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Breaking New Ground in  
Commercial Applications with  
Real-world Evidence

Extracted from an IMS 
Health white paper 
authored by Ben 
Hughes, Vice President, 
Real World Evidence 
Solutions, and Marla 
Kessler, Vice President, 
IMS Consulting Group

Real-world Evidence (RWE) has long been 
heralded as a game changer for the life sci-
ences industry; its impact on pricing and mar-
ket access decisions is proliferating. RWE is 
delivering deeper insights about patient care, 
treatment pathways, and drug effectiveness 
than previously thought possible. Companies 
are using RWE to support clinical develop-
ment, improve launches, and drive better 
commercial results in physician targeting, 
detailing, and promotional activities. Indeed, 
commercial spend effectiveness is emerging 
as one of the biggest sources of RWE value.

What is the conventional wisdom  
on RWE?

• RWE and patient outcomes are 
becoming a powerful currency for 
engagement and demonstrating 
product value

• Hundreds of RWE-based payer 
decisions have impacted product use1

• Most pharmaceutical companies are 
making major RWE investments

 What new RWE opportunities are 
emerging?

• Demonstrating product value for 
market access is only one of six major 
RWE impact areas

• Extending RWE use to such areas as 
commercial spend effectiveness and 
launch planning can realize up to $1 B 
in value (see Figure 1)

• Platforms enabling on-demand RWE 
insights are driving value capture  
and primary market research (PMR) 
substitution

What are the implications for 
pharmaceutical executives?

• RWE needs commercial leadership 
and investment beyond immediate 
business challenges

• Making trade-offs on therapeutic  
areas and market focus accelerates 
overall impact

• Establishing explicit performance 
goals, including faster timelines for 

FIGURE 1. VALUE CAPTURE FROM RWE ACROSS LIFECYCLE FOR A TOP-10 PHARMACEUTICAL COMPANY

*Selected operational opportunities only (excludes increased R&D pipeline throughput and better pricing)
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What have leading companies done differently? Their 
experiences suggest four golden principles of RWE 
transformation: 

Leaders consolidate budgets and make longer-term 
investments in information, technology, and analyt-
ics tools to open up a range of uses not possible with 
registry-style or study-by-study RWE approaches 

therapeutic areas and markets to ensure that their 
investments lead to differential value 

economics and outcomes research departments may 
lead implementation, the commercial organization 
must champion efforts to broaden RWE’s applica-
tion and value 

In their vision of on-demand insights, quality and 
speed are harmonious, not trade-offs 

In another example, IMS Health clients who piloted RWE 

who launched into a crowded chronic disease market, 
adapted standard patient segments into detailed physi-
cian segments based on the actual number of patients 

physicians with relevant patients, the company achieved 

move quickly to compete with leaders who are constantly 
uncovering new opportunities and improving their own 

While RWE is known to complement data from random-
ized clinical trials, its real potential is in moving decisions 
away from perceptions and broad extrapolations to the 

innovations in data and technology, RWE is replacing 
other information sources, such as non-behavioural PMR, 

-

companies close to harnessing it or putting meaningful 
RWE strategies in place?
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For further information regarding this article or to obtain 
an e-copy of the white paper, please contact your local IMS 
Brogan representative or send an email to  
info@ca.imsbrogan.com.

1 Hughes B, Kessler M. RWE market impact on medicines: A lens for pharma. IMS Health Access Point 2013; 3(6): 12-17

FROM COST SAVING TO COMMERCIAL APPLICATIONS

One company got its start in RWE hoping to reduce its primary market research spend; it created  
patient journeys based on RWE, leading to more systematic commercial use of RWE insights and    
ultimately improving launch tracking.

• Provided better insights on  
patient �ows at 20–50% of 
the cost of PMR, with results 
received four months earlier

• Yielded analyses that are  
repeatable at minimal cost,  
allowing the impact of  
marketing and patient  
engagement to be tracked

• Transferred information to the 
sales force on under-treatment 
of patient segments to support 
better messaging to physicians

• Enabled more meaningful  
sales rep discussions, helping 
physicians to see reps as  
added value

• Shared insights on treatment 
and outcomes directly with 
health care providers via models 
in mobile channels

• Improved launch commercial 
forecasts by 20%
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