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ig data is chang-
ing the way 
pharma man-

ufacturers approach 
their product and 
marketing efforts. The 
ability to generate and 
apply insights from 
these data is key to 
strategic planning, in-
cluding the design of  
promotional efforts to 

engage target audiences with relevant 
messages. 

Yet there is still great opportunity for 
what could be called “smaller data” – 
those more intimate insights that can 
only be gained by understanding how 
people engage with and respond to a 
branded therapy in the real world. These 
real-world data (RWD) are gaining trac-
tion as a viable and valuable currency.

Today, with our new RxSurveyor™ 
solution, we’re helping pharma marketers 
easily capture and scale the “voice of the 
patient” to make a real-world impact on 
their brand objectives. 

 
From clinical trials to the real world  

For all the valuable data they offer, 
the controlled environments of a clinical 
trial setting aren’t necessarily reflective 
of the full patient experience. 

Patient-generated RWD programs 
have the power to assess the effective-
ness of new treatments in a real-world 
setting by tracking patient journeys as 
they go about their normal daily lives. 
We designed RxSurveyor with the pa-
tient in mind – using a simple, straight-
forward surveys and a “bring your own 
device” approach to data capture lets us 
cost-effectively and systematically re-
veal insights that inform a wide range of 
important healthcare decisions through-
out all stages of the product lifecycle. 

Connecting patients and physicians  
Voice of the patient data on satisfac-

tion, intent to stay on a branded therapy, 

Surveying patients about not just therapeu-
tic efficacy and overall satisfaction, but also 
about their experience with a device, sup-
port programs, and other elements of the 
patient experience provides market insights 
that can be applied to brand planning and 
promotion.  

For example, we saw how a brand aim-
ing to communicate the broad value of a 
medication for symptom relief, reduction in 
exacerbations and improvement in quality 
of life was able to capture patients’ positive 
experiences with the brand – including a 
40% reduction in symptom frequency, with 
95% of patients surveyed saying they intend 
to continue medication. With these insights 
in hand, the digital program was able to 
claim a 2.6:1 ROI through subsequent pre-
scription lift. 

Brands that offer patient support pro-
grams—such as injection training—can eas-
ily scale these programs, better allocate 
resources, and assess their effectiveness 
through digital patient surveys. For exam-
ple, field sales representatives for a medical 
device spend much of their time tracking 
down and training patients on behalf of the 
practice to train them in the device, only 
find that many have already mastered the 
device. By engaging via an easy-to-use digi-
tal survey, patients can be triaged to ensure 
that reps can focus on the patients in great-
est need of personalized support. 

Moving forward  
It’s never been easier to take advantage 

of the real-world data all around us. Mobile 
technology makes capturing these data 
easy; patient-generated data is becoming 
part of the overall care plan; and pharma 
marketers are able to apply these data to 
their strategic engagement efforts.

Are you ready? 
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The Power of Real-World Data to Drive Outcomes  

ut
and other feedback gives healthcare 
professionals (HCPs) the context (and 
perhaps confidence) to continue writing 
and to consider the therapy for other 
eligible patients. Based on a survey of 
HCPs, 88% say real-world information 
helps them talk with other patients about 
a certain medication, yet that data can 
be difficult to get: 79% of HCPs say that 
they don’t currently have access to re-
al-world patient experience data. 

Meanwhile, patients are eager to 
share their experiences with their phy-
sicians in the moments between clin-
ical visits; across dozens of patient 
feedback programs we’ve run over 
the years, 85% of patient participants 
report improved communication with 
their healthcare provider, and 92% say 
they would participate in a similar pro-
gram again.

Patient experience data at the in-
dividual level offers HCPs real-world 
insights into multiple aspects of brand 
therapy including information on symp-
toms and overall therapeutic approach, 
as well as  actionable information that 
HCPs can use to optimize a patient 
consultation. This often leads to in-
creased prescribing of a specific brand.

For example, we saw how a brand 
looking to accelerate adoption of a 
medication with a new indication used 
a digital program to provide patients 
with educational content -- supple-
menting information provided by their 
physicians – and encourage commu-
nication between physicians and pa-
tients through direct patient feedback. 
As a result, the program yielded an 
80% NRx lift among HCPs whose pa-
tients enrolled in program compared to 
matched control group, and delivered 
an estimated annual ROI of 4.7:1.  

Commercial use cases for RWD 
In addition to providing HCPs with in-

sights that drive writing behavior, voice 
of the patient data can also be used to 
gather brand-specific insights at scale. 

By Joe Jackson, 
SVP Operations, 
EngagedMedia  
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