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esearch shows that 29 to 71 percent of
patients new to therapies ("rookies") stop
taking their prescribed medication during the
first month of treatment (see Figure 1, below).
This is a discontinuation rate 6 to 31 times greater
than during subsequent monthly periods.
A new study by MedTera—an integrated marketing
solutions company dedicated to improving education,
promotion and communications in the healthcare, life
sciences and pharmaceutical industries—shows how
the risk of discontinuation varied among different
medication classes, types of patients and points in
therapy (see Figure 2, pg 3).
To address this problem, MedTera in conjunction
with Dr. Mark Vanelli, a member of MedTera's
Physicians Advisory Board and a faculty member at
the Harvard University Medical School, developed
the Rookies @ Risk™ program.
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Engaging Patients
This program is based on the MedTera 4.0 life-long
learning platform, which is an integrated set of nondigital, digital/mobile and social media educational
tools for patients and medical professionals (see
“Building the ‘New’ Pharma Physician Marketing
Model”; PMN Reprint #92-02; http://bit.ly/cViiud).
These tools are designed to encourage patients to
take more of an interest in their illness by improving
patient self-management skills, in part by making
patients feel that such skills were their own idea.
Engaging patients in an interactive, simplified way
can enhance their willingness to understand, trust
and comply with treatment, and experience better
outcomes.
Continues…

Figure 1. Percent of Patients New to Therapy Who Discontinue Medication in the First 30 Days. Source:
“Clinical Studies Now Identify Rookies @ Risk™ As Segment of Patients Most At Risk For Treatment NonAdherence”; MedTera white paper (http://bit.ly/bkOJoM).
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MedTera & HealthPrize Together
MedTera recently partnered with HealthPrize
Technologies, a web-based software company that
motivates people to fill and stay on prescription
medications (see “Eyes on the Adherence Prize:
How HealthPrize Uses Financial Incentives and Fun
to Change Patient Behavior”; PMN Reprint #97-02;
http://bit.ly/AdherePrize). The partnership brings
together MedTera's online and offline educational
resources and HealthPrize's online, interactive
platform to educate people about their chronic
diseases and incentivize them to take their medications as prescribed.
MedTera's educational materials assist new patients
in overcoming barriers to initially fill their scripts and
get their first refill or two to get past the "30-90 day
cliff", while HealthPrize provides those patients with
motivation and education to help them remain compliant over time.
Principals from MedTera and HealthPrize recently
appeared as guests on the Pharma Marketing Talk
BlogTalkRadio show hosted by John Mack, editor of
Pharma Marketing News. This article summarizes
that discussion. The show featured a conversation
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with David Duplay, President of MedTera, Tom
Kottler, CEO, HealthPrize, and Katrina S. Firlik, M.D.,
Chief Medical Officer, HealthPrize, about how the
two companies are working together to combine
closed-loop marketing, patient education, and
incentives to improve medication adherence and
health outcomes.
Rookies @ Risk
“The Rookies @ Risk challenge is twofold,” noted
Duplay. “One challenge is education and the other is
motivation. This is really why MedTera and
HealthPrize partnered up to
develop a pretty exciting value
proposition where MedTera is
providing the educational and
patient recruiting component of
the partnership and HealthPrize
is providing the motivation component along with other educational components through their
innovative technology platform.”

David S. Duplay

Continues…

Figure 2. Risk of Discontinuation and Cost of Poor Persistence Varies by Medical Condition. Source:
“Clinical Studies Now Identify Rookies @ Risk™ As Segment of Patients Most At Risk For Treatment NonAdherence”; MedTera white paper (http://bit.ly/bkOJoM).
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Tom Kottler: People go off
treatment or never start their
treatment for lots of reasons.
But as David pointed out, the
key proposition for getting
someone to understand both
the need to remain on treatment and the value of the
treatment is to get to them very
early in the process.

For pharmaceutical companies, the dollars lost in the
first 30 to 90 days of treatment are absolutely enormous and once someone has unilaterally gone off
treatment, it is very hard to get them back on. So the
goal of the MedTera and HealthPrize partnership is
for MedTera, through their expertise in patient recruitment segmentation and early patient education,
to drive people to understand the need to fill their
medications and for us to then kick in thereafter, to
make sure we provide them with significant motivation and education through the HealthPrize system to
get them to stay on their medication long-term.
Katrina Firlik: The White Paper
that MedTera published was
based on an examination of the
pharmacy records of over three
million patients. Those patients
were then broken down into 11
different therapeutic categories,
including patients taking inhaled
steroids, antidepressants, antipsychotics, glaucoma drops,
Katrina S. Firlik
and so on. A very problematic
category is inhalers for asthma.
In the first 30 days, approximately 70 percent of
patients drop off of their inhaler treatment for asthma.
Now that is in contrast to pills for asthma where 55
percent of patients new to therapy drop off in the first
30 days. So part of the variability has to do with the
route of medication—inhalers are a little more difficult
than pills. The same trend is seen with diabetics. So
for example, for patients on insulin, 44 percent drop
off in the first 30 days whereas for those patients
taking pills for diabetes, only 31 percent drop off,
which is still a huge number, but again, less than the
drop off rate for the more difficult route of administration. But the numbers overall are pretty astounding, regardless of therapeutic class. Even in breast
cancer patients, the rate of drop off is 41 percent for
their cancer-related therapy in the first month. So,
this problem crops up even in the most unlikely
places where you would think that compliance would
be high but in fact, is not.
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Tom Kottler: We all know that doctors have very little
time to spend with patients, and oftentimes will write
a script for a patient and not explain fully to them the
condition for which a script is written, why the script
was written, why they chose that specific drug, what
side effects they might be able to anticipate and get
over, etc. It is important, therefore, that the gap in
education be dealt with somewhere, and that is what
MedTera’s Rookies @ Risk program does. Since we
are talking about chronic conditions, which will
require treatment over a lifetime, we also want to
make sure we provide patients with enough motivation and education all along their journey to be able
to maintain their treatment over time.
Step One: The Recruiting Process
MedTera has developed very innovative recruiting
mechanisms through the use of patient education
materials. These materials are highly interactive and
may incorporate light, sounds, smell, taste, and even
small digital video screens to educate patients (see
Figures 3 and 4, pg 5).
“Think about the promotional pieces that you get
every day in the mail,” said Duplay. “They are flat,
boring and not very engaging. Our non-digital pieces
are multi-dimensional and through them we try to
inject some fun and excitement into that learning
process. Because of the high degree of interaction
incorporated into the design, our materials activate
norepinephrine, which is a neurotransmitter that
causes patients to remember, understand and own
the content of the educational materials,” noted
Duplay.
Closing the Loop with Technology
MedTera’s customized patient education pieces also
incorporate web keys and personalized URLs to
invite patients into the HealthPrize program where
they can receive more personalized education plus
reward points for participating in additional educational programs and for refilling their prescriptions.
Duplay refers to this as “closing the loop in patient
education.”
“Closing the loop on patient education along with
rewards is all done in the spirit of driving good
healthcare behavior and it is really beginning to
positively affect the numbers that we see on discontinuation,” claims Duplay.
We have all heard of closed-loop marketing, especially with regard to physician marketing. Pharmaceutical marketers have long embraced the concept
of segmentation, presentation, education and then
measuring the ROI. “The same principles apply in
the patient realm,” said Duplay. “Through the

John Mack: I understand the need to move patients
beyond the rookie stage, but shouldn’t doctors
provide the motivation?

Continues…
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Figure 3: MedTera Patient Education Kit: Included is a tabbed information packet, which
includes a web key (displayed). This web key drives patients to the HealthPrize enrollment
page for further engagement and education.

Figure 4: (A) MedTera Patient Starter Kit: Including an asthma tracker, copay assistance card,
and reference sheets for the patients’ disease education. (B) MedTera Rookies @ Risk Mobile
Application: Allows chronic disease patients to monitor, record and reference educational
information and tips on their illness via the ease of their mobile phone. This specific app image
features the Asthma Control Test (ACT), a quiz for patients to use to monitor and record their
asthma control on a daily basis. Tips are provided consistently depending on the patient’s score
and a trend report is also recorded that the patient’s doctor can reference.
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partnership with HealthPrize and MedTera, we have
developed a five-phased approach to closed-loop
patient education, which starts out by defining the
patients that we want to get to. These are patients
with chronic illness who really need to refill their
scripts to improve their outcomes.”
“In the second phase, after we have defined them,
we need to invite them into an opportunity,” said
Duplay. “We need to invite them into a network of
learning and education. That is where our interactive
tools and our web keys come into play. We are
driving patients to an online environment where they
can continuously stay informed, have fun and earn
rewards for good healthcare behavior.”
An important aspect of closed-loop patient education
is tracking patients to see how often they are coming
back to the online environment, where they are going
and what they are doing when they are online; eg,
what kind of surveys or questions are they answering
and how are they are beginning to build networks of
communities of patients just like them? “That is what
the HealthPrize platform offers these patients,” notes
Duplay. “Through our partnership, we are bringing
the best education and the best inter-active tools to
that platform in order to keep people coming back
motivate good healthcare behaviors consistently over
the long term.”
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The Quality of Patient Education at the Point of
Care
MedTera and HealthPrize are also working together
on an email survey that was just distributed to over
30,000 people. The goal is to identify the quality of
education that people feel that they are receiving
during their clinical encounters. “We are looking
forward to seeing the results of that survey,” said
Duplay. “Some early results suggest that people are
not being educated to their satisfaction on their
disease, on their treatment and, probably more
importantly, on their medication regimen. So, stay
tuned. We will be publishing that White Paper
together and putting that out on our website for your
readers to download as well.”
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