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Driving Prescribing Behaviors

ÅThesis:  

ïLinking primary and secondary data to discover 
what drives prescribing behaviors

ÅHow:  ά.ƭǳŜǇǊƛƴǘƛƴƎέ ŀƴŘ [ƛƴƪŀƎŜ !ƴŀƭȅǎƛǎ

ÅWill lead to:

ïUsing all relevant data to see the complete picture

ïTrue understanding of what drives revenue

ïROI based decision making
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Linkage Analysis: Simple Example
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ÅLinkage Analysis involves linking survey data to non-survey data.



What questions does it answer?

Do more satisfied physicians 
ŀƭƭƻŎŀǘŜ ƎǊŜŀǘŜǊ ΨǎƘŀǊŜ ƻŦ 
ǎŎǊƛǇǘǎΩ ǘƻ ȅƻǳǊ ōǊŀƴŘΚ

What is the $ impact of 
every incremental point of 

physician satisfaction?

What internal initiative(s) will 
lead to greatest physician 
satisfaction and loyalty?

Does a more engaged sales 
force create greater physician 

loyalty?

What is the ROI of SFE 
investment? What is the ROI of current 

sampling methods, etc.?
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The Linkage Process
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ÅHalf-day interactive workshop with key 
business leaders

ÅFocus on drivers of prescribing and 
revenue:
ÁKey financial objectives
ÁActions impacting prescribing and revenue
ÁKey experiences impacting physician actions
ÁInternal processes and employee activities 

impacting experiences

What is a Blueprinting Session?

Bottom Line:  A Blueprint becomes the architecture for 
linking all of the disparate sources of information
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An Example Blueprint
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Blueprinting ςModeling Relationships
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Would be incorrect

Would be inflated
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Blueprinting ςEfficient Data Usage
Primary Data
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Blueprinting ςEfficient Data Usage
Secondary Data
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ÅCross-functional participation
ÅEarly ownership among key stakeholders
ÅEffective use of primary and secondary data from multiple sources
ÅVisible ROIof measurement initiatives

The Benefits of Blueprinting


