Industry Intelligence

Developing a Patient-Based
Forecast Model to Help Drive
Marketing Strategy

By Rosina Samadani, PhD, and Jim €arroll

Dynamic foracast models can provide important input into organizational prioritias, budgets,
and individual product strategiaes. In an increasingly complex environment, pharmacautical
marketers need forecasting methods that are able to reflect today’s market. Patient-lavel
data can provide a critical advantage in forecasting and strategic planning, as they go
beyond traditional prescription data to reveal key insights about patient populations and
potential untapped market opportunities. This article explains and illustratas the benefits of

a patient-based forecast model.

The Challenges

Forecasting is critical to the foundation of a product's short-
and long-term plans. In today's environment, fore casting can
be guite challenging because the environment is undergoing
major shifts in terms of approaches by states and managed
care to reimbursement, government regulations on key fac-
tors such as drug importation, and greater challenges to
patents. In addition, physicians and patients now have
unprecedented access to information about diseases and
drugs. These challenges form a complex, intricate environ-
ment for which forecasting has the difficult task of predict-
ing and planning.

The Opportunity

Although these challenges make forecasting more difficult,
the quality of data available for use has improved. Pharmacy
and medical claims provide valuable data that, when appro-
priately interpreted and scaled, serve as critical inputs into
a forecast model.
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Figure 1. A script-based forecasting model uses assumptions of
market growth, competitive positioning, and share to estimate
potential. Note: Each color represents a different product.
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The optimal forecasting methodology for a particular
product depends primarily on two factors: {1) the intended
use of the forecast and (2) the available input data.
Traditionally, script-based forecasts have been utilized
because data are readily available for products on the mar-
ket (Figure 1). These models are helpful for specific applica-
tions, but do not provide insight into patient- or physician-
related drivers of share in the way that patient-based mod-
els can.

The three types of patient-based models illustrated in
Figure 2 can all be used to derive inputs for strategic-level
forecasts. A direct-sourcing model uses patient states (e.g.,
current therapy, behavior, etc.) and assumptions about
behavior and drivers to estimate the likely percent that will
convert. A funnel-based model uses cascading analysis and
understanding/assumptions of the decisions driving pro-
gression to estimate potential. A flow-based model uses
patient states of behavior and patient- and physician-based
drivers of progression between flows to estimate potential.
Good-quality input data are necessary for any of these meth-
ods. However, the more complex the model and the greater
the expectations for its use, the more important it is that the
data have the necessary depth.

Optimal Migration Strategy

A follow-on product launch, in which the new entrant
requires a complementary positioning, illustrates how a
patient-based forecast can be used to provide strategic
insights and inputs into accurate forecasts.

In developing a more complex migration strategy for an
incumbent product (and its follow-on therapy) in relatively
broad disease categories, such as the cardiovascular area,
a patient-based forecast model can provide helpful insight
that might otherwise be missed. This is because a pure
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Figure 2. Patient-based models for forecasting. Note: Numbers in
parentheses under Direct Sourcing are illustrative of numbers of
patients.

prescription-derived forecast would not provide the neces-
sary inputs required to segment the market in an actionable
manner. More specifically, since the follow-on therapy was
not a simple replacement but launched before patent expiry
of the incumbent, an approach that could elucidate different
patient-usage patterns within the disease population would
be required.

Based on this need, a patient-based forecast model
was built. Patient-level data were used to confirm
segments derived from market research and to understand
current penetration of the incumbent product and penetra-
tion trends. A range of potential launch-uptake scenarios
for the follow-on therapy were tested, incorporating

All figures produced by Capella Advisors { New York City).
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Figure 3. A patient-based forecast model provides a basis for
migration strategy. Note: Numbers in parentheses are illustrative
of numbers of patients. Numbers do not add to totals on right,
because not all patients are captured.

differences in managed care uptake and physician
acceptance with the patient-based forecast. The result
was three clear categories of strategic targets for both
products: (1) incumbent base (patients who will not be
accessible to the follow-on product and will therefore be
an important core of the incumbent product’s target), (2)
incumbent priority {patients who will be accessible to the
follow-on product only if the incumbent product is able to
penetrate into these segments before its patent expiry,
and (3) follow-on priority {patients who are currently
accessible to the follow-on product) (Figure 3).

The rate at which the migration of the patients in the
incumbent-priority segment should be targeted for follow-
on therapy depends on its actual uptake rate, resulting in
a strategic plan that can subsequently be adapted for the
environment.

Summary

Patient-level data can provide a critical advantage in fore-
casting and strategic planning that can not only optimize
portfalio performance but also enhance targeting efficiency
and give product teams a competitive edge.
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