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Business models will need to change to adapt to a new era of collaboration for sustainable growth.

n 2009, PwC predicted that the pharma 
business model would evolve to a more 
patient-centric and collaborative approach 

by the year 2020. Three years from that dead-
line, there is plenty of evidence that the indus-
try has started to collaborate both inside and 
outside of the “traditional” industry to help 
speed discovery and bring drugs to market in 
a more cost-efficient way.  According to PwC, 
in order to prosper in today’s environment, 
companies need to continue to improve R&D 
productivity, reduce costs, and switch from 
selling medicines to managing outcomes, and 
this can be done with the right collaborating 
partners. 

The report encouraged the industry to 
explore joining forces with a wide range 
of organizations, from academic institutions, 
hospitals, and technology providers to com-
panies offering compliance programs, stress 
management, and other health benefits, and to 
implement these partnerships across the entire 
business spectrum. 

of Imperial College London, University Col-
lege London, and the University of Cambridge 
are working to transform the academic science 
from within these universities into potential 
new medicines. 

Partnerships are being developed outside 
the R&D vertical, as well, in order to solve 
some commercial issues. In the United States, 
Veeva Systems and six of the top 25 largest 
global pharmaceutical companies are collabo-
rating to create a solution to the vast amount 
of information available to physicians. The 
collaboration is called Align Biopharma, and 
the group hopes to develop open standards 
and solutions for companies to streamline how 
HCPs get the drug and treatment information 
they need to deliver improved care to patients. 

All these collaborative efforts require a 
major shift in traditional pharma thinking. 

While it may be difficult for some organi-
zations to embrace partnering with compet-
itors, the most important change for pharma 
to make is switching the business model focus 
from generating high revenue to improving 
the health and lives of the end user — in other 
words, to become patient-centric from the 
very first phase of discovery. A successful col-
laboration must provide value to patients and 
their overall healthcare, or it will appear that 
companies are just looking out for their own 
business benefits, like when companies merge 
to earn tax benefits. 

“The partnership goal should be to focus 
less on short-term gain and more on setting 
the types of goals that benefit everyone, partic-
ularly patients and their treating physicians,” 
says Erik Dalton, executive VP, of Healthcasts. 

An important factor to remember also is 
that the customer is a shared customer, says 
Henry Levy, chief strategy officer of Veeva 
Systems. 

“Fundamental to successful collaborations 

And that is just what is happening. Pharma 
companies are more frequently entering into 
partnerships with governments, payers, and 
academia, as well as their own competitors and 
patient groups. 

Pfizer and GlaxoSmithKline led the pack 
back in 2009 when they created ViiV Health-
care, a joint venture specializing in the devel-
opment of therapies for HIV. These two com-
petitors are still working together, along with 
Japanese pharmaceutical company Shionogi, 
which joined the initiative in 2012. ViiV’s 
current portfolio includes 12 HIV treatments, 
which generated $2.7 billion in 2015. ViiV 
employs 700 people across 15 countries.  So by 
all accounts, one could say that the collabora-
tion is working well. 

Another successful collaboration, Apollo 
Therapeutics, recently launched its first drug 
discovery program in February, about a year 
after the group’s implementation. AstraZen-
eca, GlaxoSmithKline, and Johnson & Johnson 
Innovation and the technology transfer offices 

With the focus on value, there 
will be large movements in an 
individual company’s market 
position versus the relatively 
modest historical movements 
based on modest pricing and 
reimbursement tier changes.  

KEVIN JULIAN

Accenture Life Sciences 
North America  
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Collaborating 
A NECESSARY 
COMPONENT OF SUCCESS

(c
) P

ha
rm

aL
in

x 
LL

C
. R

ig
ht

s 
do

 n
ot

 in
cl

ud
e 

pr
om

ot
io

na
l u

se
.  

Fo
r d

is
tri

bu
tio

n 
or

 p
rin

tin
g 

rig
ht

s,
 c

on
ta

ct
 m

w
al

sh
@

ph
ar

m
av

oi
ce

.c
om

Com
pli

men
ts 

of 
Pha

rm
aV

OIC
E



will have to break down barriers and silos in 
the name of efficiency and collaboration. At 
the same time, manufacturers will seek out 
agencies and partners that demonstrate those 
aspirational integrated behaviors.” 

Collaboration in Marketing 

There is an increasingly tangled web of 
inter-relationships in healthcare today, Mr. 
Dalton says, which includes companies, HCPs, 
hospitals, traditional agencies, digital agen-
cies, rapidly-multiplying digital media, a 
hodge-podge of IT consultants, analysts for 
the avalanche of big data, and so on — all 
aimed at improving the patient/physician/
pharma dialogue. When partnerships are truly 
collaborative and driven by end-user needs, 
marketing solutions offer greater value, help-
ing physicians deliver better treatments and 
improve outcomes.     

“The key to adapting to the new era of 
collaboration is to align strategy at the high-
est levels to customer needs by consistently 
gaining customer insights and then carefully 
choosing partners that can deliver on this 
strategy with turnkey, adaptable programs 
fueled by ongoing insight and measurement,” 
Mr. Dalton says. “Effective collaboration will 
hinge upon appropriate selection of partners 
that can offer additional value across the mar-
keting continuum, from customer insights and 
analytics to multichannel opportunities that 
optimize core messaging to ongoing measures 
of success.”

in the life-sciences industry is the recognition 
that ‘your customer’ isn’t yours alone,” he 
says. “We are all working toward the same 
outcome: to save or improve patient lives. So 
changing our mindset to think in these terms 
is crucial.” 

If all companies worked together to estab-
lish one universal ID for each healthcare prac-
titioner (HCP), this might eliminate frustra-
tion and friction, making it quick and easy for 
HCPs to access what they need industrywide. 
In this way, accessibility to information is 
no longer a differentiator or a barrier — 
it’s commoditized. Instead, life-sciences 
companies differentiate based on the value 
of the product/service proposition offered. 

“In this new commercial business 
model, companies compete based on their 
own merits rather than merely on access,” 
Mr. Levy says. 

Partnerships can also help evolving 
companies gain the skillsets necessary for 
transformation since it can be difficult to 
change existing infrastructures quickly. 

Rather than seeking that kind of dra-
matic transformation overnight, partners 
can better serve manufactur-
ers by being examples of that 
integrated commercial envi-
ronment, says Amy Hutnik, 
chief growth officer, inVentiv 
Health. 

“Two things will happen 
as pharma seeks to become 
more agile and attuned to the 
changing marketplace around 
them,” Ms. Hutnik says. “In-
ternally, pharma organizations 

According to Robert Palmer, executive 
VP, managing director, JUICE Pharma 
Worldwide, the business model for collabo-
ration between pharmaceutical companies and 
their marketing agencies has changed from 
a very straightforward and limited approach 
to a more collaborative one. Traditionally, a 
pharmaceutical company hired an agency to 
provide a “one-stop shopping” solution to 
all of a brand manager’s needs. Today, this 
siloed approach provides only the illusion of 
efficiency. 

“In today’s world, it is an agency’s respon-
sibility to its clients to seek outside sources of 
innovation — and inspiration — that can pro-
vide personalized and actionable communica-
tions with patients, caregivers, and healthcare 
professionals,” Mr. Palmer says. 

Discovering and implementing the techni-
cal, creative and intellectual resources that can 
provide sustainable success requires a clearly 
defined approach to collaboration. For exam-
ple, a specific partner can use its proprietary 

In the new era of 
collaboration, in 
order for any party to 
succeed, every party 
needs to succeed.

ASHIK DESAI 

Outcome Health

Roughly 30% of pharmaceutical 
industry spending is already 
being outsourced to CDMOs for 
formulation development and 
manufacturing.

JAMIE RICE

Orbis Biosciences

FAST FACT

IF SPENDING ON HEALTH INCREASES 

AT THE CURRENT RATE, IT WILL 

REACH 50% OF THE GDP IN MOST 

OECD COUNTRIES BY 2100. THAT 

WOULD BE AN UNSUSTAINABLE 

LEVEL OF SPENDING, WITH HUGE 

RAMIFICATIONS FOR GOVERNMENTS’ 

ABILITIES TO FUND OTHER SERVICES 

AT THEIR CURRENT LEVEL. 

Source: McKinsey 
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The key to adapting to the 
new era of collaboration 
is to align strategies at the 
highest levels to customer 
needs.

ERIK DALTON  

Healthcasts

software to collect and analyze data; another 
partner, such as the brand’s agency, can use 
that data to create relevant messaging aimed at 
a specific audience; a media automation part-
ner identifies and targets the desired audience; 
the information is then delivered to the audi-
ence by partnering with platforms designed 
and optimized for specific messaging channels. 
This multi-partner approach to collaboration 
can be highly efficient and effective.

“There is a growing need to diversify 
business models beyond the traditional push 
sales method,” says Ashik Desai, executive 
VP, business growth and analytics, at Out-
come Health. “In the new era of collaboration, 
in order for any party to succeed, every party 
needs to succeed.”

In order to do so, it benefits the life sci-
ences to find an innovation partner that collab-
orates to find new ways to help them achieve 
their goals through technology, especially in 
and around the consultation. Through this 
new model, life-sciences companies can pro-
vide consumers and clinicians with the exact 
resources and information that they need and 
in a compelling way. Further, technology 
offers the unprecedented opportunity to track 
the most high impact analytics and insights.

A solid integration strategy must maintain 
diversification and represent experts across the 
promotional marketing mix to understand 
every angle of a particular challenge, Ms. 
Hutnik adds.  

“Bringing varied yet complementary in-
terdisciplinary expertise and clinical and com-
mercial savvy will be required at every touch 
point,” he says.

Pharma and biopharma business models 
historically had been tuned to advance med-
icines where there was a high unmet medical 
need or where different analyses reflected a 
market opportunity by providing a therapeu-
tic advantage over existing available therapies. 
While these approaches will continue to retain 
some value, alone they will not be sufficient 
to be successful and create a viable business 
within a therapeutic area.  

“In the future, pharma and biopharma 
companies will need to drive all decision-mak-
ing to identification and realization of value; 
and they will need to implement a focused 
approach to operating models by therapeutic 
area,” says Kevin Julian, managing director, 
Accenture Life Sciences, North America.  

“The new bar for performance will be 
in the outcomes realized,” he says. “The co-

nundrum for both healthcare providers and 
life-sciences companies is that much of what 
provides the data of those outcomes is outside 
the scope of current provider services and in-
fluence, and the direct engagement of patients 
by pharma companies is beyond the scope or 
permitted interactions with patients.” 

Accenture predicts the focus on value will 
be demonstrated in large movements and 
shifts in an individual company’s market po-
sition versus the relatively modest historical 
movements based on modest pricing and re-
imbursement tier changes.  

Healthcare is being further reshaped by 
digital medical solutions capable of making a 
contribution at the level of a new therapeutic 
entity or of a healthcare professional. So, the 
business models of “value” will be different for 
all the healthcare system participants — pro-
vider, payer, digital, and manufacturer.    

Collaborating and Outsourcing

On the manufacturing end, the shifting 
landscape from an environment of high-risk, 
high-reward blockbuster drugs to efficiency, 
economy, and ensuring patient outcomes will 
require pharmaceutical companies to evolve 
their existing business models. Observations 
of current market trends in the contract de-
velopment and manufacturing organization 
(CDMO) space provide evidence that this shift 
is already underway, says Jamie Rice, VP of 
business development and strategy, at Orbis 
Biosciences. 

“Roughly 30% of pharmaceutical indus-
try spending is already being outsourced to 
CDMOs for formulation development and 
manufacturing, demonstrating a shift in 
pharma from a fully integrated model to one 
that relies on outside experts for discrete and 
yet integral tasks,” she says. “CDMO players 
that can establish themselves as credible oper-

Instead of a company 
trying to transform 
overnight, partners can 
provide examples of an 
integrated commercial 
environment.

AMY HUTNIK 

inVentiv Health
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Fundamental to successful 
collaborations in the life-sciences 
industry is the recognition that a 
company’s customer isn’t theirs alone.

HENRY LEVY

Veeva Systems 

the real-world use of oncology products across 
Europe. Additional information about how 
oncology products are actually used, for which 
types of patients, with what sequences and 
combinations of therapies, and in which in-
dications, is particularly important to help 
improve oncology patient care.  

ators as well as innovation leaders who provide 
access to novel technologies will accelerate 
their growth by capitalizing on this transi-
tional period.”

Additionally, the shifting focus to product 
lifecycle management and patient-centric de-
sign focusing on outcomes will drive demand 
for novel drug formats, extended release, taste-
masked solutions, particularly for pediatric 
populations, and patient-friendly self-adminis-
tered injections. Collaboration with companies 
offering access to these types of capabilities of-
fers a significant opportunity to both branded 
and generic pharma companies looking for 
differentiated products.

Other industries have already engaged 
in the benefits of collaboration and pharma 
is also picking up the pace. The momentum 
will grow once the industry realizes the many 
benefits to not only the industry itself but also 
to its customers, both physicians and patients. 
Collaboration can help fill the gaps in capabil-
ities by garnering expertise from the outside.  
As government, academia, technology, and 
other industries seek partnering opportunities, 
pharma must be ready to collaborate with 
these parties to be successful in improving 
patient outcomes. 

One last example of an innovative collab-
oration is the partnership between Quintiles-
IMS and Bristol-Myers Squibb, Lilly, Merck 
KGaA, and Pfizer, which aims to provide 
clearer and more proactive insight into how 
anti-cancer treatments are used in a real-world 
setting across key European markets.  

Currently, there are major information 
gaps and inconsistencies in knowledge about 

In today’s world, it is an agency’s 
responsibility to its clients to seek 
outside sources of innovation 
that can provide actionable 
communications with patients, 
caregivers, and healthcare 
professionals.

ROBERT PALMER

JUICE Pharma Worldwide 

Treatment use information is typically 
based on historical data, thereby providing a 
view of the past, not a view of current practice. 
This new initiative is intended to provide 
more timely, consistent, and comprehensive 
data resources that could be used to provide 
further insight for healthcare systems to make 
better-informed decisions on patient care in 
the future. 
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