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Launch Excellence VIII

July 2023

Download here

Launch Excellence VIII picks up the post-Pandemic story for innovative prescription 

medicine launches, taking the story right up to the end of 2022 across specialty and non-

specialty launches from all therapy classes with innovative launches in 8 key markets: 

the US, Germany, France, Italy, Spain, UK, China and Japan.

We examine how the fundamental rules of Launch Excellence have changed for the 

launches of 2020 onwards: the Pandemic added incremental challenges to achieving 

Excellent launch performance, and caused system changes to healthcare provision, 

healthcare professional engagement and healthcare budgets.

IQVIA previously identified three areas for incremental launch focus in the new 

environment as the “Three Pillars of Post-Pandemic Launch Excellence”. These pillars 

continue, but also evolve: early preparation of health systems to adopt new launches 

becomes even more important in resource constrained environments. Pharma must 

broaden its value proposition and engagement for new launches to meet wider health 

system needs.

• Launch sales uptake in the first six months and beyond is still below that of pre-

Pandemic launches – in fact, for the 2022 launches, it is lower than for the 2020 and 

2021 launches

• The six month window, the rule we have consistently found that 20% or fewer of 

launches make a significant uptake improvement after 6 months on the market, still 

holds for the launches from 2020 onwards, with only a slightly better prognosis

• Launches see lowered interactive engagement volumes with HCPs in most markets; 

however, the launches which are commercially Excellent by our criteria achieve higher 

interactive engagement volumes than non-Excellent launches

Performance of innovative launches pre- versus post-COVID-19

There is a gap in health system capacity which must be addressed to allow 
new launches to reach their full potential

https://www.iqvia.com/library/white-papers/launch-excellence-viii
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Success multiplied: Launch Excellence for Multi-Indication Assets

February 2023

Download here

Multi-indicationality offers commercial opportunities, but also presents strategic and 

operational challenges, such as deciding which indications to prioritise, optimal pricing 

strategies, and resource allocation. Despite these challenges, multi-indicationality has 

significant benefits, such as long-term revenue potential and leverage in payer 

negotiations or pan-indication synergies..

Launching a drug in multiple indications requires consideration of the "narrow-first" vs. 

"broad-first" sequencing strategies. The former approach allows for demonstrating 

superior outcomes in defined patient segments, generating real-world evidence and 

securing favourable pricing, while the latter maximises early revenue opportunities.  

Getting the indication rollout right is crucial, with considerations towards unmet needs, 

differentiation of benefits, supporting evidence, market competition, speed of indication 

and launch consistency.

Pharma companies must aim for high performance consistency across the rollout of 

subsequent indications and countries to maximise the potential of a pipeline in a 

products.

• Indications: launching in rapid succession without overstretching the organisation

• Pricing: innovative approaches anticipating impact of future rollouts

• Compelling evidence: sustained evidence generation and dissemination across all 

launches

• Adequate resourcing: competitive investments sustained across all launches

• Focused organisation: Maintaining momentum through optimal governance structure 

to enable consistent execution

Sequencing strategy archetypes for multi-indication launches

Case examples: What multi-indication launches have done

Indications sequencing Promotional synergies

https://www.iqvia.com/library/white-papers/success-multiplied-launch-excellence-for-multi-indication-assets
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Transcending the Traditional Focus of Oncology Commercialisation: 
How to succeed in an increasingly unforgiving oncology marketplace

January 2023

Download here

The oncology market is expected to continue growing at a rapid pace, driven by a high 

level of innovation and competition. At the same time, the space is characterised by 

significant complexity and challenges, including fragmentation of the market, shorter 

exclusivity periods, and the need for more complex, integrated launches. Additionally, 

post-pandemic customer expectations have changed, and healthcare systems are under 

significant budgetary and resource strain.

To succeed in this environment, companies must master the four key pillars of the new 

go-to-market model and crucially must understand in which specific market context they 

operate to determine how to apply these four key pillars. The market context is 

categorised into two archetypes primarily defined by their maturity: ‘hypercompetitive’ 

and ‘underdeveloped’.

The  four pillars consist of personalised insights, content and journeys, continuous, 

integrated evidence generation, solutions to optimise care pathways, and empowered 

and orchestrated engagement. In hypercompetitive markets, companies must activate 

demand while in underdeveloped markets, companies must invest in market shaping.

• Commercial success in today’s highly fluid and competitive oncology environment 

requires a new go-to-market model which transcends the traditional narrow focus.

• To succeed, innovators must understand in which of two market archetypes they 

operate: Hypercompetitive markets with an entrenched standard of care and/or a 

highly crowded marketplace or underdeveloped markets with high unmet needs and 

limited innovation.

• They must then master the four pillars of the new go-to-market model as they apply to 

the respective market archetype

Opportunity fragmentation and smaller oncology launches

The four pillars of the oncology go-to-market model

https://www.iqvia.com/library/white-papers/transcending-the-traditional-focus-of-oncology-commercialisation
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Overcoming Pharma’s Launch Performance Problem

October 2022

Download here

More than two years since the pandemic began, most non-COVID innovative launches 

are still not achieving their commercial potential in the major markets.

A storm of pandemic-accelerated factors combined, and continue to combine, to create 

an environment that hurts the sales performance of launches more than inline 

medicines. The pandemic made the patient journey to diagnosis and treatment more 

complex, reduced opportunities for pharma to engage with doctors on newly launched 

products, and worsened an already challenging economic situation, leading to payer 

constraints and a hardening market access environment.

There are non-COVID launches that have been resilient to the challenging environment, 

which demonstrate emerging common themes such as a combination of strong patient 

pipeline, strong clinical story and reduced healthcare burden (e.g. decreasing hospital 

visits, at home or rapid administration). From now on, it is critical that companies with 

launches understand the persistent challenges of the new environment and learn every 

lesson from the resilient pandemic launches to achieve launch success.

• In 2021, innovative medicines were approved, launched and granted market access at 

rates above or closely similar to pre-pandemic benchmarks.

• Average sales for post-pandemic launches at month six are down by 19% on pre-

pandemic benchmarks.

• Underperforming 2020 launches have not recovered from a slow start.

• Generally, orphan medicines are the most resilient group due to unmet need in small 

and well-defined patient populations.

Performance of innovative launches pre- versus post-COVID-19

The three pillars of launch excellence to achieve post-pandemic success 

https://www.iqvia.com/library/white-papers/overcoming-pharmas-launch-performance-problem
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Realising The Commercial Promise Of Europe For Emerging Biopharma

February 2022

Download here

Emerging biopharma companies (EBPs) have steadily expanded their role as key 

drivers of biomedical innovation over the past 15 years. Today, many EBPs choose to 

commercialise their assets themselves, to capture a larger share of the value. To

maximise an asset’s potential, it is important to enter the European market, the second-

largest in the world after the US.

EBPs launching their products into Europe face significant challenges. The market 

landscape is complex, requiring EBPs to navigate different healthcare systems, 

regulatory, market access and reimbursement environments.

Many EBPs have never launched a product before. As such, they must 

fundamentally change their organisational mindset, from focus on science and clinical 

development to driving business results.

Establishing a successful commercial organisation in Europe requires careful trade-offs. 

EBPs need to make a number of strategic choices that define the optimal configuration 

and scale of their launch infrastructure. These choices often involve deciding between 

building capabilities in-house and when to find external partners.

• In the last decade, 42% of all new active substances commercialised by EBP 

originators were launched by those same EBPs in Europe.

• EBPs launching in Europe must focus on 5 CSFs: insight foundation, country 

sequencing, stakeholder engagement, evidence, capability roadmap

• Case study outcome: By tapping into IQVIA scale, technology and domain expertise, 

the EBP was able to rapidly close critical capability gaps and dramatically accelerate 

timelines for evidence generation and launch readiness.

Five critical success factors for EBPs launching in Europe

Drivers of European commercial infrastructure and key choices

https://www.iqviabiotech.com/library/white-papers/realising-the-commercial-promise-of-europe-for-emerging-biopharma
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Launch Excellence: Escaping the Complexity Trap

September 2021

Download here

The pharmaceutical industry has seen an increasingly complex environment for 

launching new products over the past decade, driven by trends such as the introduction 

of new types of innovative products, a shift from primary to specialty care, and the need 

to target smaller patient populations.

Consistency of launch performance across countries has been a perennial challenge, 

and the COVID-19 pandemic has added further complexity. Launches show wide 

variations in local performance and even excellent launches still exhibit considerable 

variance in market share attainment. Improving launch consistency is imperative for 

pharmaceutical companies to maximise the value of their assets, yet IQVIA has found 

that there is an inverse relationship between the number of launches a company has in 

a given time period and the proportion of those launches that are excellent. 

Mergers in the pharmaceutical industry can also cause disruption and complexity, 

leading to lower launch performance during the "peri-merger period." Companies must 

assess specific complexity challenges for a given launch and focus on ways of working, 

structure and governance, and resource ownership to mitigate the negative impact of 

complexity on launch performance.

• Complexity is on the rise, driven by novel therapies, more complex patient journeys 

and stakeholder networks, opportunity fragmentation, and higher evidence demands

• When it comes to multi-launch performance consistency, three proficiency tiers can be 

identified, with companies in the top tier able to handle three times as many launches 

as companies in the bottom tier and still achieve 10% excellent launches

• To escape the complexity trap, companies must focus on three areas: ways of 

working, structure and governance, and resource ownership. Temporary dedicated 

launch business units and outsourcing critical capabilities can be potential solutions.

The increasingly complex external launch environment

Escaping the complexity trap – three focus areas

https://www.iqvia.com/library/white-papers/launch-excellence-escaping-the-complexity-trap
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Launch Excellence VII: The three pillars of post-Pandemic Launch 
Excellence

September 2021

Download here

We apply our established launch excellence methodology to the latest pre-pandemic 

cohort of launches and find that launch excellence remains exclusive for most, with 6% 

of specialty and 4% of primary care launches excellent internationally.

Whilst the launch landscape has evolved dramatically, there's some consistent launch 

principles holding true for the latest pre-pandemic launches. First, eight country markets 

are responsible for 90% of launch success in the first five years on the market. Second, 

less than 20% of launches significantly improve their launch trajectory beyond 6-months. 

Third, we find a tiered inverse relationship between the number of launches by a 

company and launch performance, suggesting the complexity of handling multiple 

launches outweighs the potential advantages of a greater level of experience.

Importantly, new analyses demonstrate the pandemic had a negative impact on the first 

6-months sales of launches since 2020, due to substantial changes in aspects of the 

healthcare environment critical to launch.

We identify three critical pillars of post-pandemic launch success for achieving launch 

excellence in the new environment: patient centricity, customer re-engagement and 

integrated evidence strategy.

• 6% of specialty launches and 4% of primary care launches are excellent internationally

• Only 20% of launches significantly improve on their trajectory beyond 6-months (with 

only minor exceptions to this rule since the Launch Excellence series began in 2007)

• First 6-month sales of Pandemic-impacted launches are generally down relative to pre-

COVID benchmarks.

• Resilient launches that succeed post-pandemic enter areas of high unmet need, offer 

self/home administration, provide low-cost options or treat a later stage of disease.

Evolution, then disruption in the Launch Environment

Launch Excellence Consistency by Company

https://www.iqvia.com/library/white-papers/launch-excellence-vii
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No more surprises: Understanding predictors of launch success

June 2021

Download here

Launch represents the single-most important event in a product’s lifecycle, and the 

stakes for getting it right could not be higher. 10% of launches achieve launch 

excellence, and further, 80% of launch trajectories are determined in the first six months. 

The Forxiga DECLARE launch was a landmark indication expansion in diabetes, and 

was used as an exemplar to help answer two key questions:

1. What local pre-launch metrics correlate with launch success at country level?

2. What physician-level metrics correlate with greater post-launch brand usage?

Four external, pre-launch metrics have shown strong correlations with more successful 

Forxiga DECLARE launches at a country level. Three pre-launch and three post-launch 

HCP perceptions of Forxiga were identified, which corresponded to high prescribers of 

Forxiga.

Understanding these early predictors of success will equip teams with actionable 

foresight to avoid surprises and keep their launch on track.

• Four country-level pre-launch indicators of Forxiga success: HCP awareness of the 

DECLARE clinical trial, increased willingness of HCPs to recommend and prescribe 

the brand, a strong Net Promoter Score vs. competitors, multichannel engagement.

• HCP-level drivers of Forxiga launch success found among high prescribers:

− Pre-launch: perceptions of quality of rep engagement, number of rep visits, brand 
attributes, eg efficacy and safety.

− Post-launch: perceptions of quality of rep engagement, number of rep visits, 
tangible hard-outcome benefits of the brand.

Early predictors of local success: awareness and intent to prescribe

Key post-launch drivers found among high prescribers of Forxiga

https://www.iqvia.com/library/white-papers/no-more-surprises-understanding-predictors-of-launch-success
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Editing the DNA of pharma go-to-market models

March 2021

Download here

The COVID-19 pandemic has led to a significant shift in the way organisations operate, 

with a heightened focus on technology adoption and agile working practices. The 

pharmaceutical industry has not been immune to these changes, with the pandemic 

having a negative impact on product launches and growth due to reduced face-to-face 

interactions between patients and healthcare professionals. To address these 

challenges, companies must evolve their go-to-market model (GtM), considering rising 

pressures on margins, increased competition, and the need for digital engagement. 

The GtM value compass is a four-part model designed to maximise product adoption 

and create a superior customer experience. 

This model includes market shaping, demand activation, tech and data fluency, and 

agility and nimbleness as key dimensions. Companies must tailor their transformation 

roadmap to align with the relevant GtM archetype defined by product differentiation and 

market maturity.

• Increasingly accustomed to more personalised, on-demand services and less tolerant 

of poor or fragmented experiences, customers will demand significantly more of 

manufacturers.

• To remain relevant and prepare for the future, pharma companies need to focus on 

four transformation priorities: Envision, Design, Fund, and Rewire.

• Companies must seize the transformation momentum unleashed by the pandemic and 

establish a future-proof go-to-market model for a post-pandemic world to deliver 

superior customer experiences and achieve commercial success.

Value leakage sources and DNA of the Go-to-Market (GtM) model of the 
future

GtM archetypes and value capture drivers

https://www.iqvia.com/library/white-papers/editing-the-dna-of-pharma-go-to-market-models
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Re-defining OPEX modelling for a competitive future

October 2022

Download here

Pharmaceutical companies need to update their operating expense (OPEX) 

assumptions as outdated strategies are no longer applicable in today's post-pandemic 

landscape. Companies must adapt to changing market dynamics and stakeholders' 

needs, shift their go-to-market models and channel mix, and evaluate and prioritise 

early-stage assets with precision to ensure commercial success.

To maximise launch potential, OPEX spending must be rebalanced to accurately reflect 

shifting trends, enabling smarter decision-making for optimal asset or franchise value. 

Many companies partner with IQVIA to inform their investment and launch strategies, 

combining deep market expertise with practical experience in commercial strategy and 

launch. A more robust approach to OPEX modelling helps companies create targeted 

asset plans that better align with the complexities of the current healthcare environment.

OPEX modelling won’t guarantee a successful launch, but it can give pharma leaders 

greater confidence in their investment decisions and go-to market plans, thus minimizing 

the risk of over/under-investment in an ever-changing environment. 

• Despite significant changes to launching in a post-pandemic world, many companies 

still plan OPEX with traditional assumptions, such as OPEX = 15-20% of revenue.

• In order to succeed in today’s changing launch environment companies need to 

challenge the way they plan OPEX, helping to build rigour and consistency into 

launch planning.

• Leveraging industry benchmarks, launch expertise and Launch performance 

Indicators gives pharma the insight they need to model scenarios and optimise 

investment decisions for better market results.

Increasing cost and complexity of launches

Typical OPEX launch spend pattern and categories

https://www.iqvia.com/library/white-papers/redefining-opex-modelling-for-a-competitive-future
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HCP Channel Preference in an Increasingly Complex Promotional Landscape

December 2021

Download here

Traditional promotional channels were significantly affected due to the imposition of in-

person restrictions during the pandemic. As a result, across major global markets, the 

way Healthcare Professionals (HCPs) interact with industry has changed and many now 

choose to use digital channels for updates on new products and treatment options.

Balancing the mix of promotional channels to achieve maximum impact is crucial, with 

companies needing to identify the most effective channels for each HCP type and 

allocate resources accordingly. Different channels must be integrated seamlessly and 

used in a complementary way to provide an optimal experience for HCPs.

Winning engagement strategies will need focus on three key priorities: 

• Identifying the right customer through granular segmentation based on a deep 

understanding of their information needs and channel preference. 

• Delivering the right value by creating an individualised customer experience. 

• Building the right orchestration through an intelligent hybrid model supported by data-

driven insights.

• In the EU4+UK, where digital share rose to 14% of total spend in 2021, only 8% of 

interactive time was delivered by live e-detailing.

• HCP responses to how satisfied they are by virtual interactions varied significantly 

between regions. In the EU4+UK and Japan, around 40% of HCPs agreed that virtual 

interactions could be completely sufficient in meeting their needs.

• In reality, either with or without COVID-19 restrictions in place, there is <50% 

alignment between what HCPs want in terms of channel preference and the channel 

through which they receive information.

The amount of interactive time with HCPs is still well below pre-pandemic 

levels in Japan and Europe

There is low alignment between preferred channel and actual received 
channel

pactions in place

https://www.iqvia.com/library/white-papers/hcp-channel-preference-in-an-increasingly-complex-promotional-landscape
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Excellent Launches are Winning the Evidence Battle 

March 2020

Download here

In an increasingly unforgiving launch environment, Real-World Evidence (RWE) has 

emerged as a strategic differentiator for launch success.

A product's success depends on regulatory approval, market access, and adoption. 

RWE is crucial in convincing stakeholders of its benefits and safety, while enabling is 

adoption and optimal use in routine practice. Compelling RWE-based news flow must 

address demands for more information and proof points along the product lifecycle, 

while creating engagement opportunities for capturing HCPs share of mind.

The are several key findings: excellent product launches generate more published RWE 

and faster, and sustain high levels of RWE productivity throughout their lifecycle. 

Crucially, the focus of RWE publications must evolve over the product lifecycle to reflect 

healthcare stakeholders’ different evidence demands at different points in time. It 

typically shifts from generating insight to demonstrating real world outcomes. 

Additionally, the analysis highlights therapy area-specific trends in the use and focus of 

RWE.

In conclusion, companies must embrace RWE as a true strategic asset and novel 

source of competitive advantage to achieve launch success.

• RWE plays a crucial role in addressing healthcare stakeholders’ growing evidence 

demands

• RWE dissemination typically starts two years before product approval, with RWE 

volumes doubling year after year. This requires a committed and proactive approach

• Excellent launches generate more RWE volume and do so faster than non-excellent 

launches, and they also maintain competitive levels many years after launch

• Excellent followers make greater use of early RWE to generate insight on incumbents

Excellent launches generate more RWE, faster

Systematic RWE planning must start early and anticipate future needs

https://www.iqvia.com/-/media/iqvia/pdfs/uk/white-paper/excellent-launches-are-winning-the-evidence-battle.pdf
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From Surviving to Thriving: Changing the Paradigm of HCP Interactions

February 2023

Download here

The COVID-19 pandemic changed how HCPs and biopharma industry engage with 

each other. Commercial models are shifting to become increasingly digital and there is a 

clear need for personalised and valuable interactions across a variety of channels.

Many life sciences companies are making the transition towards omnichannel 

engagement but change management and people are perceived as the largest 

obstacles to overcome. It is crucial to take people on the journey, ensuring change 

transcends individuals, teams and the entire organisation.

To enable successful business transformation, companies must adopt a next best 

mindset approach, bringing together customer insights, an openness to change and 

digital capabilities to deliver an optimal and seamless experience across all touchpoints.

Implementing the omnichannel shift is perceived by many companies as challenging and 

the ‘people-focused model for change’ breaks down the transition to omnichannel 

engagement into 4 manageable steps, aiming to help facilitate and simplify the process.

• IQVIA survey showed 82% of respondents are transitioning to omnichannel

• 67% perceive change management to be the most important challenge

• Face-to-face interactions are most appropriate to discuss a newly launched drug, new 

data/clinical trials, info on a new licensed indication or formulation

• Successful change management programs have a clear vision from senior leadership, 

high stakeholder engagement and appropriate investment of resources. 

Setting out the elements that feed into the Next Best Mindset

A people-focused change model, aiming to progress hybrid and 
omnichannel customer engagement for life sciences organisations

https://www.iqvia.com/library/white-papers/from-surviving-to-thriving-changing-the-paradigm-of-hcp-interactions
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Riding out the storm: the future of post-pandemic customer engagement

July 2022

Download here

The COVID-19 pandemic greatly disrupted customer behaviours and how HCPs 

engaged with the life sciences industry. In particular, face-to-face interactions decreased 

across the EU4+UK during the peri-pandemic period and many companies reactively 

turned to using digital channels.

As the promotional environment stabilises across major markets, companies must adapt 

to the new reality of customer engagement. This involves developing future-proof 

commercial approaches that are flexible and strike an appropriate balance between 

digital and traditional methods. In addition, organisations that develop digital capabilities 

and invest in technology infrastructure will build a strong competitive advantage.

Companies must endeavour to create a customer journey that is joined up across all 

touchpoints and an omnichannel experience that aligns with HCP preferences. The aim 

is to ensure lasting and strong relationships are established and maintained when 

operating in a post-pandemic landscape.

• Total promotional spending on remote 1:1 detailing experienced a four-fold uplift 

between Q4 2019 and Q4 2021.

• The total time that industry spent digitally interacting with HCPs increased by almost 

700% between 2019 and 2021 across the EU4+UK. 

• Companies must focus on 6 key enablers when deciding on an optimal commercial 

approach and, from a channel perspective, orchestrated, hybrid and omnichannel 

operating models are central to success in the post-pandemic world.

Circular customer engagement flow and six enablers for future success

Future attributes of people in customer facing roles 

https://www.iqvia.com/library/white-papers/riding-out-the-storm-the-future-of-post-pandemic-customer-engagement
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In the thick of it: Medical Affairs, strategic partner to other functions

June 2023

Download here

Beyond its externally focused remit, Medical Affairs has an equally invaluable, yet often

underutilised, internal role to play as a strategic partner to other functions. The unique

value of medical as internal partner along the asset lifecycle derives from its deep insight

and relationships with healthcare stakeholders while being in tune with the real world.

As asset lifecycle partner, from development through to commercialisation, medical has

valuable, specific contributions to make at each key lifecycle stage, e.g. supporting the

development of an asset’s target product profile; providing input on trial designs to

ensure practice- and payer-relevant endpoints; refining the product strategy and helping

to sharpen an asset’s differentiation; orchestrating integrated evidence planning across

functions; sharing intelligence on competitive activities, e.g., new data releases, and

interpreting their implications to inform how to respond; or making introductions to EEs

to support commercial in proposing and briefing speakers for a speakers’ bureau.

Biopharmaceutical companies must fundamentally re-evaluate the way medical affairs is

positioned within their organisations to capture its tremendous potential as a strategic

partner, with focus on 5 priorities: cross-functional governance, formalised processes,

technology, resourcing, skills and mindset.

Medical affairs adds internal value as a partner to other functions in three ways:

1. Enabling better strategic decisions and operational execution, by providing deep 

insights

2. Driving alignment around a common agenda focussed on optimal patient and health 

systems outcomes, by acting as a bridge to connect different functional stakeholders

3. Leveraging its unique relationships with key healthcare stakeholders to support other 

functions in achieving their objectives

Expanding remit of medical affairs as bridge between functions

Systematically embedding medical affairs as strategic partner:
Five priorities

https://www.iqvia.com/library/white-papers/in-the-thick-of-it-medical-affairs-strategic-partner-to-other-functions
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Medical Affairs’ Next Frontier: Unlocking Omnichannel Engagement

December 2022

Download here

The COVID-19 pandemic caused biopharma companies to rapidly pivot to remote

customer engagement and accelerated the use of digital channels. HCPs are now

looking for personalised experiences that reflect their needs and preferences.

The role of medical affairs teams is evolving alongside and must also reflect the shift in

customer engagement preferences when providing scientific education and evidence to

healthcare providers, payers and regulators.

Medical affairs professionals must now use a variety of channels such as webinars,

emails or video calls, aligned with customer needs and preferences to provide the right

content at the right time via the right channels and format.

Delivering this in practice is challenging, requiring a clear customer-centric strategy,

joined-up planning, enabling technology infrastructure, while ensuring unwavering

regulatory compliance.

Omnichannel is the next frontier for medical engagement and the dissemination of

scientific and medical content. Companies that do this well will stand out in an

increasingly competitive world and will build deeper, lasting customer relationships.

• 7-fold increase in share of MSL video calls as proportion of all HCP medical contacts, 

pre-pandemic vs. today (2022)

• 61% of physicians identify greater personalisation as the main differentiator for making 

medical engagement more valuable

• Enablers for omnichannel engagement: Insight, Planning, Content, Technology, 

Metrics 

• Organisational priorities: Vision, Commitment, Collaboration, Mindset and Skills.

A hybrid model for medical engagement is here to stay

Five priorities to realise the full potential of medical omnichannel 
engagement

https://www.iqvia.com/library/white-papers/medical-affairs-next-frontier-unlocking-omnichannel-engagement
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Their finest hour: Medical Affairs in a disrupted world

September 2022

Download here

Medical affairs (MA) has evolved from a supporting function to playing a critical and

strategic role. It leads the value and evidence agenda, provides insight on therapy areas

and patient journeys, and engages with external stakeholders to educate on the value of

innovative products.

The role of medical affairs has been further elevated due to recent trends in healthcare,

such as increased financial pressures on healthcare systems, a higher evidence burden

for regulatory approval and market access. More demanding HCPs seek customer-

centric experiences. The pharma business model is being disrupted by the rise of

patients as key stakeholders, faster innovation cycles, and new players in healthcare.

Healthcare system partnering is critical for future success, with MA being instrumental in

facilitating trusted, mutually beneficial partnerships. Companies have a choice: being

part of shaping the new model or being swallowed by it. The imperative to seize this

opportunity is now.

• Medical affairs has moved centre-stage to increasingly play a strategic and pro-active 

role. Post-pandemic realities are now taking hold which further elevate the role of 

medical affairs and accelerate the need to expand its remit.

• To fulfil its promise, medical affairs must transform from being a third pillar alongside 

R&D and commercial to becoming the bridge between key functions, including R&D, 

commercial, market access and HEOR, and drive alignment around a common 

agenda focussed on optimal patient- and healthcare system outcomes.

Broadening the basis of biopharma–healthcare engagement

Implications for the future of Medical Affairs – key priorities

https://www.iqvia.com/library/white-papers/their-finest-hour-medical-affairs-in-a-disrupted-world
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Capturing Value at Scale: The $4 Billion RWE Imperative

October 2021

Download here

The COVID-19 pandemic has accelerated the need for effective evidence generation 

and the use of Real-World Evidence (RWE) in the pharmaceutical industry. Companies 

can capture $4 billion in value from RWE along the value chain by embedding RWE 

operationally across their business.

The opportunities presented by RWE in the post-pandemic world are vast, including de-

risking clinical trials, accelerating regulatory decisions, pinpointing unmet needs in 

specific patient sub-segments, and streamlining diagnosis and treatment.

Faced with post-pandemic headwinds and margin pressures, the imperative to capture 

the $4 billion RWE opportunity is now. 

Pharmaceutical companies must flexibly access critical RWE capabilities and transform 

their model to become a power node connecting the broad network of healthcare 

stakeholders, spanning regulators, payers, providers and academia. Facilitating trusted, 

mutually beneficial partnerships with health system is key to unlocking the full potential 

of RWE.

• The pharmaceutical industry can capture up to $4 billion in value by systematically 

embedding RWE operationally across the business.

• Companies typically realise only 30-40% of their total RWE opportunity potential due 

to various barriers and must transition to a new model

• To capture value from RWE at scale, pharmaceutical companies must consider 

different capability ownership models to balance three objectives: flexible access, 

economies of scale, and agility.

Post-pandemic Challenges Demand a New Model

The Post-pandemic $4 Billion RWE Opportunity

https://www.iqvia.com/library/white-papers/capturing-value-at-scale-the-$4-billion-rwe-imperative
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Making real-world evidence meaningful and actionable

August 2021

Download here

Real-world evidence (RWE) is increasingly important in healthcare decision-making, 

providing a 360-degree view of product performance that complements traditional 

clinical trials. RWE generates new insights to inform decision-making throughout a 

product's life cycle, from clinical trial design to regulatory approval and market access 

decisions. Effective communication of evidence is crucial to ensure that it is understood, 

meaningful, and actionable for different audiences, including regulators, payers, 

healthcare professionals, and patients

Medical communications experts play a crucial role in bridging the gap between 

evidence generation and its final users by developing engagement plans tailored to 

stakeholder needs and utilizing innovative tools to reach audiences more efficiently. The 

involvement of Steering Committees and Communications Advisory Groups can aid in 

planning engagement with external stakeholders, while digital enhancements such as 

visual abstracts, videos, and data visualization can be used to disseminate research 

findings effectively.

The key to the success is integrating effective communication strategies from the start, 

making it an integral part of both the RWE programmes and individual studies.

• RWE has become increasingly important in healthcare decision-making as it is used 

ever more frequently in regulatory approvals, clinical guidelines, health technology 

assessments, and market access decisions

• To fulfil the potential of RWE relevant, clear and actionable insights must reach 

healthcare stakeholders to enable evidence-based decisions

• Integrating effective communication strategies into RWE programmes from the start is 

key.

RWE audiences and their different decision-making needs

RWE audiences and their different decision-making needs

https://www.iqvia.com/library/white-papers/making-real-world-evidence-meaningful-and-actionable
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A renaissance for cardiometabolic innovation

June 2023

Download here

Cardiometabolic risk factors are still among the leading drivers of both global mortality 

and morbidity. Managing these conditions becomes a public health imperative but 

brining innovation to patients was challenged by high generics utilisation, high evidence 

bars from payers and low success rates for clinical trials. 

In the past five years, cardiometabolic assets in the pharmaceutical industry have 

increased by 13%, comprising 7% of the total R&D pipeline. Leading indications include 

diabetes, NASH, hypertension, obesity, and heart failure, accounting for approximately 

50% of phase 1-3 assets. Furthermore, cardiometabolic innovation leverages advanced 

technology platforms such as cell, gene, and RNA therapeutics.

Cardiometabolic innovators face challenges in achieving commercial success, including 

the need for early engagement with stakeholders, generating long-term outcomes data, 

addressing payer concerns, preparing health systems for novel therapies, and engaging 

patients through digital health solutions. 

Despite these challenges, there is significant potential for innovation in the field of 

cardiometabolic diseases, which are a global public health priority, offer opportunities for 

therapeutic breakthroughs and commercial success. 

• Metabolic risk factors are key drivers of global mortality and burden of disease. In 

2019, they collectively accounted for 34% of deaths and 500 million DALYs globally. 

• Cardiometabolic innovation was challenged by high generics utilisation post LoE

events, low perceived need for innovation, low clinical trial success rates and high 

costs to run the demanded large-scale studies.

• With GLP-1 agonists, the global obesity market is at the cusp of major expansion

• The cardiometabolic disease market reached $264 billion in 2022 and is expected to 

reach $370 billion globally by 2027

The global burden of cardiometabolic diseases is high and growing fast

Succeeding with cardiometabolic innovation

https://www.iqvia.com/library/white-papers/a-renaissance-for-cardiometabolic-innovation
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Bigger on the inside: the expanding world of microbiome therapeutics

March 2023

Download here

The microbiome refers to the community of microorganisms that live in and on the 

human body, including bacteria, viruses, and fungi. These microorganisms play a crucial 

role in maintaining our overall health and well-being. Inversely, the microbiome was 

linked to various disease including neurodegenerative disorders and also cancer. 

Faecal matter transplants (FMTs) transfer the whole gut microbiome ecosystem form a 

donor to a patient and are the first approved microbiome therapeutics whilst innovators 

work towards donor-independent and more specific approaches. Inflammatory bowel 

disease and oncology are amongst the major areas of interest and here were are only at 

the beginning to fully comprehend the role of the microbiome. Thus, more translational 

research is needed to fill the evidence gap for the successful development of future 

therapeutics. 

Pharmaceutical companies invested in microbiome assets depending on the fit with their 

existing portfolio whilst agro-alimentary players focused more on technology platforms 

that they can leverage in their core business areas. 

To succeed as a microbiome innovator it will be important to diversify your portfolio, 

work closely with regulators, prepare the market and focus on RWE generation. 

• Microbiome-based products are a viable consumer health market (CH) as probiotics 

reached $4.6 billion in value in 2022 and outperformed the overall CH market growth

• Autoimmune disease oncology and C.diff. infections are focus areas for microbiome 

innovators and account for 35%, 20% and 12% of the R&D pipeline

• It is not just pharma that are actively investing in microbiome therapeutics or 

microbiome-based technology. Agro alimentary players also made big bets.

• 1st generation microbiome Tx must convince all relevant stakeholders to successfully 

define and create a new market that can be built on in the future

Spectrum of microbiome therapeutics

Future scenarios for the microbiome market

https://www.iqvia.com/library/white-papers/bigger-on-the-inside-the-expanding-world-of-microbiome-therapeutics
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Two steps forward, one step back: the long road to success in CNS

March 2023

Download here

Mental health and neurological disorders are growing in prevalence and impact on 

people's quality of life, and despite some innovation, many CNS conditions lack disease-

modifying treatments (DMTs). However, digital biomarkers, AI tools, novel trial designs, 

and diagnostics are improving the fundamentals of CNS innovation, while a better under

standing of the biology of CNS diseases opens up new drug development targets. 

CNS innovation is predominantly driven by smaller players, but big pharma has also 

discovered CNS as an attractive area of high potential. Setting a new standard of care 

with novel DMTs, esp in Alzheimer’s, Parkinson’s and rare neurological disorders with 

high unmet need, will drive CNS market growth dynamics in the future.

Alzheimer, Parkinson, psychedelics-derived and digital therapeutics are exemplars of 

the promise of cutting-edge CNS innovation and are explored in four deep dive sections.

To succeed as a CNS innovator, it is important to address five critical priorities: 

embracing the power of digital, putting evidence front and centre, helping health systems 

get ready, reassuring payers, and shaping public policy debate. 

As the fundamental for CNS are improving, innovators should feel emboldened to stay 

the course.

• The global disease burden of CNS conditions is high and has reached 256 million 

disability-adjusted life years (DALYs) in 2019, an increase of 16% since 2010

• Digital health technology has seen dramatic developments while its adoption in 

neurological trials has grown at a 36% CAGR between 2010 and 2021

• The CNS pipeline has expanded by 31% between 2017-2022 and accounts for 14% of 

the overall industry R&D pipeline

• New DMTs will drive the CNS market which is forecast to reach $167 billion by 2027

The global disease burden of CNS is high and is growing fast

How to succeed as a CNS innovator

https://www.iqvia.com/library/white-papers/two-steps-forward-one-step-back-the-long-road-to-success-in-cns
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Pharma’s frozen assets: cold chain medicines

January 2023

Download here

A huge and lingering logistical challenge in delivering vaccines globally during the 

pandemic has been in scaling up the refrigerated networks that make up part of the 

global ‘cold chain’, the uninterrupted process of maintaining end-to-end temperature-

controlled conditions from the manufacturing site to the point of care. 

Cold chain medicines require more energy than their ambient temperature counterparts. 

Biologics and advanced medicinal therapy products (ATMPs) in high-income countries 

and vaccines in middle- and low-income countries will continue to drive cold chain 

medicine value and volume growth respectively.

If pharmaceutical companies want to live up to their ambitious environmental, social and 

governance (ESG) targets, they will need to understand current and future trends and 

work closely with logistics companies to ensure delivery of often live-saving cold chain 

medicines whilst having their CO2 footprint in mind.

• The pharmaceutical supply chain including logistics was impacted by an increase in 

gas prices, container costs, API precursors prices and moreover a shortage of raw 

materials and labour forces

• Cold chain medicines grew more than twice as fast at 13% compared to 6% for the 

total market between 2017 and 2022

• Mastering the logistical challenges to ensure end-to-end cold chain integrity is 

paramount for success in this market segment

Global cold chain market exclusive of COVID-19 vaccines & therapeutics

Considerations for pharma and logistics companies

https://www.iqvia.com/library/white-papers/pharmas-frozen-assets
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In the eye of the storm: PD-(L)1 inhibitors weathering turbulence

May 2022

Download here

The advent of PD-(L)1/ checkpoint inhibitors has transformed the oncology treatment 

landscape and created blockbuster products in the process. The checkpoint inhibitor 

market has grown at a CAGR of 45% between 2016 and 2021 to reach $36 billion 

globally and is expected to continue growing at a CAGR of 15% through to 2026.

Keytruda is the dominant player in the market, with a 54% market share, and is used 

across 13 indications. There are seven globally competing PD-1/PD-L1 inhibitors that 

find use across 17 different tumour types, with non-small cell lung cancer being the 

biggest indication. 

Clinical trials have shifted from monotherapies to testing combinations of checkpoint 

inhibitors with other therapies to achieve better outcomes.

The confluence of intense competitive dynamics and a surge in innovation has created 

strong headwinds for the future PD-(L)1 market, including complexity, fragmentation, 

regulatory and payer pressure.

However with the right approach and an open mindset for embracing partnerships, 

innovators will be able to find success in the market.

• The global checkpoint inhibitor market reached $36 billion in 2021, and is expected to 

grow at a CAGR of 15% through to 2026

• Brand-level dynamics of the PD-(L)1 market are shaped by four defining themes: multi-

indicationality, biomarkers, market maturity and Keytruda dominance

• Finding differentiation is paramount for success in the crowded PD-(L)1 landscape with 

its prevailing competitive dynamics, such as by targeting unmet need

Global PD-(L)1 sales

PD-(L)1 combination clinical trials

https://www.iqvia.com/library/white-papers/in-the-eye-of-the-storm-pd-l-1-inhibitors-weathering-turbulence
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Promise fulfilled? The next decade of cell, gene and RNA therapies

April 2022

Download here

The development of Advanced Therapies, including cell, gene, and RNA treatments, has 

become increasingly popular in recent years. The COVID-19 pandemic has had a major 

impact, as it has accelerated the growth of mRNA vaccines and RNA therapy, leading to 

billions of dollars in sales and investment from pharmaceutical companies.

The success of mRNA COVID-19 vaccines has also brought a revival of interest in RNA 

therapies and gene therapy, with companies entering the field and recent gene therapies 

showing commercial viability.

However, funding and delivery challenges still need to be addressed for the success of 

future advanced therapies. The growth of advanced therapies is driven by factors such 

as increasing investment in R&D, regulatory support, growing patient awareness, and 

partnerships between biopharmaceutical companies and academic institutions. 

Personalised medicine and innovative technologies are expected to continue to drive the 

growth of the advanced therapies market in the coming years.

• The cell, gene and RNA market has reached $6 billion in sales in 2021 and is 

expected to reach $20 billion by 2026

• Revival of interest as companies made significant investment in advanced therapies 

and usher the field from rare to increasingly more common indications

• Future commercial success is not guaranteed and challenges around market access, 

pricing and competition as they enter therapeutic areas with well-established and cost-

efficient treatment options

Cell, gene and RNA revenues – exclusive of COIVD-19 vaccines

Future of cell, gene and RNA therapy scenarios

https://www.iqvia.com/library/white-papers/promise-fulfilled-next-decade-of-cell-gene-rna-therapies
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Paving the Path in Haematological Cancers

November 2021

Download here

Haematological cancers represent 7% of new cancer cases globally and have a 

disproportionate impact on the paediatric population, accounting for 43% of new cases. 

These cancers share unique traits, such as slow and fast growing types, and 

chromosomal translocations that are more commonly present in haem vs solid cancers.

Many breakthrough technologies have been developed for these cancers and have 

revolutionised treatment, e.g. haematopoietic stem cells in the 1950s, targeted 

therapies, such as kinase inhibitors, in the 1990s, and the novel CAR-T technology in 

the 2010s. Despite these advances, unmet needs persist such as identifying new 

targets, efficiencies in manufacturing, and better management of side-effects

There are hundreds of new assets in the late-stage pipeline and with a scarcity of 

patients, success for pharma and biotech will rely on Real-World Evidence (RWE) to 

meet the high evidence demand. 

The haem cancer landscape is complex and challenging, presenting several difficulties 

for pharma. However, with continuous investment and innovation, the future looks 

promising and still presents an attractive commercial opportunity. 

• Commercial success requires insights into the following 4 areas:

• Disease. Classify and track progression in overlapping and similar indications

• Patient. Diverse demographics requires characterisation. Biomarkers usefulness 
can be limited

• Patient journey. Complex care pathways require stakeholder mapping

• Competitor. Keep up with pace of innovation and guidelines to position asset

• RWE external comparator arms can be more efficient than placebo or SOC arms

Prevalence and mortality (2020, USD, US, EU4+UK, JP)

Critical success factors in haematological cancers

https://www.iqvia.com/en/library/white-papers/paving-the-path-in-haematological-cancers
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Remedy of the Commons: Addressing Pharma's Carbon Footprint

January 2023

Download here

A rapidly changing climate will have a significant impact on human health and this is 

beginning to be felt on a global level. The healthcare sector has a responsibility to act as 

a stewards and reduce its carbon footprint to mitigate the very problem it will have to 

increasingly tackle.

International policies and initiatives are being introduced to reduce carbon emissions, 

with some healthcare systems committing to net-zero emissions. Medicines make up a 

large proportion of healthcare’s carbon footprint, calculated between a third to a half of 

all its emissions. It is likely that focus will turn on medicines and pharma will need to 

address this before regulatory action forces the industry to change.

So far, corporate disclosures shows that less than half of the top 100 pharma companies 

have reported time-bound commitments and only 8 are committed to net-zero. Western 

public companies lead on commitments and will need to promote greener practices to 

their Eastern counterparts, where manufacturing dominates.

In order to investigate the drivers of emissions in pharma, we use three distinct models 

to bring greater quantitative insight on the carbon footprint of the industry.

• There is a lack of transparency and data making estimations difficult

• Emissions from Inhalers and anaesthetic gases can be audited with greater precision

• The carbon footprint of pharma is estimated at 750 MtCO2e or 49% of all healthcare

• Healthcare systems, led by NHS England, will drive greater data generation

• Collaboration across sector boundaries and accountability across the value chain are 

necessary to address pharma’s carbon footprint

Estimates for the carbon footprint of medicines

Areas of focus along the value chain

https://www.iqvia.com/library/white-papers/remedy-of-the-commons
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Switching on the lights: Benchmarking digital health systems across EMEA

January 2022

Download here

As digital technologies have become more embedded in our daily lives, their role within 

health systems has been increasingly explored. However, their integration within health 

systems is not uniform across countries, with disparate levels of initiatives, infrastructure 

and implementation across even the more sophisticated countries.

We examined the state of digital health systems within EMEA, by scoring countries 

based on a set of 12 elements from survey responses from IQVIA in-country experts. 

This allowed for a quantitative comparison between countries and identifying common 

trends to build out archetypes.

Multiple factors affect the state of technological implementation, and these follow a 

waterfall structure, with most countries scoring highest in their initiatives, followed by 

infrastructure and finally implementation, which would be expected from a progression 

towards maturity.

We also find that certain countries can be considered as standouts for specific elements, 

particularly driven by their wealth, centralisation, history and cultural attitude towards 

digital progress at scale.

• There is a noticeable correlation between GDP per Capita and a country’s Digital 

Health Maturity Score, with both positive and negative outliers.

• There are other factors that influence a country’s score, such as its history of 

digitisation, degree of healthcare centralisation, and cultural acceptance of mass 

technological shifts.

• Countries can be grouped into three archetypes based on stage of maturity: Architects, 

Builders and Operators.

Digital Health System Maturity Scores

Digital Maturity Archetypes

Lower Higher

https://www.iqvia.com/library/white-papers/switching-on-the-lights
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Attracting Investment in Clinical Development

July 2022

Download here

Deciding where to locate clinical trials is a critical and multi-layered investment decision 

for pharmaceutical companies. Understanding the country selection criteria 

pharmaceutical companies use is essential for policy makers and regulators to attract 

investments in clinical trials and generate economic and societal value from these.

Research based on analyses of industry trends and interviews with senior managers 

from big and mid-sized pharma as well as emerging biopharma suggest that the main 

selection criteria for country location of trials are prevalence, trial performance, expertise 

network, and regulatory framework. Cost is not a top priority selection criterion.

Based on strategic objectives and internal policies, three country archetypes can be 

identified: “Cornerstone” countries are a commercial and strategic priority and include 

the largest global pharma markets (US, EU4, UK, Japan, and China), “growth” countries 

include more than 150 countries which are considered as optional locations, and “out-of-

scope” countries are those where no clinical trials are conducted due to ethical concerns 

or geopolitical factors. An Investment Criteria Framework incorporating these three 

archetypes provides strategic recommendations for policy makers and pharma.

• Trial activity and commercial opportunity are highly concentrated in a small number of 

countries. Eight “Cornerstone” countries (US, EU4, UK, Japan, and China) hosted 60% 

of global clinical trials and generated 77% of global sales in 2021.

• Three country archetypes (cornerstone, growth and out-of-scope) were identified and 

policy makers wanting to attract investment in clinical trials should base their strategies 

on the recommendations for the respective archetype

• Pharma can influence the development of country environments by a range of 

activities such as proactive collaboration with agencies and associations

Investment Criteria Framework: Country Archetypes

Elements of complexity

https://www.iqvia.com/library/white-papers/attracting-investment-in-clinical-development
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Your Order has Been Dispatched: Opportunities in Moving Care Nearer the 
Patient

May 2023

Download here

The healthcare sector has increasingly moved towards treating patients at an individual 

level, both in terms of patient centricity and personalised medicine.

As part of this phenomenon there is a growing focus on providing patients with greater 

flexibility with where and when they receive care. It is important to stress that this 

movement is not merely looking to increase at-home delivery of medicines, but instead 

to introduce structural changes to healthcare systems, focusing on treating patients 

outside of the hospital where feasible.

There is no one-size-fits-all approach to near-to-patient care, which features various 

care delivery endpoints ranging from outpatient centres to homecare, alongside 

increased telehealth usage and patient-friendly drug formulations and devices.

Whilst many strides have been made, there remain challenges to overcome, which can 

be grouped into four main categories: Regulatory, financial, behavioural and logistical. 

These challenges must be addressed collaboratively by all stakeholders to maximise the 

potential of a near-to-patient system.

For those that successfully navigate these challenges, significant opportunities arise, 

from new markets to increased control over one’s own healthcare.

• There is a growing focus on providing patients with greater flexibility with how, where 

and when they receive care.

• A near-to-patient care system involves moving healthcare closer to the patient 

through more delivery endpoints, telehealth usage and patient friendly formulations 

and devices, bringing a range of benefits to stakeholders.

• To maximise these benefits, stakeholders must navigate four challenge areas: 

behaviour, regulatory, financial and logistics

Qualification of readiness for near-to-patient care by country, EU4 & UK

A breakdown of benefits to the stakeholders in near-to-patient care

https://www.iqvia.com/library/white-papers/opportunities-in-moving-care-nearer-the-patient
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Making Best Bets: Prioritizing Expenditure for Maximizing Impact on Patient 
Communities

April 2023

Download here

Balancing the competing priorities of investing in research, patient services, fundraising, 

and running an effective organization has long been a challenge for patient 

organizations. To effectively prioritize resources, patient organizations take a structured, 

systematic approach that involves analyzing the research pipeline and the entire space 

related to the focus disease(s) to identify areas where the organization can make the 

biggest difference.

As research progresses and the understanding of the disease and patient needs 

evolves, patient organizations readjust their priorities, including shifting focus to 

developing therapies, tackling particularly bothersome symptoms, or lobbying for access 

to new therapies. Patient-driven prioritization of goals is becoming increasingly 

important, as organizations survey patients to gain insight into their experiences and 

identify areas where research is lacking. Patient organizations play an important role in 

amplifying the voice of patients and providing insights to policy makers, private 

investors, regulators, and industry, and gain considerable leverage this way.

• Focus and prioritization are key for all patient organizations irrespective of size.

• Leveraging the power of collaboration and partnerships with all stakeholders in 

healthcare is key for enabling patient organizations to punch above their weight.

• Patient organizations are the ultimate source of knowledge about their patient 

communities, and they should not hesitate to use this lever.

• Patient organizations should not be afraid to invest in their organization since an 

adequately resourced organization will be more powerful, more efficient, and better 

able to support the mission goals.

Key factors for successful patient organizations

Focus and prioritization are 

key for all organizations 

irrespective of size. 

Organizations must decide 

which outcomes they are 

trying to achieve, what will 

make the biggest difference, 

for whom and how fast, and 

base strategy on this 

analysis.

Patient communities: 

Patient organizations are 

the ultimate source of 

knowledge about and 

access to their patient 

communities and can 

participate as peers and 

opinion leaders with 

academics, with the 

industry, with regulators, 

and policymakers.

Investment in the 

organization: Adequately 

resourced organizations are 

more powerful, more efficient, 

and better able to support the 

mission goals. Investing in 

people by building out 

internal capacity and 

expertise will allow them to 

fully leverage their potential

Collaboration and 

partnerships with all 

stakeholders in the 

healthcare space enable 

patient organizations to 

punch above their weight.

https://www.iqvia.com/locations/united-states/library/white-papers/making-best-bets-prioritizing--expenditure-for-maximizing-impact-on--patient-communities
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Planning to Engage: A Holistic Approach to Patient Inclusion

February 2023

Download here

For pharma, patient centricity has become a strategic imperative as the rise of 

individualised medicine, a trend towards remote treatments including self- or home 

administrable drug formulations collide with the post-pandemic fallout of disrupted 

patient journeys and severely constrained healthcare resources. This necessitates a 

patient-inclusive approach across the entire pharma value chain.

To fully reap the benefits of patient centricity, a complete, 360-degree view of the 

fundamental components of patient-centred asset strategies, clinical trial design, pre-

launch planning and patient support programs from the perspective of patients is 

needed. This view must include direct input from patients and patient organisations to 

ensure it reflects a true understanding of the patient perspective. This in turn 

necessitates a common framework and language as foundation for effective 

communication between all stakeholders.

To meet this need, IQVIA has developed a Patient Engagement Framework in 

collaboration with patient organisations and pharma to support comprehensive and 

consistent assessment and planning for the inclusion of patient needs and preferences.

• Patient engagement is the key to maximising benefits of new therapies for patients, the 

healthcare system, and the industry. Stakeholders including pharma, regulators & 

policy makers and patient organisations have recognised this.

• For successful patient engagement, direct input from patients and patient 

organisations is vital to ensure the patient perspective is truly understood.

• To reap maximum benefits, all stakeholders must find a common language and 

understanding. The IQVIA Patient Engagement Framework is designed to support and 

enable this understanding.

IQVIA’s Patient Engagement Framework

Benefits from patient engagement across the entire lifecycle

https://www.iqvia.com/library/white-papers/planning-to-engage-a-holistic-approach-to-patient-inclusion
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While trial activity and the number of participants globally are on the increase, trial 

productivity is dropping. One factor for this is the large number of studies which fail to 

enrol enough participants. The overall increase in demand for trial participants, 

geographic concentration of trial activity, complex inclusion and exclusion criteria, and 

diversity requirements are some of the contributing factors. 

The use of technology-assisted approaches such as query-driven search algorithms and 

centralised data management systems can help overcome the challenge of patient 

under-enrolment. The use of algorithms to search electronic healthcare records (EHR) 

has been shown to be effective in identifying eligible patients and extracting relevant 

data points. Using these algorithms during the feasibility and recruitment phases will 

ensure efficient and effective patient identification and minimise the number of low-

enrolling sites. For best results, the use of search algorithms should already be 

considered when drawing up the study protocol.

Incorporating technology-assisted solutions will also result in significant time savings for 

healthcare workers and free up resources in the health system.

• Identifying eligible patients during the feasibility and recruitment phases of clinical trials 

is key to successful product development since under-enrolment is a major factor in 

underperforming clinical trials.

• Using customisable query-driven algorithms to search electronic health records has 

been demonstrated to be a fast and reliable method for identifying eligible patient even 

for very large numbers of records and complex cohort criteria.

• A technology-driven approach is also very resource-efficient and will relieve pressure 

on overstretched healthcare providers.

More efficient feasibility and patient identification using search algorithms

Direct and indirect costs of under-enrolment to trial sponsors and 
research sites 

https://www.iqvia.com/library/white-papers/finding-all-the-needles-in-the-haystack-technology-enabled-patient-identification
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