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What is the Competition Doing?

Competitive insights are an integral part of commercial and 

R&D decision-making

Competitive

Intelligence

Market 

Research

Customer-facing 

Teams

Marketing and 

R&D Stakeholders

External 

Stakeholders

ÅCompetitive landscapes, competitor profiling, benchmarking

ÅRegulatory and commercial timelines

ÅClinical data releases, trial progress

ÅCommercial tactics and messaging

ÅField insights

ÅKey competitor messaging and tactics

ÅKOL/prescriber perspectives

ÅAd boards, focus groups

ÅFirst-hand insights from KOLs, payers, and patients

ÅMarket trends, clinical practice behaviors, and implication of 

competitor data

ÅQuantitative data: sales, market share, prescriptions, high 

prescribers

ÅQualitative data: patient/physician attitudes and behaviors, 

unmet needs, positioning/message testing
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Where Does Market Access Fit in?

Commercial stakeholders in market access roles do not regularly and consistently seek 

access and reimbursement insights on their marketed and pipeline competitors

Payer marketing initiatives

Pull through programs

Pricing strategy

Contracting and rebating

Formulary access and tier placement

Value propositions

Account management

All are internally 

focused on the 

companyôs own 

product

Market Access Priorities

$
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Where Does Market Access Fit in?

Market Access Priorities

How important (and possible) is it for Competitive 

Intelligence to support the Market Access team?
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What Do Payers Care About?

Cost containment remains the highest priority for payers as health care spend has 

ballooned due to the increasing cost of therapies

Å Unwarranted use

Å Preventable conditions and 

avoidable care

Å Chronic conditions

Å Fraud and abuse

Å Rising costs of therapies

Å Addressing unmet needs

Å Provider inefficiency/errors

Å Administrative system 

inefficiency/errors

Å Lack of care coordination

Source: CMS

Payers Where does the money come from?
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Why Market Access, Why Now?

Market access is playing a much greater role in the 

commercial success of brands 

Anticipated Change in Utilization Management

Source: Campbell Alliance Survey 2012

For oncologics, utilization 

management is on the rise

V High-priced drugs

V Bio-marker based therapies

V Drugs that have potential for 

widespread off-label use

V Drugs for which 

interchangeability is perceived 

to be high

V Clinical pathways are gaining 

traction as a means of limiting 

choice

Fewer restrictions and favorable pathway inclusion requires careful 

consideration of the patient population, target product profile, and a 

compelling value proposition
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Why Market Access, Why Now?

Market access is playing a much greater role in the 

commercial success of brands 

95 branded drugs will be on the exclusion 

list for 2015, up from 72 in 2014

Á CVS Caremark expects to save $3.5 

billion in 2015

66 branded drugs will be on the exclusion 

list for 2015, up from 48 in 2014

Á Express Scripts expects to save more 

than $1 billion in 2015

Source: Wall Street Journal, Which Drugs are CVS Caremark and Express Scripts Restricting, Aug. 6. 2014

Understanding and meeting the needs of access stakeholders is no 

longer an after thought
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Why Market Access, Why Now?

Multiple stakeholders play a role in directly and indirectly 

influencing access decision-making

Legislators

Clinical 

Pathways

NCCN 

Guidelines
Advocacy 

Groups

Government 

Payers

Patient 

Groups

KOLs

HTA Bodies

Professional 

Societies

Sales

MSLs

Government

Affairs (Lobbyists)

HEOR

P&T Committee

Pharmacy/Medical

Director

Hospital

Administrator

Clinical Pharmacist

Account 

Manager

CI Manager

= flow of information

Marketing and R&DMarket Access //



9

Why Market Access, Why Now?

Market Access Priorities

Are we missing an opportunity to gain a 

competitive advantage?


