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Syneos Health 
How Our Unique Model Accelerates Your Success 

ADVISORY & STRATEGIC CONSULTING SERVICES 

Clinical visibility facilitates commercial cross-selling 

Deep therapeutic expertise informs  
commercial activities 

Proprietary data and communication capabilities accelerate recruitment 

Clinical Development Real World Evidence Commercialization 

Full Service 

FSP/Strategic Resourcing 

Communications 

Medication Adherence 

Commercial and market insights  
improve clinical trial design 

Selling Solutions Early 
Stage 
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Objectives for Today 

Provide context into the commercial success rates of recent 
pharmaceutical product launches.  

Introduce a framework for attaining higher rates of commercial 
launch success.  

Understand common pitfalls that can materially impact launch that 
R&D can influence.  

Provide practical recommendations for how R&D teams can 
positively impact launch success.  

Align to the concept of commercial success.  
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Definition of Commercial Success 

Clearly, we want to launch a product on time. However, the key is to meet or exceed internal and 
external pre-launch expectations for the value created by the product?  

 

Your product is being adopted by the 
market at the rate and in the fashion 

envisioned and forecast prior to  launch. 
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Commercial Success is Usually Determined Early 

How many attending this afternoon have direct experience with a pharmaceutical launch? What has been 
your experience?  
 

Successful Launch Not So Successful Launch 

Many factors can affect the trajectory of a pharmaceutical product launch. In many cases success or 
failure is determined early in clinical development and you know very early in launch. 
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If we were to define launch success as meeting or exceeding pre-launch forecast expectations, then about 
one half of historic new product launches have not been successful.  

Historic Success Rates of New Drug Launches 
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Here we look at companies that have launched for the first or second time that are publically held so that we 
can also track the stock price. 

Success Rates for Emerging Companies 

Sources: 10-Ks, 10-Qs, analyst reports (e.g. JP Morgan, Piper Jaffrey, Aegis, Cantor Fitzgerald, William Blair, Rodma & Renshaw, RBC Capital) 

Similar to our prior work, we see that  about 50% of emerging companies launches fail to meet 
pre-launch expectations. Further, companies  that miss year one usually miss in the out years too. 

Stock prices typically sink as well. 
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A Framework for Success 

Although each launch is different, success or failure of the launch is typically dictated by the company’s 
ability to ask the questions and execute against many of the key decisions listed below. 

Market Readiness Organizational Readiness Product Readiness 

How do we go to market 

 

• Do you understand how to 
effectively engage with your 
customers? 

• Do you understand how to 
effectively communicate the 
value? 

How much investment is needed 

 

• Is the launch appropriately  
financed to capture the full 
potential of the product? 

 

Where do we create value 

 

• Do you understand which 
customers will value most from 
your product? 

• Do you understand how 
customer attitudes and 
dynamics could create barriers 
to adoption for your product? 

 

The most important  intersection between commercial and R&D occurs at  Product  Readiness. This 
is where Commercial and Clinical should collaborate to ensure that clinical trials are aligned to the 

answers to the questions above. 
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There are many recent examples of product launches that fail to meet internal and external expectations. We 
have provided a few blinded cases below. 

Real World Examples 

Product is approved based upon a composite rating scale but market is more interested in 
time to onset. 

Specialists are required to inject product in office but there is insufficient number of 
specialists in market. 

Injectable form of product is developed for a market characterized by severe dexterity 
issues. 

Product is priced at 40x cost of what it is available through compounding pharmacies. 

Product is launched with a huge sales team but treatment decisions are driven by the 
patient, not the physician. 

We can map up to four of these examples back to Ph2 or earlier. What underlies all of these 
examples is a failure of strategy – the inability of the companies behind these examples to 

accurately answer the questions listed in our prior slide. 
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Companies that fail to launch successfully are typically not asking the right commercial questions and/or 
asking them at the wrong time. This is particularly true for small and emerging companies. 

What Typically Happens 

Ph1 Ph2 Ph3 
1yr-2yrs 2yrs-3yrs 3yrs to 5yrs 

Prepare the Product 

Prepare the Market 

Prepare the Organization 

In this scenario very little commercial input goes into product development. The commercial team 
must respond to the product “as is” and is left with very little time to develop the market and 

prepare the organization. Launch can be underfunded, exacerbating the situation. 

“Driving the car while we are building it” 

Ph3 Data Launch Financing Commercial investment gated to cultural practices, level 
of risk and financing activities. 
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Robust commercial diligence can start as early as Ph1 or early Ph2. Starting earlier is recommended for rare 
drugs that can be approved  off of Ph1 or Ph2 data. In most other cases it should start and be completed  
prior to imitating Ph3 in order to be leveraged for trial design.  

What Good Looks Like 

Ph1 Ph2 Ph3 
1yr-2yrs 2yrs-3yrs 3yrs to 5yrs 

Prepare the Product 

Prepare the Market 

Prepare the Organization 

More commercial time and effort must be spent earlier in the development process to enable a 
detailed understanding of how the product and market must be shaped for successful launch. 
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What I Usually Hear 

Thanks for the advice, 
but we’ve  done that. 
We did some market 

research and a 
forecast to support our 
latest round of funding. 

This approach is perfectly appropriate to secure financing, but  not to support successful launch. 
It simply is not enough to set most drugs on the right trajectory. 
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Insist that more robust commercial analyses be conducted to help guide your clinical decision making. 
Here’s a sample of what you should be looking for: 

What You Can Do 

Ph1 Ph2 Ph3 
1yr-2yrs 2yrs-3yrs 3yrs to 5yrs 

Prepare the Product 

Ask these questions, think critically about the information you are exposed to and use it to build 
the value into your product that the market is expecting. 

 Brand vision, objectives and high level strategy 
 Patient Journey  
 Market Map and Sources of Business 
 Competitive Analysis 
 Physician Segmentation 
 Product Value Proposition 

Scenario Analysis 

Early Stage Commercial Strategy and Analytical Tools 

• Do you understand what patients are experiencing? 
• Do you know which will value most from your product? 
• What is your competitor’s strategy? 
• How do physicians and payers think about treatment? 
• How do physicians and payers think about your competitors? 
• What data is needed to influence the way they think and behave? 
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Questions 

Did we meet your objectives? 
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