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Measuring the impact of near real-time 
medical claims to target physicians with newly 
diagnosed patients. 

Opening the Door to New Opportunities
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Question #1:

What data are you currently using in 
sales/marketing targeting?

A. Claims

B. Sales

C. Rx

D. Other



Medical claims data

• Can be used by life sciences companies to gain a competitive edge

• Comes from a variety of sources 

• Often goes through a clearinghouse or switch

• Is available from various sources – claims processors, practice management 
systems, state and federal government entities, direct from payers
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PROBLEM: This data, while rich in information, is highly fragmented 
and can be difficult to transform into meaningful, actionable insights.



Medical claims data 
typically includes
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Diagnosis - ICD-10 code

Procedure - CPT code

Drug or Product - HCPCS code

Patient Information - age, 
gender, location

Practitioner(s) - HCP(s)

Facility - location where service 
was provided



“Near real-time” medical claims data

OLD
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A large portion of claims feeds are available 
daily, thanks to various technologies, which 
have sped up the claims adjudication process.

Medical claims data was available 
several weeks, sometimes months, 
after a medical encounter.

NEW?

It’s been several years since this shift to more real-time data. LexisNexis has worked 
with numerous customers on innovative ways to capitalize on this reduced latency. 

We’ll share some examples with you in a moment.
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Question #2:

Do you have experience using daily/weekly claims 
data in your organization?
A. Yes

B. No



Near real-time medical claims data provides opportunities

• Identify providers with patients who are candidates for your 
treatment or therapy

• Tailor timeliness and relevance of your sales and marketing 
message

• Gain competitive intelligence to better position your product 
and respond quickly to market dynamics

• Gauge the market and identify early adopters by tracking drugs 
similar to a drug you plan to soon launch
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TODAY



Strategy #1 for using medical claims data

• Create a list of de-identified patients with an existing condition 
of interest

• Check daily claims feed for newly diagnosed patients

• Identify providers diagnosing new patients with condition

• Target providers with new patients to influence treatment 
decisions 
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Prioritize sales calls to increase use 
of your treatment or therapy



Strategy #1 in action
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Dr. Andrew Horodner, Torrance 
Memorial Medical Center 
National Rank 4
J1 MAC MEDICARE PART A (CAHINV)
Patient seen on April 10

Day 1 – April 14, 2018

Dr. Veena John 
NSLIJ Medical PC
National Rank 5
AMERIGROUP 
REALSOLUTIONS
Patient seen on April 10

Dr. John Dubay 
DCH Medical Center 
National Rank 5
BLUE CROSS OF ALABAMA
Patient seen on April 9



Strategy #1 in action
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Day 2 – April 17, 2018

Dr. Harry Barnes 
Alabama Oncology 
Hematology Associates 
National Rank 5
VIVA HEALTH PLAN
Patient seen on April 13

Dr. Thomas Forlenza 
Amboy Medical Practice PC 
National Rank 4
HEALTHCARE PARTNERS IPA
Patient seen on April 14



12-week pilot study

Measure the impact of near real-time medical claims to target physicians with newly 
diagnosed patients
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OBJECTIVE:

1) ID physicians diagnosing patients with rare neurological disorder

2) Distribute new patient alerts to sales force weekly

3) Use medical claims data to measure changes in diagnosing and treating patterns 
12 weeks prior to pilot study to 12 weeks immediately following end of pilot study

PILOT STUDY DESIGN:
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Question #3:

How are you using real time data in your sales/marketing 
strategies?
If you aren’t, how would you use this type of data?

A. Rep call plan prioritization

B. Targeting for non-personal promotion

C. Competitive intelligence

D. Other



Pilot study results

• Percentage of HCPs with increased patient diagnosis

• Percentage of HCPs with increased infused therapy usage

• Increases in physician activity 24 weeks after pilot

• Share of preferred product compared to all infused therapies
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Sales force feedback
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“I liked knowing who had a new patient 
and being able to follow up. It also gave 
me other ideas about who may touch 
the patient (hospitalists).”

“I liked knowing who had a new patient 
and being able to follow up. It also gave 
me other ideas about who may touch 
the patient (hospitalists).”

“I have a huge amount of DOs that are diagnosing 
(the disorder) now—without this Early Alerts I would 
not have known this information.”

“I have a huge amount of DOs that are diagnosing 
(the disorder) now—without this Early Alerts I would 
not have known this information.”

“We usually blindly go in offices and ask 
about hypothetical patients they may 
identify. This program lets you know a 
patient was diagnosed, it's good to be able to 
call on the physician with that information.”

“We usually blindly go in offices and ask 
about hypothetical patients they may 
identify. This program lets you know a 
patient was diagnosed, it's good to be able to 
call on the physician with that information.”



Pilot study conclusions

Identified new healthcare professional targets previously not known

Sales force was able to positively impact physician brand choice 

Among called HCPs, a continued increase in patient diagnosis was 
seen after the pilot

Effects of the program continued months beyond the initial 
evaluation period 
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Strategy #2 for using medical claims data

• Compare how various competitor products are 
selling over time

• New product coming soon? Track performance of 
similar products to gauge market and identify 
physicians who are early adopters
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Understand competitive dynamics



Strategy #3 for using medical claims data

• Define a market of interest for your treatment or therapy

• Analyze physician use and segment providers accordingly

• Develop customized marketing promotions for each segment

• Monitor promotion effectiveness using high frequency claims data

• Make weekly adjustments to fine tune messaging to each segment
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Track growth and market share based on 
utilization metrics and use it to increase 
promotion effectiveness



Strategy #3 in action
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Example: Current State

Recently approved 2nd line 
infused drug for metastatic 
breast cancer

Define a group of 231 relevant 
oncologists:
• Largest utilization of 1st line 

infused therapy
• Varying utilization of the new 

2nd line therapy

Week       1           2          3           4          5           6           7          8           9          
10



Example: Promotion Strategy

Study 2nd line utilization by these 231 oncologists and create 2 
segments:

19

45 
“adopters” 

in the 
“Big” 

segment

45 
“adopters” 

in the 
“Big” 

segment

186 
“laggers” 

in the 
“Small” 
segment

186 
“laggers” 

in the 
“Small” 
segment

Understand weekly utilization by group
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Example:  2nd line weekly utilization

• “Big” segment has 5x 
higher utilization of 
2nd line therapy

• Develop plan to call 
on “Small” segment 
oncologists and 
promote the 2nd line 
therapy

• Monitor promotion 
effectiveness of 
“Small” segment 
utilization

20

Week       1           2          3           4          5           6           7          8           9          
10
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Commercial applications for MarketView Early Alerts
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Gain insight into 
physicians and 
facilities by 
diagnosis / 
procedure / patient 
volumes / drugs by 
indication

Understand referral 
patterns and 
influence network 
relationships 
between physicians 
and facilities

Influence physician 
decision making 
between diagnosis 
and treatment of 
patient, and 
monitoring pull 
through

Focus sales 
and marketing

Improve 
segmentation

Increase
market share



Non-commercial applications for MarketView Early Alerts
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• Recruitment – Identify patients for clinical trials. More than 80% of clinical trials in the U.S. fail to meet 
their enrollment timelines, potentially costing millions of dollars in lost sales, hampering innovation and 
delaying medical progress

• Site identification – Accelerate the process of finding locations and sponsors for clinical trials

CLINICAL TRIALS

PATIENT AND PHYSICIAN MEDICAL EDUCATION

• Diagnosing rare diseases – For diseases that are difficult to diagnose or often result in misdiagnosis, 
identify patients who may have the condition based on a series of previous common diagnoses/procedures 
and/or absence of diagnoses/procedures

• Cutting-edge information – Initiate direct and indirect channels to educate providers about new 
diagnostic tools, research or protocols



MarketView Early Alerts provides a competitive advantage
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Using the most comprehensive claims data, accessible more quickly than ever, 
MarketView Early Alerts help life sciences organizations:

Understand their market

Develop marketing strategies and targeted outreach

Assess the market for products soon to be launched

Reach the right physician at the right time with the right message



Questions
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Contact information

Linkedin.com/company/lexisnexis-risk-solutions

Youtube.com/user/lexisnexisnetwork

Twitter.com/lexisnexisrisk

Facebook.com/lexisnexisrisk

Plus.google.com/+lexisnexis

Abbey Bernardi
Director, Market Planning
Abigail.Bernardi@lexisnexisrisk.com

Copyright © 2018 LexisNexis. All rights reserved. Cannot be 
copied in part or whole without written consent from LexisNexis.



About LexisNexis® Risk Solutions
At LexisNexis Risk Solutions, we believe in the power of data and advanced analytics for better risk management. With over 40 years of expertise, we are the trusted data 
analytics provider for organizations seeking actionable insights to manage risks and improve results while upholding the highest standards for security and privacy. 
Headquartered in metro Atlanta USA, LexisNexis Risk Solutions serves customers in more than 100 countries and is part of RELX Group plc, a global provider of information and 
analytics for professional and business customers across industries. For more information, please visit www.risk.lexisnexis.com.

Our healthcare solutions combine proprietary analytics, science and technology with the industry’s leading sources of provider, member, claims and public records information 
to improve cost savings, health outcomes, data quality, compliance and exposure to fraud, waste and abuse. 
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