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Who is SRI?

Concentration in pharma / biotech / healthcare industry with US & Global Reach

Qualitative Research

Quantitative Primary Research

Big Data Analytics

C-Suite Consulting

Four Core Practice Areas

Experienced professionals with advanced degrees in marketing / market research / operations research / statistics
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What is Patient Level Data 
(PLD)?
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Types of Patient Level Data

Publicly Available 
Patient Registry

Claims
Data

Patient Digital
Data

Lab
Data

Patient Services
HUB

EMR / EHR
Data

Specialty Pharmacy &
GPO Data
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Demographics Appointments Diagnoses Medications Procedures Billing Insurance

Claims Data - Patient Transactions

Patient Level Data

ADVANTAGES

 Direct from source of the transactions
• Pharmacy
• Insurance

 Large sample size
• Analyze rare medical conditions

CHALLENGES

 Blindspot - cash payment (lack of insurance)
 Over-the-counter medications
 Coverage varies by market and geography
 Limited information regarding outcome
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Demographics

Lab Data - Patient Sample Results

Lab Results

Patient Level Data

ADVANTAGES

 Precise and detailed lab outcomes
 Large sample size

CHALLENGES

 Coverage varies by market and geography
 Unavailable for certain medical conditions
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EMR Data - Digital Medical and Treatment History Over Time

Demographics History Diagnoses Medications Procedures Lab Results Notes Outcome

Patient Level Data

ADVANTAGES

 Comprehensive Patient Journey
 Detailed HCP Documentation
 Longitudinal Data

CHALLENGES

 Lack of Interoperability
 Data Access
 Small Subset of Patients

• Depends on the Therapy Area
• Extrapolations Might Not Always Work
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Phases of Drug Lifecycle
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Application of PLD Across 
Phases of Drug Lifecycle
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Pre-commercial

In this phase, a pharma company tries to understand current market landscape, and answer key business questions:
Business Questions

• Which specialties treat the most in the market?

• How do patients move through various specialties?

• What treatments are currently available in the market?

• At what stage in treatment algorithm can the product be used?

• How  many patients are still uncontrolled? What is the market size?



14

Proprietary and Confidential - For Client Review only© Strategic Research Insights 2020

Pre-commercial

In this phase, a pharma company tries to understand current market landscape, and answer key business questions:
Business Questions

Direct Applications of Patient Level Data

Forecasting and Projections

Market Sizing / Landscape

Market Product Mix

Product Placement

Clinical Trial Recruitment

Hybrid Analytics with Market Research

Facilitate Study Recruitment

Triangulate MR Findings with HCP Behavior

Demand Estimation

• Which specialties treat the most in the market?

• How do patients move through various specialties?

• What treatments are currently available in the market?

• At what stage in treatment algorithm can the product be used?

• How  many patients are still uncontrolled? What is the market size?
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Commercial: Launch

In this phase, a pharma company’s focus is to establish market share, and tries to answer key questions such as:
Business Questions

• Which HCPs are Early Adopters of new products?

• Which HCPs are Key Opinion Leaders?

• Which HCPs should be targeting focus at launch?

• What messages are resonating with the HCPs?

• What are some of the key HCP attitudes towards the product?

• Which payors should be contracted with?
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Commercial: Launch

Direct Applications of Patient Level Data

Forecasting and Projections

Market Access - Payor Contracting Strategy

HCP Adoption

HCP Behavioral Segmentation

HCP Targeting

Post-launch Tracking

Patient Segmentation

Patient Identification

Hybrid Analytics with Market Research

Attitudinal Segmentation

Message Recall Studies

ATU Studies

In this phase, a pharma company’s focus is to establish market share, and tries to answer key questions such as:
Business Questions

• Which HCPs are Early Adopters of new products?

• Which HCPs are Key Opinion Leaders?

• Which HCPs should be targeting focus at launch?

• What messages are resonating with the HCPs?

• What are some of the key HCP attitudes towards the product?

• Which payors should be contracted with?
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Commercial: Growth

In this phase, the company’s focus is to drive repeat prescriptions and continue driving adoption. Key questions answered:
Business Questions

• Which HCPs are Late Adopters of new products?

• What type of HCPs have adopted the product thus far?

• Which payors should be contracted with?

• How well are payors adhering to the contract?

• Have the HCPs attitudes towards the product changed?

• What messages are resonating with HCPs?
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Commercial: Growth

Direct Applications of Patient Level Data

Market Access - Payor Contracting Strategy

HCP Utilization

Identify Market Gaps

Sales Force Effectiveness

HCP Targeting

Cost Sensitivity Analysis

Hybrid Analytics with Market Research

ATU Studies

Message Recall Studies

Attitudinal Segmentation

Hybrid Segmentation

In this phase, the company’s focus is to drive repeat prescriptions and continue driving adoption. Key questions answered:
Business Questions

• Which HCPs are Late Adopters of new products?

• What type of HCPs have adopted the product thus far?

• Which payors should be contracted with?

• How well are payors adhering to the contract?

• Have the HCPs attitudes towards the product changed?

• What messages are resonating with HCPs?
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Commercial: Maturity

In this phase, the company’s primary focus is to maintain market share, establish HCP / Patient loyalty, and defend against 
new entrants. Some of the key questions answered in this phase are:

Business Questions

• What would be the impact of new entrants in the market?

• What patient segments are underserved?

• Are HCPs habituated to following a certain treatment algorithm?

• How best to allocate marketing budgets across channels?
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Commercial: Maturity

Direct Applications of Patient Level Data

Market Access (Payor Dynamics)

Referral Patterns

Identify New Market Segments

HCP Messaging

Sales Force Effectiveness

Cross Channel Spillover

Hybrid Analytics with Market Research

Behavioral Economics / Habit Studies?

Marketing Mix

Demand Estimation

In this phase, the company’s primary focus is to maintain market share, establish HCP / Patient loyalty, and defend against 
new entrants. Some of the key questions answered in this phase are:

Business Questions

• What would be the impact of new entrants in the market?

• What patient segments are underserved?

• Are HCPs habituated to following a certain treatment algorithm?

• How best to allocate marketing budgets across channels?
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Commercial: Loss of Exclusivity

In this phase, the company typically focuses on identifying new competitive market segments within the same indication, 
and find new indications to be approved for. Some of the key questions answered in this phase are:

Business Questions

• What patient segments are underserved?

• What is the market size of underserved patient segment?

• What is the market size for new potential indication?

• What is the forecast for the new indication?
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Commercial: Loss of Exclusivity

Direct Applications of Patient Level Data

Identify Competitive Markets

Detailed Physician Segmentation

Forecasting and Projections

Cost Sensitivity Analysis

In this phase, the company typically focuses on identifying new competitive market segments within the same indication, 
and find new indications to be approved for. Some of the key questions answered in this phase are:

Business Questions

• What patient segments are underserved?

• What is the market size of underserved patient segment?

• What is the market size for new potential indication?

• What is the forecast for the new indication?
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Case Study

Application of PLD in 
Pre-commercial Phase
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Goals For Pre-Commercial APLD Analysis

This slide is 100% editable. Adapt it to your needs and 
capture your audience's attention. 

Elucidate the 
“Patient 
Journey”

Scope
Product 
Opportunity

Refine
Product 
Positioning

Establish 
(Defensible) 
Benchmarks

Revenue Model 
Architecture & 
Variables

Robust 
Data Set
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Business Questions (Subset)

01

02

03

04

05

06

Market Definition
& 

Communication
Pillars

HCP adherence to 
guidelines

Role of HCPs by specialty

Referral Patterns

Sequencing Therapy

Prevalence by 
disease severityPretreatment indicators 

for a specific class
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Prevalence by Disease Severity

Triangulate and refine estimates 
for eligible population and product 
positioning to inform:
• Patient segmentation/stratification
• Value proposition
• Market access drivers/barriers
• Market opportunity
• Product valuation

Distribution of Patients in Each GINA Step
(Adult Asthma Patients Classified According to GINA 2019 Criteria, n=2,065,759)

Source” Symphony claims data, 10/31/2013 – 10/31/2018; subjects in the analysis were adults (age ≥ 18 years) who had ≥ 2 claims indicating asthma on separate dates during a 
24-month window, and able to be classified by GINA 2019 step

28%

13% 12%

31%

5%

28%

13% 12%
17% 19%

GINA 1 GINA 2 GINA 3 GINA 4 GINA 5

GINA 2018 GINA 2019
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Physician Roles & Referral Patterns

29%
12% 9%

15%

16%
9%

14%

18%
17%

20%
26%

31%

23% 29% 33%

0%

20%

40%

60%

80%
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• x

• x

14% 11%

16%
10%

16%
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26%
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0%

20%

40%

60%

80%

100%

To Allergist To Pulmonologist

GINA 1 GINA 2 GINA 3 GINA 4 GINA 5

Dimensionalize patient management across healthcare providers
• Further elucidate market access barriers & identify “outliers” to the norm
• Identify opportunities for engagement
• Inform go-to-market strategies/strategy
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Critical Success Factors

Clarity as to what 
questions an APLD
analysis could not
answer

Clear understanding of what 
types of business questions
an APLD analysis could 
answer

Plan, including defined 
business rules

Internal champion

Cross-functional 
collaboration

Defined quality control 
process with checks & 

balances

Integrate 
with

other data
x

√
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Case Study

Application of PLD in 
Commercial Phase
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Utilize Real World Evidence to Predict Cancer Type and Stage

The requirement was challenging because the ICD codes only provide 
information on location of the cancer, and no information on type or 
severity of the cancer

The client team had procured industry standard open claims data, along 
with EMR data to estimate commercial opportunity

The client team was launching a new agent to treat a specific late-stage 
brain cancer condition. For commercial success, the client team wanted 
to understand what proportion of patients have progressed to the late-
stage brain cancer condition
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Utilize Real World Evidence to Predict Cancer Type and Stage

EMR rules were 
overlayed on patient 
level open claims 
data to identify patients 
that could benefit from 
the client’s product

Using EMR data, SRI 
identified specific 
treatment regimen 
that are used to treat 
patients with specific 
cancer type at specific 
stage

The finalized algorithm 
had 90% accuracy in 
identifying beneficiary 
patients over a large 
patient pool

The regimen to cancer 
type and stage mapping 
was validated by the 
HEOR team

Patients from 
Open Claims 

Data

Patients from Open Claims Data with 
Cancer Type & Stage InformationAlgorithm developed 

using EMR data

Machine Learning 
Classification
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Success Factors

DEEP UNDERSTANDING 
OF EMR & 

CLAIMS DATA 03

CROSS
FUNCTIONAL

COLLABORATION 01

THOROUGH
UNDERSTANDING OF
ONCOLOGY THERAPY AREA02

ANALYTICAL RIGOR TO 
RELIABLY EXTRAPOLATE FINDINGS 
FROM EMR DATA TO OPEN CLAIMS DATA04
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Q&A?
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