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The Evolving Landscape 
of Healthcare 

Commercialization

The healthcare industry's landscape is transforming 
rapidly, driven by advancements in medical science, 
shifting regulatory frameworks, and evolving market 
dynamics. In this intricate ecosystem, the ability to 

strategically align clinical study endpoints with 
demonstrated market value has emerged as a critical 

determinant of commercial success.
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Payers
Insurance companies and 

government programs 
responsible for reimbursement 

decisions.

Providers
Healthcare professionals, 
including physicians, who 
prescribe and administer 

treatments.

Patients
Individuals seeking medical 

care and considering 
treatment options.

Regulatory Bodies
Government agencies 

responsible for approving and 
monitoring the safety and 

efficacy of medical products.

Understanding and aligning with the diverse perspectives of these 
stakeholders is crucial for successful healthcare commercialization.

Key Stakeholders in the Decision-Making Process
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3 Strategies to Value-Driven Sales

Create Value Messages, not 
just claims

Transform Features into Value 
Messages

Build Value-Based Marketing 
Tools
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Create Value Messages, not just Claims
• A claim is anything about a medical technology, but a value
message is a validated description of how it creates clinical,
economic, and organizational value

• The strongest value messages are backed by evidence,
and companies will need to have a structured organization of
its literature

• Not only companies can adapt
claims as new value messages, but
they can also create Value Dossiers

CREDIBILITY

Contact us for more information
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Transform Features into Value Messages

• When asked “why should I pay for your medical
technology?”, commercial teams typically answer with a list
of technical features and specifications

• Companies will need to continue with Post-Market
Surveillance and Post Market Clinical Follow-up, linking
technical aspects to clinical outcomes

• This means product characteristics,
such as “ease of use”, can become
unique value propositions

DIFFERENTIATION

Contact us for more information
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Build Value-Based Marketing Tools
• Because of their different purchasing and reimbursement
systems, markets increasingly demand specific solutions
for their local needs

• This is a challenge for companies that must balance
strategic consistency with local adaptation without diluting
or deviating their value messages

• The MDR process makes it easier to
adapt the key value messages to
local cost structures

ENGAGEMENT
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Examples of Value Claims with Clinical Endpoints

•By utilizing our medical technology, patients experience a 30% reduction in hospital readmissions within 30 days post-
treatment, thereby improving overall patient recovery rates.

Improved patient outcomes

•Our product has been shown to increase patients' ability to perform daily activities by 40%, as measured by 
improvements in pain management and mobility, leading to a better quality of life.

Enhanced quality of life

•Through the use of our technology, healthcare facilities have reported a 25% reduction in overall treatment costs due to 
faster recovery times and decreased post-operative complications, offering a cost-effective solution for both providers 
and payers.

Cost-effective solution

•Clinical studies have demonstrated a 50% decrease in procedure time when utilizing our technology compared to 
traditional methods, leading to improved efficiency in healthcare delivery and allowing for more patients to be treated 
within a given timeframe.

Reduced procedure time

Contact us for more information
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Prioritizing Clinical Endpoints to Address Unmet Needs

Contact us for more information



10©2024 ValueConnected, All rights reserved 10

In	an	industry	driven	by	data	and	
scientific	rigor,	evidence-based	
value	messages	are	essential	for	
building	trust	and	credibility	

with	stakeholders.
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Demonstrating Market Value with Clinical Endpoints

Identify Key Clinical Endpoints
Critically evaluate and pinpoint the most relevant and 
impactful clinical endpoints that resonate with 
stakeholders, such as improved patient outcomes, 
reduced healthcare costs, or enhanced quality of life.

Gather Robust Clinical Data
Leverage extensive clinical trial data, real-world evidence, 
and observational studies to substantiate the clinical 
endpoints and demonstrate the product's or service's 
efficacy, safety, and impact on patient care.

Align with Stakeholder Needs
Map the identified clinical endpoints to the tangible 
benefits and value propositions that matter most to 
patients, healthcare providers, and payers, such as 
improved symptom management, reduced 
hospitalizations, or cost savings.

Effective Communication Strategy
Develop a comprehensive communication strategy that 
clearly articulates the clinical endpoints and their 
corresponding market value, tailored to the specific needs 
and preferences of each stakeholder group through 
targeted messaging and engaging formats.

Contact us for more information
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Strategic Alignment: A Roadmap for Success

Conduct 
competitor 
analysis and 
market research

Map clinical 
endpoints to 
target product 
profile

Align clinical 
development 
strategy with 
regulatory 
requirements

Engage key 
stakeholders for 
feedback and 
buy-in

Refine value 
proposition and 
pricing strategy

Launch product 
with aligned 
clinical endpoints 
and market 
positioning

Contact us for more information
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Leveraging 
Real-World Data
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Real-World Data: Enhancing 
Clinical Marketing Strategies

Data Source Outcome Measure Key Insight

FDA Adverse Event 
Reporting System

Patient-reported adverse 
events

Identification of potential 
safety signals

Electronic Health Records Treatment adherence rates
Understanding real-world 
factors impacting patient 

compliance

Patient surveys Quality of life scores
Capturing patient 

perspectives on treatment 
effectiveness and tolerability

*Data compiled from published research studies and regulatory databases.

Adverse events and 
handabilityPMS/PMCF Safety signals, ease of use
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Communicating Value to Diverse Stakeholders
Healthcare	Professionals
Highlight clinical and patient-
centric outcomes, emphasizing 
improved quality of care and 
therapeutic benefits. Leverage 
scientific data and peer-reviewed 
publications.

Payers
Focus on cost-effectiveness, 
resource utilization, and 
economic benefits. Provide 
evidence-based data on cost 
savings and improved patient 
outcomes.

Patients
Emphasize patient-friendly 
language, address quality of 
life improvements, and 
highlight patient testimonials 
and real-world experiences.

Regulatory	Bodies
Demonstrate compliance with 
regulatory guidelines, safety 
profiles, and rigorous clinical trial 
data to ensure approval and 
market access.

Investor	Community
Highlight market potential, 
competitive advantages, and 
financial projections based on 
clinical endpoints and value 
proposition.

Advocacy	Groups
Collaborate with patient 
advocacy groups, address their 
concerns, and align messaging 
with their priorities and needs.

Contact us for more information
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Overcoming 
Challenges in 
Demonstrating 
Value
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Case example: Cardiovascular company

• After preparing for the MDR process, a Cardiovascular company
needed to position the clinical evidence to support their
Marketing strategy

• Their products were in a highly competitive market, where
different technologies were perceived by payers and providers as
very similar to each other

Problem

• ValueConnected was called to assess the evidence and identify the
strongest value messages to support the comemrcial strategy

• The main goal was to support the product differentiation

Approach
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Driving Sales with Value

Create Value 
Messages, not 

just claims

• With the help of GenexAI platform we analyzed the literature and uncovered specific indications 
and patient sub-populations where the product achieved superior performance

• ValueConnected created unique value messages with their corresponding evidence base

Transform 
Features into 

Value Messages

• We identified the key product features that were directly linked to the superior performance in 
the specific indications

Build Value-
Based Marketing 

Tools

• ValueConnected created a Value Dossier for the product, also emphasizing the unique value 
messages

• This Value Dossier has become the single source document for commercial, market access and 
technical teams in the company

CREDIBILITY

DIFFERENTIATION

ENGAGEMENT

Contact us for more information
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Roadmap to success

Clinical evidence brings a huge opportunity to generate value and create 
solid differentiation factors

Commercial teams should use available evidence for reinforcing 
Marketing strategies and developing Value-based approaches and tools

The power of AI to analyze evidence and materials can reduce in several 
months product launches and go-to-market actions

Never before technology and expertise together could create such a 
positive impact for MedTech
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Questions?

Subscribe to 
our newsletter

Schedule a 
session with us


