
ith each therapy that a pharm a
company produces, the goal is

to create and own a sustainable
competitive advantage in the

marketplace. Sometimes that goal is not met.
Sometimes the marketplace changes. Or some-
times marketers want to reinvigorate a brand.
This may re q u i re a relaunch, which means
marketers often have to retrace their steps to
discover what was lacking in the brand’s mes-
sage and positioning. 

“ To justify a relaunch of a product, there has
to be a serious enough shift or change with the
p roduct or the marketplace that either
s t rengthens or erodes its competitive advan-
tage,” says Sean McLoughlin, product manag-
e r, new product planning, at GlaxoSmith-
Kline. “Internal variables that may justify a
relaunch would include a new indication, a
new formulation, or significant new clinical
studies. Some external variables include a
change in the competitive landscape, such as a
void created by a product that was pulled fro m
the market; epidemiological shifts, for example
l a rge TB outbreaks may be cause to relaunch a
TB product; or cultural shifts, for example
renewed interest in international travel may be
cause to relaunch an antimalarial pro d u c t . ”

Wh at We nt Wro n g ?

When a product is not optimally launched
it can languish in a company’s portfolio not
receiving support or, more fre q u e n t l y, it is
sold. When the decision to relaunch a pro d u c t
is made, either by the original marketer or by
an acquiring company, the next step is to eval-
uate what went wrong in the first place.

“Getting the position right means the brand
team has figured out how the customer views
the problem the brand intends to solve,” says
M a u reen Mangiavas, senior director of business
development at The Hal Lewis Group. “If that
initial position is not on target, other pro b l e m s
a re likely to follow. Optimal positioning
re q u i res that the brand team accepts that the
customers’ needs and wants must intersect with
their aspirations for the brand. If something has
gone wrong with the initial launch, the first
thing to look at is the positioning.”

David Stern, VP, marketing of metabolic and
e n d o c r i n o l o g y, at Serono Inc., was involved in a
relaunch at a former company, where his market-
ing team determined the problem with a pro d-
u c t ’s campaign was that it was too bro a d .

“ We found through message testing and a
lot of competitive intelligence that one of our

oral contraceptives didn’t have a very good
image,” he says. “By looking at what the other
companies were doing from a marketing stand-
point, we noticed that we were trying to be all
things to all women without specifically show-
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PRODUCT re l a u n c h e s

ing the benefits of the product in certain patient
types. Our problem was that we were trying to
be too broad with our messaging.”

When any launch strategy is too broad and
not clearly focused, it will become a significant
challenge for that product to achieve market
success and, hence, become a prime reason for a
relaunch or modification of the strategy, says
Donato Tramuto, CEO of i3 Magnifi. Other
key reasons for a relaunch might be that new
evidence may have been uncovered around the
clinical value, or evidence may have been iden-
tified that will help to diff e rentiate a product in
a crowded market.

“In a very mature market, such as hypert e n-
sion, if a team has a broad-based strategy with-
out the right evidence around the clinical
claims, it will be very difficult to succeed,” he
says. “In these instances, the bar is elevated sig-
nificantly; brand teams have to come up with a
m o re evidence-based strategy. One of the advan-
tages when relaunching a product is that a phar-

maceutical company can tap into re t ro s p e c t i v e
databases to understand what worked in the
market and what didn’t.” 

Mark Stinson, principal of Stinson Brand
Innovation Inc., believes that most products are
launched based on a solid foundation of market
re s e a rch, have memorable logos, and so on; in
other words, all the right things were done. The
p roblems exist in maintaining brand loyalty.

“ T h e re is a reason a company didn’t get trac-
tion from a launch,” he says. “The ‘likeability’
factors didn’t translate into loyalty. This might
be because of other brand associations or maybe
the reps’ attitudes or the company’s attitude were
w rong. While it might have been a quality pro d-
uct, physicians didn’t have a quality experience;
patients may have experienced more side eff e c t s
than expected; there might have been re i m-
bursement pushback; or the product may have
been on back order and was unavailable.”

Best Pra ct i ce s

Although many of the strategies for an ini-
tial launch apply, relaunches re q u i re their own
set of best practices. 

B e f o re beginning the process, the most
i m p o rtant step is to have the full support of
the company.

“Making sure that everybody in the compa-
ny is fully engaged in the product is very impor-
tant before beginning a relaunch,” says Frank
Ciriello, VP of sales and marketing at Eisai Inc.
“ T h e re are a lot of diff e rent players on the team
— medical, sales, re g u l a t o ry, legal — and every-
body has to understand the reason behind the
relaunch as well as what the goals are. Wi t h o u t
having all the internal players on the same page,
it is going to be very difficult to achieve success.”

T h o rough re s e a rch is another import a n t
best practice.

“It is very important that the brand team
does its homework and understands the mar-
ket and how the brand is currently being used
by physicians,” Mr. Stern says. “Even if it does-
n ’t go well the first time, the benefit of having
a product on the market is that there is infor-
mation available about how doctors are using
the product and where it falls in the continu-
um of care. Many times the data show that
physicians are using the product as a second-
or third-line therapy, but the pharma team

Frank Ci ri e l l o
WHEN WE CONSIDER A RELAU N C H ,

WE THINK ABOUT W H AT W I L L
DRIVE THE SUCCESS OF THE 

P RO D U C T. But be fo re we do that,
we eva l u ate what the prod u ct has
done up to this po i nt and why the
p rod u ct has not pe rfo rmed to the

l evel it might have.

Do n ato Tra m u to
The histo ri cal pe rception that the prod u ct is a
t i red po ny is a big relaunch challenge.
THE NO. 1 EXTERNAL CHALLENGE FOR 
MARKETERS IS FIGHTING HISTO RY.

Lynne Broo ke s
ANY TIME A TEAM IS

THINKING ABOUT
R E LAUNCHING A
P RO D U C T, te a m

m e m bers need to ask
w h at are the unique
c h a ra cte ristics of the

p rod u ct, who is the
i n fo rm ation 

m e a n i n gful to, a n d
w h at are the be s t

ways to put fo rth the
i n fo rm at i o n .
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PRODUCT re l a u n c h e s

believes it should be a first-line therapy. In this
case, the message hasn’t been communicated
s t rongly enough.”

S i m i l a r l y, hypothesis-driven patient data-
bases or re g i s t ry programs, which are becom-

ing more important as a data and message
re s o u rce for all campaigns, are even more valu-
able in a relaunch setting, according to Jim
M e t ropoulos, M.D., copresident of Sudler &
H e n n e s s e y. 

“The information and data included in re g-
i s t ry databases can be used to create cre d i b l e
messages to communicate to physicians as to
why they should try or re t ry the product —
why they should rethink their approach to the

Sound Bites from the Field

P H A R M AVOICE ASKED INDUSTRY EXPERTS W H AT FAC TORS LEAD TO THE DECISION TO RELAUNCH A PRO D U C T.

B EV E R LY BREITENBAC H i s
CEO of To rre Lazur Mc Ca n n
He a l t h ca re U.S.,Pa r s i p p a ny,
N . J . ,a global healthca re
a dve rtising co m p a ny.Fo r
m o re info rm at i o n ,

visit to rre l a z u r. co m .

“One of the principal factors influencing the
demand to relaunch is the discove ry that there
a re things about the prod u ct that are new.Fo r
ex a m p l e, a drug may have re ce i ved approva l
for a new dosage or delive ry fo rm — one dose
a day instead of many, a patch instead of a shot
— or a new indicat i o n ,a f fe cting a diffe re nt
th e ra peutic cate g o ry or age gro u p.Al te rn at i ve l y,
re s e a rchers may have co n d u cted new clinica l
t rials that prod u ced data that can significa nt l y
s t rengthen the dru g’s claims and allow it to be
re positioned in the marke t.Sometimes it is the
m a rket env i ro n m e nt that has changed.Newe r
d rugs or dev i ce s,n ew proce d u re s,and new
m e d i cal ev i d e n ce may all have prod u ced a shift
in tre at m e nt para d i g m s,m a king the prod u ct
a p pear irre l eva nt or obsolete. In situations like
t h i s,a prod u ct’s positioning may need a to t a l
m a ke ove r.On the other hand,it may be the
m i s fo rtunes of the co m petition that prov i d e
the impetus for re l a u n c h .The market leader
m ay have lost its pate nt pro te ct i o n .Ne g at i ve
f a cto r s,such as co m peting drugs being 
w i t h d rawn from the market or prod u cts that
a re fo rced to add a black box to their labe l s,m ay
p rovide a major oppo rt u n i ty for a medication to
be cast as the new market leader.”

ED CA P PA RU CC I is V P,
Di re ctor of Cl i e nt Se rv i ce s,at
Ad a i r - Greene He a l t h ca re
Co m m u n i cat i o n s,At l a nt a ,a
h e a l t h ca re adve rt i s i n g
a g e n cy.For more 

i n fo rm at i o n ,visit adair-gre e n e. co m .

i nte n d e d, a relaunch may be nece s s a ry.After loo k-
ing at the longitudinal pre s c ription data (LPD,
which are anonymous info rm ation about phys i c i a n
p re s c ribing pat te rn s ) , it can be dete rmined if a dru g
is being pre s c ri bed for the intended indicat i o n .If it’s
n o t, this is an impo rt a nt factor that might lead a
co m p a ny to relaunch the prod u ct with a stro n g e r,
m o re ri g o rous message that might include the
s a fe ty and co m p l i a n ce issues re l ated to the
i m p ro per pre s c ription of a dru g.”

C H R I S TOPHER TA M A i s
Exe c u t i ve VP of PDI Inc. ,Sa d d l e
Ri ve r,N . J . ,a provider of 
o u t s o u rced sales and 
m a rketing serv i ces to the 
b i o p h a rm a ce u t i ca l ,m e d i ca l -

d ev i ce,and diagnostics industri e s.For more 
i n fo rm at i o n ,visit pd i - i n c. co m .

“The decision to relaunch a prod u ct occurs 
usually after the decision to stop suppo rting it 
has been made or it has been dete rmined that the
c u rre nt marketing plan is not cre ating the desire d
i m p a ct.Th e re are three common sce n a ri o s.

S ce n a rio one is a failed launch.In this instance
the pe rception of the success or failure of the
launch is dire ctly re l ated to the inte rnal ex pe ct at i o n s
t h at have been cre ated and the financial targ e t s
t h at the co m p a ny had established prior to launch.If
the prod u ct fails to meet these ex pe ct ations and
t h e re is a good understanding of how to co rre ct the
issues it can be a good idea to relaunch the prod u ct.
Ge n e ra l l y,launches fail for a number of re a s o n s,
i n c l u d i n g :missing the mark on positioning and
m e s s a g i n g,exe c u t i o n ,and re s o u rcing and/or an
u n a nt i c i p ated co m pe t i t i ve re s po n s e. If the plan wa s
off the mark but the prod u ct fulfills its pro m i s e,
relaunching is a viable option.If the prod u ct failed
to delive r,it is doubtful that an adjustment to the
m a rketing plan will co rre ct the pro b l e m .

S ce n a rio two is to inv i g o rate grow t h .L i fe - cyc l e
i nve s t m e nts in drugs have prod u ced wo n d e rf u l

“A growing trend in relaunching prod u cts is 
w h at we like to re fer to as the rev i t a l i z ation of a
b ra n d.These are relaunches that result from an
acquisition of a prod u ct that has re ce i ved little or
no promotional suppo rt in re ce nt ye a r s.Th i s
re q u i res identifying an oppo rt u n i ty or a need in a
p a rticular thera peutic cate g o ry that can be fulfilled
with the rev i t a l i z ation of a unique brand 
positioning and message.

Ma ny relaunches are the result of big pharm a
companies not being able to commit re s o u rces to
smaller bra n d s.These brands are obtained by 
smaller companies that can commit the time and
re s o u rces nece s s a ry to develop unique brand 
positioning and bring these prod u cts back to 
m a rke t. In many ca s e s,these brands be co m e
i m po rt a nt co nt ri b u tors to their org a n i z at i o n s.”

RICK RO S E is Ge n e ral Ma n a g e r
of Inte g rated Ma rketing and
Data at De n d ri te Inte rn at i o n a l
I n c. ,Be d m i n s te r,N . J . ,w h i c h
d evelops and delivers 
kn ow l e d g e - b a s e d,te c h n o l ogy -

d ri ven solutions that increase the prod u ct i v i ty of
s a l e s, m a rke t i n g,and clinical processes for 
p h a rm a ce u t i cal and other life - s c i e n ces client s.Fo r
m o re info rm at i o n ,visit dendri te. co m .

“One of the strong indicators for a relaunch is
when pe rfo rm a n ce is much lower than ex pe cte d.
This should trigger companies to re eva l u ate the
s u c cess of an original launch.Se g m e nt ation and
t a rgeting are keys to succe s s,but the segments or
t a rgets may have shifted from the time the ori g i n a l
launch was exe c u te d, resulting in lower than
ex pe cted adoption of the new prod u ct.Tod ay,d at a
and analytics are more granular than in the past.
These new tools can help companies get to the
ri g ht targets more accurate l y.

Another area to eva l u ate is the indication fo r
which the prod u ct is being pre s c ri be d. If a drug is
being pre s c ri bed for tre at m e nt where it was not
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PRODUCT re l a u n c h e s

p roduct,” he says. “Obviously, the existence of
re g i s t ry data is evidence that their peers are
using the product as well.”

Relaunch situations also provide marketers
with the opportunity to be more creative and

take more chances than they may have been
c o m f o rtable with the first time aro u n d .

“ T h e re might be a need for a re l a u n c h
because the previous marketing team and the
p revious launch may have been too conserv a-
tive,” Dr. Metropoulos says. “It’s important that
brand teams don’t fall into the same traps.” 

Changing Foc u s

The next important step is focusing the
p ro d u c t ’s message. Through market re s e a rc h
and feedback from the salesforce and physi-
cians, marketers can begin to determine how
to better position the product for success.

When Eisai acquired the North American
and European rights to Zonegran from Elan
Corp. in April 2004, the company began the
relaunch process by evaluating the entire epilep-
sy market. Eisai re s e a rched what physicians and
patients were looking for in a medication.

Zonegran was approved and launched in
M a rch 2000 in the United States for adjunc-
tive therapy in the treatment of partial seizure s
in adults with epilepsy. Eisai believed the
p roduct had not captured the market share or
generated the attention it should have.

o p po rtunities to inv i g o rate new prod u ct
g row t h .New clinical dat a ,ex p a n d e d
i n d i cat i o n s,n ew dosage fo rms and,at times,a
change in the co m pe t i t i ve env i ro n m e nt 
c re ate reasons to relaunch prod u ct s.

S ce n a rio three is a rescue from strategic 
n e g l e ct.La rge pharm a ce u t i cal companies all
h ave prod u cts that are still pate nt pro te cte d
but re ce i ve suboptimal promotional suppo rt.
These decisions are made simply be cause there
a re other prod u cts in the po rt folio that can 
be t ter dri ve profitable growth for the co m p a ny.
When this occurs it is neither an indication that
the launch nor the prod u ct failed but rather a
re s o u rce allocation decision.Neve rt h e l e s s,
these prod u cts are co n s i d e red valuable assets
to the co m p a ny and strategies to maximize a
re t u rn are sought.Ofte n , these prod u cts are
p a rt n e red with an outsourced sales and 
m a rketing co m p a ny or licensed to a spe c i a l ty
p h a rm a ce u t i cal co m p a ny and subsequent l y
re l a u n c h e d.”

DALE TAY LO R is CEO of 
Abe l s o n - Tay l o r,Ch i ca g o,
a pharm a ce u t i cal 
a dve rtising agency.
For more info rm at i o n ,
visit abe l s o n - t ay l o r. co m .

“The decision of whether — and how — to
relaunch a prod u ct starts with a dispassionate
discussion of issues surrounding the prod u ct
and the marke t. If the prod u ct has failed, i t’s
vital to dete rmine what we nt wro n g, if the
p roblems can be ove rco m e,and how.
Sometimes the honest answer is for a 
co m p a ny to cut its losses.Ofte n ,h oweve r,t h e
p rod u ct hasn’t failed; it may even be 
reasonably succe s s f u l .Even so,c re ating a new
b rand may be impo rt a nt. In some ca s e s,t h e
messaging and promotional tools may no
longer re s o n ate as they did earl i e r. In other
ca s e s,the prod u ct’s position may have
changed as a result of new ent ries into the
m a rke t p l a ce. In still other ca s e s,the salesfo rce
is just tired of using the same mate rials and
needs a change.”

Ma u reen Ma n g i ava s
KEEPING A BRAND “YO U N G”REQUIRES 
V I G I LANCE — KNOWING W H AT’S GOING ON
IN THE MARKETPLACE AND, E S P E C I A L LY,
U N D E R S TANDING W H AT’S GOING ON IN T H E
C U S TO M E R’S MIND. Keeping the salesfo rce
exc i te d, e n g a g e d, and focused needs to be a
top pri o ri ty for the brand te a m .
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The product is a once-a-day treatment, but
Eisai marketers found that they needed to
explain to neurologists why that was part i c u-
larly important for patients.

“Since many people with epilepsy have
other underlying diseases, they are already tak-
ing many medications for other conditions,”
M r. Ciriello says. “We found that the biggest
question neurologists had was how a pro d u c t
could control epilepsy with once-a-day dosing
and minimize dru g - t o - d rug interactions.”

Using these insights, the company decided
to focus the brand’s message on Zonegran’s
once-daily dosing regimen as well as its half-life
benefits. Zonegran has a 63-hour half life, so
even if a patient is taking medications that
might decrease the half life of Zonegran, it is
still effective over 24 hours.

“When we started to highlight the message
to physicians of the half-life benefits and once-
a-day dosing, it was as if a light bulb lit up,”
M r. Ciriello says. “Physicians never doubted the
e fficacy and safety of the product, but now they
understood how Zonegran was a useful drug in
their arm a m e n t a r i u m . ”

Changing Ta rg e t s

With a refined and renewed message, a mar-
keting team must then decide what audience to
t a rget. Whether the initial launch was too
b road or the customer experience wasn’t satis-
f a c t o ry, a team relaunching a brand may want to
reposition the product for a new market. 

This was the scenario Cephalon Inc. experi-
enced in its relaunch of Gabitril, a selective
GABA reuptake inhibitor that is indicated
t h roughout much of the world as an adjunct
therapy for the treatment of partial seizures asso-
ciated with epilepsy in adults and children 12
years old and older. 

When Cephalon acquired Gabitril, Ly n n e
B rookes, VP of U.S. marketing, began con-
ducting primary and secondary re s e a rch. Her
marketing team discovered that Gabitril was
almost exclusively being prescribed by neuro l-
ogists, while other anticonvulsants on the
market had about 30% to 40% of their pre-
scriptions coming from psychiatrists. 

Cephalon acquired U.S. rights to Gabitril
f rom Abbott Laboratories in January 2001. In
J a n u a ry 2002, Cephalon acquired expanded
rights to Gabitril from Sanofi-Synthelabo and
Novo Nordisk A/S, the developers of the pro d-
uct. Cephalon has worldwide rights to Gabitril,
excluding Canada, Latin America, and Japan. 

F u rther re s e a rch with the psychiatrists who
w e re prescribing Gabitril revealed that they
believed that the pro d u c t ’s mechanism of action
could have applications in other psychiatric dis-
o rders, much like other anticonvulsants. Ms.

u ring the past two years the co m p a ny has acquired eight FDA-

a p p roved prod u ct s, m a ny of which needed to be re l a u n c h e d,

including Pa n h e m at i n .

Ovation acquired Pa n h e m at i n ,an enzyme inhibitor deri ved from proce s s e d

red blood ce l l s, f rom Ab bott La bo rato ries in Ja n u a ry 2003. It was a small, n o n -

s t rategic asset in Ab bo t t’s po rt folio and had not been pro m o ted since the

p rod u ct was approved in 1983 for acute inte rm i t te nt po rp hy ria (AIP),which is a

ra re genetic disord e r.Ma n i fe s t ations of the disorder include pain,hy pe rte n s i o n ,

t a c hyca rd i a ,a b n o rmal mental stat u s,and mild-to - p rog re s s i ve neuro l ogic signs.

AIP is an autosomal dominant disorder caused by a defe ct in po rp h o b i l i n og e n

deaminase act i v i ty.The estimated preva l e n ce of the disorder is five to 10 ca s e s

per 100,000 pe o p l e. Be fo re Pa n h e m at i n’s approval there was no prod u ct indi-

cated to tre at AIP in the Un i ted St ate s.

Ac co rding to Ovation Fo u n d e r,Pre s i d e nt,and Chief Ope rating Of f i cer Je f-

f rey S.Aro n i n , the co m p a ny had to ove rcome seve ral challenges to make the

relaunch of Pa n h e m atin succe s s f u l . Fi r s t, Ovation had no re l ationships with

key physician thought leaders or advoca cy groups in the po rp hy ria co m m u-

n i ty.Se co n d,t h e re had been no promotion for the brand or medical educat i o n

a round this ra re disorder for 20 ye a r s. As a re s u l t, a significa nt number of

p at i e nts we re being misdiagnosed while others we re tre ated subo p t i m a l l y.

The co m p a ny quickly identified the key physician thought leaders and

established an adv i s o ry bo a rd to help pri o ri t i ze and address key issues facing

the physician co m m u n i ty.

“We wo rked closely with key physicians and the leadership of the Am e ri ca n

Po rp hy ria Fo u n d ation (APF) to identify the needs of both the ca re g i vers and

p at i e nt s,”M r.Aronin says.“We then assessed the prod u ct’s value pro position and

d eve l o ped a new positioning and strate gy designed to cre ate value for our custo m e r s.”

The co m p a ny, with input from thought leaders and the adv i s o ry bo a rd, designed and

i m p l e m e nted a plan to educate co m m u n i ty-based physicians who ca re for AIP pat i e nt s.Ad d i-

t i o n a l l y, Ovation wo rked ve ry closely with the APF to develop prog rams to educate pat i e nt s.

“ It was this synergistic approach of educating physicians and pat i e nts that has re s u l te d

in the co n s i s te nt volume growth that Pa n h e m atin is now ex pe ri e n c i n g,” M r. Aronin says.

“ Be cause of our ability to add value to our custo m e r s, sales are ro b u s t.”

Ovation has found that the traditional marketing approach of segment i n g, t a rg e t i n g,

and defining a clear positioning that is meaningful for each segment infuses stagnant prod-

u cts with new va l u e.

“The fundamentals are the same, but the key element to success for a relaunch is to exe-

c u te crisply and concisely these fundamentals to cre ate significa nt va l u e,”M r. Aronin says.

He adds that new growth oppo rtunities and life - cycle management strategies must be pur-

sued tenaciously for relaunched prod u ct s.The ability to extend exc l u s i v i ty or cre ate new mar-

kets through the deve l o p m e nt of new indications for a brand gre atly impacts the ove rall va l u e.

So u rce : Ovation Ph a rm a ce u t i cals Inc. , De e rf i e l d, Il l . For more info rm at i o n , visit ovat i o n p h a rm a . co m .

A Case Study: A Relaunch 
to Underserved Populations
ONE OF OVATION PHARMAC E U T I CA L S’ CORE STRATEGIES IS TO REINVIGORATE 

AND RELAUNCH PRO D U C TS T H AT BENEFIT SMALL, U N D E R S E RVED PATIENT 

P O P U LAT I O N S .THE CO M PANY IDENTIFIES PRO D U C TS T H AT HAVE INHERENT VA LU E

T H AT CAN BE OPTIMIZED WITH WELL-DEFINED LIFE-CYCLE MANAGEMENT AND 

MARKETING STRAT E G I E S .

Je f f rey Aro n i n
A RELAUNCH WILL BE
V I EWED POSITIVELY 
if the custo m e r s, t h e
p hysicians who 
p re s c ri be, and the
p at i e nts who 
consume the prod u ct,
pe rce i ve value to 
the eve nt.

D
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PRODUCT re l a u n c h e s

B rookes’ team decided that this should play a
m o re prominent role in the marketing of the
p roduct, and Cephalon began directing eff o rt s
t o w a rd this group of doctors, a diff e rent targ e t
audience than previously addressed. 

“ We coined the term SGRI, selective gaba
reuptake inhibitor,” she says. “We thought
SGRI would be accepted into the psychiatry
marketplace because many of these doctors
would immediately understand the pro d u c t ’s
mechanism of action. This new term borro w e d
some leverage from SSRIs and SNRIs, which
physicians are very familiar with.”

Cephalon has been promoting the pro d u c t
solely on its mechanism story for the last few
years, she says, and product sales have
i n c reased to about $80 million from $20 mil-
lion since acquiring the pro d u c t .

In addition to targeting diff e rent physician
segments, experts say marketers should con-
sider other audiences for their relaunch mes-
s a g e s .

“It is important to get other potential
influence points involved, such as patients and
m a n a g e d - c a re organizations,” Dr. Metro p o u-
los says. “These audiences need to be consid-
e red because the physician mindset may be
biased from the previous positioning of the
p ro d u c t . ”

Relaunch Ch a l l e n g e s

Applying metrics to benchmark the suc-
cess of a relaunch is one challenge that brand
teams need to address. 

“ T h e re is going to be a higher level of expec-
tation for a relaunched product,” Mr. Tr a m u t o
says. “The bar is raised in terms of the value
p roposition for the product, which may not have
been a significant factor in the original launch.”

A c c o rding to Mr. Stinson, companies often
d e t e rmine the eff i c i e n c y, effectiveness, and
economics of a relaunch against another pro d-

uct launch down the hall, which is not a good
s t r a t e g y. He says relaunch metrics need to be
based on realistic marketplace factors. 

“Marketers have to be careful not to over
p romise,” Mr. Stinson says. “Realistic expecta-
tions make the relaunch a more positive expe-
r i e n c e . ”

At Eisai, the relaunch metrics Mr. Ciriello
uses include new prescriptions (NRx) and total
p rescriptions (TRx), share of voice, how memo-
rable the messaging is, and message re c a l l s .

“ We look at how the target base of physi-
cians responds to the new message from a NRx
and TRx point of view for our relaunched pro d-
uct versus the competition,” he says.

Ma rk St i n s o n
TO RELAUNCH A BRA N D, CO M PA N I E S
NEED TO EVA LUATE THE ROLE OF T H E
P RODUCT AS PA RT OF THE OV E RA L L
CO R P O RATE STRAT E G Y. Se n i o r
m a n a g e m e nt has to dete rmine what 
the larger co rpo rate object i ves are and
whether these are co m p atible with 
the prod u ct’s object i ve s.

Dr. Jim Me t ro po u l o s
CO M PANIES NEED TO THINK OUTSIDE OF T H E
B OX MORE THAN EVER WHEN RELAU N C H I N G
A PRO D U C T. As much pre s s u re as there is 
on the team to stay with tri e d - a n d - t rue 
m e a s u re s, t h at just re pe ats histo ry.

v i d e n ce-based data assert that

m a king clinical decisions based

on best ev i d e n ce, either from the

research literature or clinical

ex pe rt i s e, i m p roves the quality of ca re and

the pat i e nt’s quality of life. These dat a

should be taken with due we i g ht acco rd-

ing to all va l i d, re l eva nt info rm at i o n .

“When relaunching a prod u ct,a co m p a-

ny has a unique oppo rt u n i ty to dri ve its

s t rate gy with a ve ry focused ev i d e n ce -

based initiat i ve,”s ays Do n ato Tra m u to, C E O

of i3 Ma g n i f i . “These ty pe of data will

u n d o u b tedly have a huge impact on how

the team will mobilize not just the co n-

s t i t u e nts on the allied healthca re side, b u t

also their own sales pe o p l e.”

An evidence-based marketing cam-

paign is grounded in best-in-class re s e a rc h

m e t h ods and tact i cal be n c h m a rking that

take into account validated market

i n s i g ht s, a c co rding to Jim Me t ro po u l o s,

M . D. , co p re s i d e nt of Sudler & He n n e s s ey.

“This doe s n’t mean spending half a mil-

lion or a million dollars sitting on the wro n g

side of a one-way mirro r,” Dr. Me t ro po u l o s

s ays.“Senior marketing exe c u t i ves need to

be out in the field with the custo m e r s, t h ey

need to ride along with the salesfo rce, a n d

t h ey need to spend time in phys i c i a n s’

o f f i ce s.”

He adds that the marketing team has to

t a ke the time to pre s e nt the ev i d e n ce that

fo rms the fo u n d ation for the new po s i t i o n-

ing and launch in a co nvincing fashion to

the salesfo rce and co n s i s te ntly show them

t h at there is strong inte rnal co m m i t m e nt

and suppo rt for the re l a u n c h .

Evidence-based Marketing: 
A Relaunch Strategy
B O R ROWING A PHRASE FROM THEIR CLINICAL CO U N T E R PA RTS , MARKETERS HAV E

IDENTIFIED EV I D E N C E - BASED DATA AS A KEY PA RT OF A RELAUNCH STRAT E G Y.
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PRODUCT re l a u n c h e s

Selling the Sa l e s fo rce

O v e rw h e l m i n g l y, experts agree that one of
the challenges marketers face when re l a u n c h i n g
a product is overcoming the old image held by
the market. 

“The fact that physicians already have a per-
ception of the product, probably neutral to neg-
ative, is a challenge for the salesforce,” Dr.
M e t ropoulos says. “If a competitive salesforc e
believes that there is a neutral to negative bias
t o w a rd the product, it is much easier for sales
reps to counterdetail; this makes it harder for the
brand team to relaunch, no matter what the new
launch looks like. There f o re marketing manage-
ment has to consider their own salesforc e ’s per-
ception of the product. The salesforce may have
a right to be skeptical and will need to be con-
vinced that things can be diff e rent the second
time aro u n d . ”

M r. Stinson agrees, saying the people with
the longest corporate memory are the sales re p s .

“They will remember the first launch more
than the marketing team,” he says. “This is
why the sales reps should be involved in the
reanalysis and relaunch pro c e s s . ”

Because the reps talk to the customers, they
can tell the marketing team what worked
well, what could be done better, and what
should be done diff e re n t l y.

“If things are n ’t going well in terms of
brand perf o rmance, the first people the brand
team should talk to are the sales reps; they are
the only true surrogates for the customer,” Ms.
Mangiavas says. “Brand teams must have the
confidence of the salesforce to execute the
brand strategy. The reps need to understand
the big picture and believe that they will be
successful with the tools and messages they
have been provided from marketing. They are
the people who have to face the customers;
they want to be credible. If sales and market-
ing are not aligned, achieving strategic mile-
stones will be nearly impossible.”

Cephalon found that the best way to get
buy in from the sales group during the
relaunch of Gabitril was to give them a vested
i n t e rest. This was a challenge for the company
because the team had to reinvigorate a sales-
f o rce that had been copromoting the pro d u c t
without much success and had to overc o m e
the perception held by physicians that the
p roduct did not work.

For Ms. Brookes, personal re l a t i o n s h i p s
with the sales reps played a large role in
changing their perception of the pro d u c t .

“I got on the phone with some of the re p s
who carried a lot of weight in the salesforce,” she
says. “I walked them through the relaunch strat-
egy and told them what we were thinking about.
I asked them to do tests in the field to find out if

the new message worked. All of our intern a l
re s e a rch indicated that it would. The next day, I
received a phone call from a rep who was very
excited because the first physician he detailed
understood the message and was very re c e p t i v e . ”

This strategy created a buzz thro u g h o u t
the salesforce and by the national sales meet-
ing a month and a half later part of the mar-
keting team’s work already was done. The
s a l e s f o rce believed that Gabitril could be
detailed effectively with the new messaging to
a new market base.

“ We had buy in at the grassroots level,”
Ms. Brookes says. “The bigger a company is,
the more it has to work top down, but if the
brand team can bring on board a few key
movers and shakers in the salesforce the
relaunch has a much better chance of being
s u c c e s s f u l . ”

M r. Tramuto has found that a segmented

message also can
help with salesforc e
buy in and dire c t
the focus of the
re p s .

“A  relaunch
can’t be about a
broad-based mes-
sage; the marketing team has to pick the one
or two areas where there is evidence that the
p roduct has real value,” he says. “All the
e ff o rts need to be focused on those segments.
If the eff o rts are focused on those key opport u-
nities for success, then there is a greater pro b-
ability that the salesforce will buy into the
relaunch initiative.” ✦
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David Ste rn
R E LAUNCHING AND REBRANDING ARE DIFFERENT.

A relaunch examines the many diffe re nt aspe cts 
of the campaign and changing the message as to 

h ow the brand is pe rce i ved by the marke t.
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