER
Everything we do at
Tipping Point Media
is backed by science.
The foundation of our
virtual solutions is
an experiential, “learn
by doing” approach that
is scientifically proven
to drive retention and
build emotional, human
connections.

collected his findings on
education techniques
into a learning pyramid,
learners retain up to
90% of new information
if they’re given an
opportunity to experience
it first-hand, versus
only 10% by reading
information and 20% by
listening to a lecture.

Learning that’s immersive,
that has audiences
engaging multiple senses,
creates potent memories
and improves retention.
According to education
expert Edgar Dale, who

Our instructional
designers specialize
in adult learning
strategies and engaging
users via experiential
learning. By giving users
an intimate, first-hand

exposure to the material,
we engage the brain
through multiple sensory
inputs and build stronger
connections, which means
users are more likely to
remember what they’ve
been shown and more
likely to act upon the
new information. Our
team is always on top
of the latest trends in
education, life sciences,
and technology, which
means we always have
the best tool for the job to
optimize results.

N E W I N F O R M AT I O N R E T E N T I O N
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T

he healthcare industry has been changing
rapidly, especially in the last few
years. Everyone in the industry, from
pharmaceutical and biotech companies, all
the way to health care providers, across
every field and specialty, has had to
answer the question:

How do we continue
having conversations
and providing the best
possible care for our
patients?

HCPs ARE NO DIFFERENT

61%

87% 10%
FULLY VIRTUAL OR
HYBRID MODEL

OF HCPs COMMUNICATE MORE WITH REPS...
BUT BEING ABLE TO ACCESS THESE HCPs IS
INCREASINGLY LIMITED

Like many others in the industry, we’ve
found that gaining access to doctors is
the biggest challenge of the pandemic and
post-pandemic era. The industry finds itself
at an interesting nexus point. Doctors are
interested in meeting with representatives
more than ever—an Accenture survey
found that as many as 61% of HCPs

communicate more with reps now than they
did before COVID-19—but between the high
demand for healthcare services following
the pandemic and increasingly stringent
bans on who can and cannot enter facilities
like private practices and hospitals, being
able to access these HCPs and have these
conversations is increasingly limited.

Surveys show that 87% of HCPs
want all their meetings with sales
representatives going forward to be
either fully virtual or hybrid, compared
to only 10% who want to resume
exclusively in-person meetings.

58% 36%

TIPPING POINT MEDIA’S LINKEDIN STUDY

SEEN OR TREATED
VIRTUALLY

60%

27%

11%

HYBRID MODEL

FULLY VIRTUAL

FULLY IN-PERSON

EXCLUSIVELY
IN-PERSON

We held a poll on LinkedIn to ask our industry contacts about how they viewed the future
of the virtual landscape. Of the 63 respondents, we found that 60% of them desired or were
using a hybrid communication model in 2021, while another 27% preferred communicating
entirely virtually (through phones, messenger apps, video conferencing, etc.), compared to
only 11% of respondents who wanted to return to a fully in-person model.

INQUIRED ABOUT
TELEHEALTH

This ‘going virtual’ approach extends past
the HCPs. An Accenture Patient Survey
found that 58% of patients would prefer
being seen and treated by virtual
doctors, without having to enter a hospital
or private office, and 36% of patients
directly inquired about their provider’s
telehealth capabilities.

IN ADDITION
HCPs are looking for companies to do something different. It is a longstanding stereotype of the industry that sales reps will spam HCPs and
press new products without considering the needs of the HCP and their
patients. However, in a post-pandemic world—66% of HCPs switched
their patients’ treatments due to COVID-19-related concerns, and
nearly 4 in 10 admit that they are more willing to use recently
launched treatments following the pandemic—HCPs are looking for more
product information and are increasingly eager to change their traditional
strategies in favor of what best serves their patients. The issue is making
a connection that matters.

HCPs ARE LOOKING TO HAVE CONVERSATIONS WITH
HCPs
INDUSTRY LEADERS WHO WANT TO MAKE A DIFFERENCE

57%
of HCPs believe that
companies don’t understand
the impact the pandemic has
had on their practices

51%
believe that companies
don’t understand the impact
COVID-19 has had on
their patients

There is a demonstrable need, not just for information, but for
information that is relevant and shows a focus on the wellbeing of patients. There’s a demand from HCPs to bring them
information and create real, human connections—even
over virtual platforms—and show that, no matter what
the medium or the message, the end point is always
improving the lives of patients the world over.
Solving problems through empathy, not
technology, will open doors and create
powerful human connections that inspire
change and save lives.

Reinventing Relevance, New Models for Pharma Engagement with Healthcare Providers in a COVID-19 World, Accenture
Healthcare Provider Survey May 2020. https://www.accenture.com/_acnmedia/PDF-130/Accenture-HCP-Survey-v4.pdf
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VIRTUAL BRAND EXPERIENCE
Nothing draws a crowd like a demonstration. Webinars
and virtual conferences are unengaging and don’t have
the same marketing power as getting to see, feel, and
explore products and offerings for yourself.
Now, you can recreate that live experience in an
immersive virtual setting. A Virtual Brand Experience
creates a virtual display piece that can house all your
marketing materials in an immersive and interactive
way. Give your customers a full, 360-degree experience
from the comfort of their living room while they learn
all about your products and services.
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THE POWER OF IMMERSIVE EXPERIENCES
We aren’t a “one-and-done” virtual solutions company. We want to help you build connections between
your product and your audiences from the moment of discovery to the moment the patient receives it. We
create a holistic strategy that encompasses training, marketing, research and development, and medical
affairs, creating virtual solutions that work with each other, as well as your pre-existing content, to educate
audiences about your product throughout its development life cycle.

We get to know you and your team to create something uniquely
customized to your needs and your vision. Our team will know you by
name, not by project number.
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GET TING TO THE HEART OF CREATIVE STORY TELLING
As artists and storytellers, we must always keep the big picture
in mind. What are we doing this for? Who are we creating this
for, and what difference will it make? Through stunning visuals,
narration, and empathetic themes, we help people connect with
individual patients and their lives, rather than feed them textbook
information about products and diseases.

Empathetic storytelling is the heart of creativity
because it makes an impact.

Empathetic storytelling is the heart of creativity because it makes
an impact – whether they are a viewer, a listener, or a participant.
12

We strive to evolve what’s possible and find the most innovative,
compelling ways to connect emotionally with audiences.
When the viewer can connect emotionally to a true human
experience, like a patient's pain or a moment of courage in their
story, it inspires them to take action and make a difference. As
storytellers, our goal is to engage and connect with audiences on
an emotional level – because the result could change someone’s
life for the better.
13

USING VR/AR FOR PATIENT AND HCP EDUCATION
Learning by doing is not a new concept — the theory has
been around for centuries. It was expounded by John
Dewey in the early 1900s and again in the 1980s by David
Kolb with his theory of experiential learning.
Today, the value of learning through experience, rather
than passively receiving information, is considered
obvious — you don’t learn how to ride a bike by sitting in
a classroom. However, new technologies such as virtual
reality (VR) and augmented reality (AR) have allowed us to
take the concept of experiential learning to the next level.
The immersive qualities of VR and AR can be used to create
empathetic, learn-by-doing experiences that support a
deeper level of understanding of the patient journey,
disease states, treatment options, and procedures, which
in turn can drive traffic, increase brand awareness and
loyalty, and support other marketing initiatives.
VIRTUAL AND AUGMENTED REALITY
VR is a fully immersive experience that places the user in a
3D-generated, 360-degree environment. AR, on the other hand,
blends 3D-generated projections onto the user’s real world.
VR typically requires a specialized headset, but both can be
experienced from mobile devices such as smartphones and tablets.
Both technologies can transport your audience to any location
you can imagine, even inaccessible ones such as inside a patient’s
body at the cellular level. These state-of-the-art applications allow
your audience to see, hear, and feel first-hand what the patient
experiences on a level impossible with any other technology.

THE ROLE OF EMPATHY IN HEALTHCARE MARKETING
Having an empathetic approach to marketing can be a powerful
tool that builds patient trust and calms patient anxieties. In a
world where information is everywhere and patients are taking
more interest in researching their diseases
and treatment options, projecting
an image of perspective and
understanding helps
brands increase
awareness and
loyalty while
educating their
customer base.
Research
has shown
that doctors
who exhibit
genuine
empathy and
effectively
communicate with
their patients have
less malpractice cases,
Figure 1. Seeing
make fewer mistakes,
Through a Patient’s Eyes:
and have patients who
A user is asked to drive a
car while dark spots occlude
are more satisfied with
their central line of vision,
their care and have better
demonstrating a common
health outcomes.
symptom of age-related
Using VR/AR can help foster these highquality interactions between patients and

macular degeneration.
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healthcare providers (HCPs). The immersive, experiential qualities
of these new technologies allow caregivers and HCPs to not just
observe but play an active role in learning about things such as
disease progression and symptom development. This level of
emotional engagement motivates and focuses HCPs on providing
the best care for their patients, who now feel like they’re being
heard, cared for, and understood.

text or call. In VR, haptic feedback is usually transmitted through
handheld controllers but can also take advantage of specialized
wearable devices, such as haptic feedback vests, jackets, pants,
and even shoes. These devices allow VR/AR experiences to
simulate physical symptoms of disease, such as arthritic pain
or unsteady hands (Figure 2), as well as add tactile elements to
simulations, like the impact of a surgical tool as it touches bone.

DEVELOPING EMPATHY USING VR AND AR

This sensory stimulation is at its strongest when paired with
meaningful storytelling. Humans are storytellers by nature. Stories
are easier to remember because they stimulate human emotions.
Pairing compelling visuals and sensory stimulation with an
emotional story and an experiential strategy creates an impactful
and memorable experience in a way no other technology can.

At their core, VR and AR use sensory stimulation—including
visual distortions, audio effects, and tactile feedback—to
replace or enhance the user’s reality.
Visual distortions manipulate a user’s ability to see. Visual
blurs or dark spots can replicate degrading vision or
indicate a struggle with concentration, while occluding
tunnel vision can create distractions from the task at
hand. VR has given doctors and caregivers a chance
to experience the frustrations and hardships that a
person with an ocular disease, like age-related macular
degeneration, must go through every day (Figure 1). It
provides a perspective that was not achievable before
this technology.
Audio effects can be used to help emphasize moments of impact
or the time it takes to perform tasks. These effects can also be
used to increase the user’s stress level and mimic painful symptoms,
such as heavy rhythmic tones to signal the onset of a migraine.
In VR/AR, haptic feedback adds another dimension to the simulated
world, increasing the level of immersion and presence. Haptic
feedback simulates the sense of touch. An example you’ve
probably experienced is your cell phone vibrating when you get a

Figure 2. Feel the Patient’s Pain: Visual cues, audio effects, and haptic feedback
relay the pain that comes with comes with performing seemingly simple tasks, like
throwing a basketball, with rheumatoid arthritis.
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Interactive Patient Journey Campaign

Web-based Augmented
Reality (WebAR) Pediatric
Support Camp

Scan the QR code
to experience
WebAR

WebAR Mechanism of Disease
Interactive Experience
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TECHNOLOGY

TECHNOLOGY IS CONSTANTLY EVOLVING. Virtual and augmented
reality is at peak popularity right now. But will that be the case ten
years from now? Even five years from now? Innovation is a wonderful
thing, but we can’t rely on the hardware to do the work for us.
Rather than chase ‘the next big thing’, we evaluate and consider the
potential of each new device and make our development decisions
based on its benefit and value for the problem at hand.
What does it mean to be hardware agnostic? To us, it means
recognizing that not every virtual medium suits every job.
Virtual reality is incredible for delivering immersive, 360-degree
experiences. Augmented reality is ideal for accessible virtual
content that’s simple to use and readily available. eLearning is often
overlooked for its simplicity, but it’s a powerful learning tool that can
deliver information in creative and engaging ways. The key to
engaging with your audiences is to build for the platform that
best suits your needs, whether that’s taking advantage of unique
mediums that best tell your story or creating solutions that are
accessible no matter where your audience is.

ASK YOURSELF: Do you see virtual technology as a trend? Or do
you understand it as a real, data-driven strategic solution?
We see technology as a delivery tool; every device and medium
have a time and place. At the end of the day, the goal is to connect
and engage with others. Technology has the capacity to build,
strengthen, and maintain human connections. Think of a parent
video chatting with their child or a friend sending a “thinking of you”
text; these moments of human connection are made possible by
innovative technology.
Technology can be taken above and beyond its current potential
when used as an ever-evolving vehicle for building
human connections.
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RETENTION

SCIENCE
CREATIVITY
TECHNOLOGY

Retention is the key to our success. It’s the human brain’s ability
to not only hold information, but also the brain’s ability to call
on information and use it in day-to-day life. Content that’s
immersive, hands-on, and personal is proven to increase
retention, whether your goal is connecting people to your brand or
educating learners.

By weaving together scientific expertise with creative
storytelling, and evolving alongside technology, we design
experiences that drive retention.

Regardless of the product, the audience, or the message,
retention is key. If retention is low, people passively engage with
the material and move on. It doesn’t stay with them afterwards.
They aren’t able to use the information going forward, and
20

they aren’t driven to make changes based on what they’ve
learned. When retention is high, audiences remember what they’ve
seen. They’re able to pull and use that information more readily,
and they’re inspired to take action and make a difference.
Whether your goal is connecting people to your brand or
educating your audience, content that resonates on an emotional
level is proven to maximize retention and create unforgettable
experiences. Our core values—Science, Creativity, Technology,
and Retention—come together to create empathetic education,
empower human connections, and inspire positive change.
21

CUSTOMER CASE STUDY
Recently, we developed a virtual
reality experience for use at an
HCP conference. This initiative
was a highlight of the event, to the
point that a waiting list was used to
manage interested attendees during
all open hours of the exhibit hall.
The client received requests from
physicians and hospitals to bring
this experience to their facilities
to train their staff. After seeing
the reactions and feedback from
the first Congress, they took it
on a road tour and converted it

to be compatible with two mobile
platforms, the iPad and the Oculus
Quest, to increase the accessibility
of the application.
The project was so well-received
that the client rolled out the
application to support their Medical
Science Liaison and Sales teams.
In addition, the success of the
project led to the client adding an
additional indication in the form
of an expansion module focused
on a potential complication of the
original disease states.

Realities CAMPUS is Tipping Point Media’s custom admin analytics dashboard for virtual
and augmented reality and beyond. It’s not a traditional learning management system;
instead, it’s an all-encompassing platform that lets you track learners’ progress, gain
valuable insights on how and where users are spending time, and get the most benefits
out of your VR/AR/MR/eLearning solutions, all from one accessible and easy to read
information panel–available on any desktop or device.
Realities CAMPUS is built with virtual and augmented reality (VR/AR) at the forefront
of its capabilities. Not only can Realities CAMPUS track basic metrics, like completion
percentage and number of correct or incorrect responses, but it can also track your
user’s behaviors as they move through the experience. Track specific behaviors and
interactions within the app and figure out in detail what your learners are doing and how
they’re benefitting in your virtual experiences.
22
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CLIENTS

24

25

DOWNLOAD AND EXPLORE THE

T PM AUGMENTED REALITY APPLICATION
(INSTRUCTIONS BELOW)

Follow the link or scan
the QR code below.

Select install the
application and follow
the instructions.

Explore the TPM AR
Application!

Visit: tipmedia.com/ar_demo | OR | SCAN the QR code
With the TPM AR application, you may use your mobile device or tablet to scan the target
image ( the colorful hexagon) on the front of this page and reveal a 3D Display.

www.tipmedia.com

info@tipmedia.com

