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Lipid Management 
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As marketing budgets tighten, pharmaceutical 
marketers find themselves looking for more 
efficient – and effective – ways to connect 
their brand or product to the right targets. 
Finding and reaching these targets requires an 
understanding of where physicians are spending 
their time and when they are most receptive 
toward receiving new information. 

A recent study by Skipta, a social network of 
specialized online medical communities with 
more than 700,000 verified HCP (healthcare 
professional) members, found the key to 
effective engagement lies in segmentation – 
targeting highly-specific HCPs with clinically 
relevant content. Skipta consists of 25 online 
healthcare communities differentiated by 
specialty. Marketers can reach across multiple 
healthcare communities within Skipta with the 
creation of disease-specific micro-communities, 
using ICD-10 Claims Data to locate members.  
The resulting micro-communities span specialty 
silos to unite physicians with an interest in 
treating the same underlying disease into one 
targeted group. 

The study examined data from a Skipta 
micro-community from July 15, 2019 through 
December 31, 2019. This specialized micro-
community, called Lipid Management Connect, 
was created to target across specialties, and 
consisted of verified physician members from 
Skipta’s 25 online healthcare communities: 
15,500 members of Cardiologist Connect, 
200,000 members of Doctors Unite, and 
4,800 members of Endocrinologist Nation, 
representing a cross section of physicians 
with an active interest in the Cardiology space. 

Members were targeted using ICD-10 codes 
to pinpoint those across multiple healthcare 
communities who had an interest in lipid 
management. According to ICD-10 data, the 
23,000 unique members who engaged with the 
program were responsible for 9,800,000 patient 
visits for lipid disorders over a two-year period.*

During the time period examined as part of the 
study, verified healthcare professional members 
were targeted with a number of marketing 
materials specifically designed to interest and 
engage those HCPs treating patients who were 
working to control lipids to reduce the risk of 
heart disease. Those materials included: more 
than 170 articles, videos, and resources served 
to the online Lipid Management Connect micro-
community;  relevant reports from the Informa 
Pharma Intelligence brands Biomedtracker 
and Pink Sheet; 10 case studies related to 
lipid management; and a Lipid Management 
Compete quiz, in which participants were able to 
test their knowledge and marketers were able to 
pinpoint knowledge gaps in specific topics within 
lipid management. 

The results of the study showed a significant 
amount of cross-community involvement and 
engagement when HCPs were targeted as 
described.
-  52,600 engagements across all tactics
-  22,800 engagements from two Skoop 

(targeted email communications) deployment
-  7,700 total visits to Lipid Management Connect
-  2,100 visits to the targeted lipid management 

Showcase page with an average time spent of 
1:20 minutes per visit
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Conclusion
Results of this study conducted by Skipta show 
the efficacy of driving engagements though the 
careful use of targeting segmented communities 
based on disease area. Using ICD-10 codes to 
segment audiences provides the opportunity to 
reach and engage HCPs across multiple medical 
communities and specialties and allows pharma 

marketers to zero in on precisely the audience 
they seek. By identifying the correct HCPs and 
then reaching them in their trusted online social 
environment, marketers were able to engage 
their targets through a variety of methods: 
targeted emails, curated articles, seeded online 
discussions, and more. 

*ICD-10 codes used were ‘E78’ and any sub-codes with a ‘E78’ affiliation (i.e. ‘E78.1’). 
**All numbers in this case study are rounded
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