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u In order to provide reliable information, our
research is based on a multimethod-multisource
approach (see Figure 3)

u This allows for data cross-checks and thus ensures
valuable input for the process of building strategic
intelligence

Our Timing and Implementation

u Strategy development should start during phase III
or even phase II of clinical trials to ensure
sufficient time for strategy implementation

u We recommend establishing a strategy task force
consisting of key people from the client side and
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u Ideally, this task force will accompany the pharma-
ceutical product until the time of launch or even
beyond, if necessary

Further information is available on our
website:
http://www.simon-kucher.com

Situation

u R&D investment is high and rising fast, but only a
small number of pharmaceutical products make it
to the market

u These products have to compensate for many failed
products and have to generate profitability for the
whole company

Optimal marketing strategies are crucial to exploit
the market potential of these products fully

Our Concept

u Understanding the framework of a marketing strategy
(see Figure 1)

u Building strategic intelligence by evaluating the
alternatives within this framework

u Deriving recommendations for an optimal marketing
strategy

u Implementing the marketing strategy

Forecasting
Sales

Optimizing
Marketing
Functions

• Price optimization
• Sales force size
• Positioning
• Communication/

promotion
• Target groups
• Distribution/

cooperation
• Reimbursement
• Portfolio analysis
• Market segmentation
• Creation of value 

• Peak market share
• Time to peak share
• Development over 

time
• Taking new com-

petitors into account
• Market growth
• Subsegment 

development

Developing
the Business
Plan

• Calculating necessary 
investment

• Break-even point
• Net present value
• Priority settings/

resource allocation

What-if Analysis Capability

Our Approach

u Our process of building strategic intelligence
starts with optimizing marketing functions for
the pharmaceutical product (see Figure 2)

u These marketing functions are then incorporated
into a simulation model that allows us to forecast
and to compare the sales impact of various
strategic alternatives, e.g. premium pricing and
strong sales force support vs. me-too pricing and
low sales force support

u Based on the insights from the sales forecasting
model, an optimal business plan can be developed

Our Research

u The collection of comprehensive and detailed
data as well as highly sophisticated data analysis
are necessary for optimizing marketing functions
and thus adequately forecasting sales
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Figure 1: Strategic Framework

Figure 2: Process of Building Strategic
Intel l igence

Figure 3: Data Collection and Analysis
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Marketing Strategy for
New Pharmaceutical Products

How to optimize the marketing
functions, to forecast sales and
to develop a business plan

A Short Primer

www.simon-kucher.com
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u Strategy
u Organization
u Marketing/pricing
u M&A support
u Implementation

u 261 employees

u Bonn
u Boston
u Frankfurt
u London
u Milan
u Munich
u Paris
u Tokyo
u Warsaw
u Zurich

u Patrick Barwise, Ph.D.
(London Business School)

u Ward A. Hanson, Ph.D.
(Stanford University)

u Rajiv Lal, Ph.D.
(Harvard Business School)

u Gilles Laurent, Ph.D.
(HEC, Paris)

u José Luis Nueno, Ph.D.
(IESE, Barcelona)

u Akihiro Okumura, Ph.D.
(Keio Business School, Tokyo)

u Alessandro Sinatra, Ph.D.
(SDA Bocconi, Milan)

u  Takaho Ueda, Ph.D.
(Gakushuin University, Tokyo)

u Pil H. Yoo, Ph.D.
(Sung Kyun Kwan University, Seoul)

For more information on the services
we offer, please write or call us at:

Haydnstrasse 36
53115 Bonn  ·  Germany
Phone + 49-228-98 43-0
Fax + 49-228-98 43-140
bonn@simon-kucher.com
One Canal Park
Cambridge  ·  MA 02141 · USA
Phone + 1-617-231-4500
Fax + 1-617-576-2751
boston@simon-kucher.com
Mainzer Landstraße 51
60329 Frankfurt  ·  Germany
Phone + 49-69-90 50 10-0
Fax + 49-69-90 50 10-649
frankfurt@simon-kucher.com
233 High Holborn
London WC1V 7DN  ·  UK
Phone + 44-(0)20-7841-5750
Fax + 44-(0)20-7841-5751
london@simon-kucher.com
Corso Vercelli 11
20144 Milan · Italy
Phone     + 39-02-4300 19-097
Fax     + 39-02-4300 19-012
milano@simon-kucher.com
Beethovenstrasse 12
80336 Munich · Germany
Phone + 49-89-54 47 93-0
Fax + 49-89-54 47 93-50
muenchen@simon-kucher.com
128, rue du Faubourg Saint-Honoré
75008 Paris  ·  France
Phone + 33-1-56 69 23 90
Fax + 33-1-56 69 23 99
paris@simon-kucher.co
Ark Mori Bldg. 30F, P.O. Box 567
1-12-32 Akasaka, Minato-ku
Tokyo 107-6030  ·  Japan
Phone + 81-3-3568-2011
Fax + 81-3-3582-5507
tokyo@simon-kucher.com
Solariego 1 office 105
PL 02-070 Warsaw  ·  Poland
Phone + 48-22-825-57 94
Fax + 48-22-825-57 94
warszawa@simon-kucher.com
Loewenstrasse 40
8001 Zurich  ·  Switzerland
Phone + 41-1-226-5040
Fax + 41-1-226-5050
zurich@simon-kucher.com
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