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Supercharge Your HCP Marketing Strategy
with Real-World Data

In the last decade, pharma companies have embraced omnichannel marketing to reach healthcare
professionals (HCPs) with consistent brand messaging across multiple channels. But omnichannel
alone isn’t enough.

To truly influence prescribing behavior, you need to reach the right HCPs with the right message
at the right time—and that’s where real-world data (RWD) becomes the ultimate accelerator.

By integrating real-world data into your omnichannel strategy, you can not only broaden your
target audience beyond the traditional prescriber list, but also time your outreach for moments of
maximum impact, such as immediately after a lab order or patient diagnosis.

Here are seven ways RWD can help:

1. Improve the timing of each touchpoint

Most pharma companies approach omnichannel marketing by designing custom creative types that
can be leveraged across third-party vendor partnerships via multiple channels. For example, they
might create programmatic materials like web banners, display ads, and video content, to be de-
ployed on various platforms, from industry publications to social media sites to streaming services.

They are also likely to create custom email campaigns for delivery using a prescriptive messaging
cadence. Many also choose
to advertise their brands on
physician-focused online
platforms like Skipta, the
leading online social network
for verified HCPs.

Unfortunately, the majority of
omnichannel campaigns are
not sophisticated enough to
be responsive to an HCP’s
prior engagement with a pre-
vious touchpoint. The HCP
target list remains static, and
real-life events do not dictate
the message content, deliv-
ery window, or messaging
channel.
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With RWD-informed omnichannel messaging, however, brand teams can improve the efficacy of
their messaging by delivering the right content in the most ideal window possible. This type of cam-
paign enables brand teams to personalize the messaging that a specific doctor receives based on
the content she’s already consumed, as well as the content she needs most at this point in time.

2. Refine the ideal audiences for your brand messaging

Before discussing next-best messaging tactics, let’s first talk about the typical HCP target list. Most
omnichannel programs still operate on static HCP target lists, which are usually based on physician
prescribing behavior. These lists are not always frequently updated, and may fail to reflect more recent
shifts in provider behavior, such as changing prescribing volume within a brand’s therapeutic area.

At many pharma companies, brand teams are not necessarily involved in creating the HCP target
list, and may not be provided with all the details of how providers were selected, segmented, or
ranked. The list may be inherited from another brand’s outreach campaign, or it may be a generic
list of HCPs from a third party.

In some instances, the HCP target list is aligned with sales force coverage across geographic ter-
ritories, as it was initially created to support in-person promotion. While these lists identify known
high-value specialists, they miss a wealth of other influential HCPs who shape treatment decisions—
such as nurse practitioners, physician associates, pharmacists, and even primary care physicians
(PCPs) on the patient’s care team.

3. Broaden your HCP pool with care team mapping

Relying solely on specialist prescribers limits a brand team’s sphere of influence. By using RWD,
however, a pharma company can map the entire care continuum for a patient, identifying all HCPs
involved in diagnosis, treatment, and ongoing management. These providers may not be the primary
focus of field outreach, but they are still important targets for non-personal promotion.

For example, Skipta uses tokenized patient-level data to connect the specialists on a client’s target
list with the PCPs, nurse practitioners, and pharmacists who support the same patients. Instead of
targeting only the patient’s cardiologist, the expanded list might include the patient’s PCP, as well
as the PAs who help with patient management and can potentially also make prescribing decisions.
This allows pharma companies the ability to:

e Complement an initial target list with the incremental addition of new HCPs

a® Expand messaging reach to include non-specialist HCPs who influence prescribing decisions

m Rank care team members by patient treatment volume over a set period of time to focus on
the highest impact providers, e.g., the top decile or top 20%

3 Target these providers across multiple channels without diluting engagement with the primary
target list
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Using RWD to Surface 70K New HCPs

In one campaign for a therapy indicated for a rare autoimmune disorder, Skipta expanded a
brand’s initial target list of 10K HCPs to 80K HCPs—significantly increasing engagement in the
client’s promotional messaging.

By examining prescribing behavior based on competitive NDC codes and patient volume, the
Skipta team was able to scale the identification of thousands of incremental HCPs and an
additional 10K top treaters for the condition. The team also identified 7K additional neurologists
and used RWD to find associated care team members, sphere-of-influence HCPs, and
pharmacists and nurses practicing in infusion centers.

After the addition of 70K new HCPs to its target list, the client exceeded its campaign engagement
goals by 150%.

4. Narrow your focus for tactical execution

In other instances, a pharma company’s initial HCP target list is not focused enough. Without re-
al-world data, pharma companies have no visibility into provider behaviors like diagnostic frequency,
or into hidden patient identifiers, such as metastatic status. Skipta relies on the expertise of clinicians
and data scientists to help clients determine which provider behaviors and patient segmentation
criteria should be used to refine their HCP targeting strategy.

By leveraging structured and unstructured data from EMR systems, open and closed claims, and lab
orders and results, pharma companies can identify and prioritize HCPs for even the most elusive
patient populations. Common targeting parameters are:

. Specialty: HCPs within a specific specialty or sub-specialty taxonomy

. Treaters: HCPs who treat patients with a specific condition, based on patient volume (ex.
ICD-10 E11 codes for Type Il diabetes)

. Prescribers: HCPs who prescribe a specific brand or its competitors (optional additional
qualifiers for a specific condition/ICD-10, etc.)

. Lab Orders: HCPs identified via lab authorization behavior (e.g., ordering an A1C test, with
optional additional qualifiers for the test results, patient age, evidence of a specific prior
therapy, etc.)

. Care Team: PCPs, NPs, PAs and others who treat the same patients as target HCPs or other
identified specialists

. Sphere-of-Influence: HCPs who practice at the same facilities as target HCPs, treaters, or
care team HCPs
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. Practice/Facility: HCPs who practice at specific locations or types of facilities

. Coverage/Reimbursement: HCPs with a high percentage of patients on a particular payer
plan
. Proximity: HCPs who engage in patient treatment, prescribing, or other behaviors within X

miles (or zip codes, DMA regions) of specific locations, facilities, or HCPs

. Patient Demographics: HCPs who treat patients of a certain race, age, household income,
or other socioeconomic factors

Narrow the Field With RWD-Enabled HCP Targeting

Less than 1% of breast cancer patients are eligible for one pharma company’s brand. Finding the
oncologists who treat those potential patients requires RWD’s pinpoint precision.

Diagnosis: Quickly identify broad patient populations with a recorded ICD-10 code (e.g., ICD-50)
Breast DX: 1,785,218 via our linked, integrated dataset of claims, lab and EMR data.
= »

Disease Stage: Stage determines treatment. Use physician notes about staging, extracted via
the EMR, to identify Stage 3-4 patients. Supplement with claims data to build a clearer picture of
eligibility.

Stage 3-4: 121,486

Metastatic Status: Early identification is key for patients in advanced disease. Uncover liver and
lung metastases with EMR clinical notes. Support with imaging codes and oncology visit
patterns.

Biomarker Identification: Different mutations mean different paths. Confirm HR+/HER2- status
HR/HER2: 15,854 via unstructured EMR data. Supplement with structured reference lab data, which shows >90%
ER expression.

Prior Therapy: Track therapy progression and rationale via physician notes and claims. Clinical
RX PRE: 12,155 documentation reveals which patients have a declining response to tamoxifen, prompting
? next-line planning.

diagnosing oncologists to the <2,100 prescribing HCPs who treat this precise patient cohort. Now,
the team can target the top 800 HCPs responsible for 75% of prescriptions.

Achieve Your HCP Targeting Goal: By using RWD, the brand team narrowed its list from 6,500
g

5. Increase the quality of messaging exposure via timing
and personalization

Once a brand team has fine-tuned its HCP target list, it’s time to leverage real-world data to
increase engagement across each marketing touchpoint, whether that be a moment of personal
interaction with a field rep or the non-personal delivery of brand messaging.
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Real-world data changes the game by providing dynamic signals that can trigger your messaging
cadences when an HCP is primed to be most receptive. For example, messaging triggers based
on lab authorizations and/or test results can alert your brand team that an HCP has just tested

a patient for a relevant condition. This is the perfect moment to share brand efficacy data or
treatment guidelines.

Insights from EMR systems—including unstructured notes—can also reveal persistent treatment
challenges, pending biomarker testing, or new diagnoses, enabling highly targeted, timely
outreach.

This kind of timeliness transforms omnichannel marketing from a steady drip of brand messages

into a precision-timed series of engagements designed to influence decisions in real clinical
contexts.

6. Trigger omnichannel journeys from real-world events

Omnichannel isn’t just about being present in multiple channels—it’s about orchestrating a connected
HCP journey. Real-world data triggers can feed into an omnichannel engine, such as SkiptaNXT, to
sequence messages based on both clinical events and recent provider engagement.

Consider these scenarios:

An HCP orders a lab test Trigger a follow-up email

relevant to your therapy with key clinical data

A physician engages with peer-to-peer
content in an online specialty community

Serve a related brand message in
their newsfeed within 48 hours

A segment of HCPs misses a
scheduled field rep visit

Send targeted digital content to ensure
they still receive timely brand education

An HCP visits your brand website Deliver dynamic formulary messaging to
to look up coverage data the HCP’s inbox via a branded email

A segment of HCPs has patients that
have stopped treatment on a competitor
product due to side effects

Provide safety data via email;
follow-up with comparative study
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By integrating RWD with clinical events and behavior-based triggers from online platforms, your team
can deliver the right content—branded or unbranded—when HCPs are actively seeking information,
not just when your campaign calendar dictates.

7. Align evidence-based education with physician needs

Even the most precisely timed outreach will fall flat if it doesn’t address what the HCP actually needs
to know. RWD can inform not just who you target and when, but also what message you deliver.

During pre-approval disease education, for example, a brand might discover that physicians are not
aware of recent advances in care. Quiz results or community discussions on a peer-to-peer informa-
tion sharing platform can reveal significant knowledge gaps, such as widespread misunderstanding
about a therapy’s mechanism of action. For many new cell and gene therapies, physicians must be
taught how to identify a particular subset of the disease population and apply eligibility criteria for
new medications.

A brand team can subsequently address these missing areas of information in follow-up messaging.
For example, a manufacturer might need to educate physicians on specific biomarker tests to be
used for patient identification, as well as their policy and reimbursement requirements. Likewise, lab-
based triggers might guide a brand team to send efficacy data, coverage details, or patient support
information, depending on the physician’s previous messaging exposure.

Physician education should be continuous, evidence-based, and tailored to the physician’s readiness
to adopt new treatments. With RWD, you can align your messaging with both the physician’s current
patient needs and their position on the adoption curve, whether they are eager early adopters or
cautious observers.

The Competitive Edge: Data-Driven Omnichannel

In a crowded market, speed and precision are critical. Real-world data isn’t just an add-on
to omnichannel—it’s the accelerator that makes it truly effective.

Pharma companies that integrate RWD into their omnichannel strategy will create a feedback
loop that continuously refines their targeting, timing, and messaging for maximum impact.
This leads to promotional campaigns that not only generate greater engagement, but also
drive real-world results—like faster uptake for your brand.
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< SKIPTA

We Help You Precision-Target Key HCPs at Scale

Skipta connects brand and medical affairs teams with verified HCPs across 50+ specialty-specific
online communities and multidisciplinary disease focus areas. As a Norstella company, our mission
is to empower pharma and life science organizations to deliver targeted content in trusted clinical
environments, driving meaningful interactions and measurable outcomes.

Connect with us today to see how we can help you personalize
your brand messaging and deliver the next-best engagement to —

high-value HCPs.
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https://www.skipta.com/
https://www.norstella.com/
https://www.skipta.com/contact/

