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Global Certificate Course in Business Development for Pharmaceutical Companies

Product Launch Strategies

Go‑to‑Market Strategy is the overarching plan that defines how a new pharmaceutical product will be
introduced to the target market. It integrates market research, regulatory considerations, pricing,
distribution, and promotional tactics into a coordinated effort. For example, a company launching a novel
oncology drug may choose a phased approach, first targeting academic medical centers where clinical trials
were conducted, then expanding to community hospitals. The practical application of a clear go‑to‑market
strategy is that each functional team—regulatory, medical affairs, sales, and marketing—receives a shared
roadmap, reducing duplication of effort and aligning resources. A common challenge is the need to balance
speed of entry with the depth of market preparation; moving too quickly can result in insufficient payer
negotiations, while excessive delay can allow competitors to capture market share.

Value Proposition articulates the unique benefits that the product offers to patients, physicians, payers, and
other stakeholders. In the pharmaceutical context, it typically blends clinical efficacy, safety profile, and
health‑economic advantages. For instance, a new insulin analog may claim a longer duration of action with
a lower risk of hypoglycemia, translating into fewer hospital visits and reduced overall treatment costs.
Crafting a compelling value proposition requires robust clinical data, real‑world evidence, and a clear
understanding of the unmet need. The main challenge lies in translating complex scientific outcomes into
concise messages that resonate across diverse audiences while maintaining regulatory compliance.

Regulatory Pathway defines the sequence of submissions, reviews, and approvals required to bring a
pharmaceutical product to market in each jurisdiction. In the United States, this involves filing an
Investigational New Drug (IND) application, completing Phase I‑III clinical trials, and submitting a New Drug
Application (NDA). In the European Union, the process follows the Centralized Procedure, resulting in a
Marketing Authorisation (MA). Practical application: A global launch team creates a master regulatory
timeline that maps each milestone to local requirements, allowing simultaneous submissions where
possible. A frequent challenge is the variability of data requirements across regions; for example, certain
safety endpoints may be mandatory in Japan but optional in Canada, necessitating additional data
collection and extending timelines.

Market Access refers to the strategies used to secure reimbursement and formulary placement for the
product. It encompasses health‑technology assessment (HTA) submissions, negotiations with payers, and
development of economic models. A practical illustration: A pharmaceutical firm preparing a budget impact
model for a new hepatitis C therapy will estimate the cost savings from reduced liver transplants and
improved productivity. Successfully navigating market access can accelerate uptake, but challenges include
differing HTA criteria, political pressure on drug pricing, and the need to provide compelling
cost‑effectiveness evidence in a crowded therapeutic area.

Pricing Strategy determines the price point at which the product will be offered to the market. Common
approaches include cost‑plus pricing, value‑based pricing, and tiered pricing. For a high‑cost biologic, a

Read online: https://certificates.lsba.org.uk/guides/3103953/product-
launch-strategies

London School of Business and Administration · 22 Jun 2026



G U I D E

value‑based pricing model might link the price to the drug’s ability to achieve specific clinical outcomes,
such as reduced disease progression rates. The practical application involves constructing a pricing matrix
that accounts for country‑specific willingness‑to‑pay thresholds, exchange rates, and discount structures.
Challenges arise from price control regulations in certain markets, the risk of price erosion due to generic
competition, and the need to balance profitability with patient access.

Segmentation is the process of dividing the overall market into distinct groups based on characteristics
such as disease severity, prescriber behavior, or geographic location. For a new asthma inhaler,
segmentation might separate pediatric patients, adult patients with mild disease, and adults with severe
refractory disease. By targeting each segment with tailored messaging and channel strategies, companies
can improve relevance and conversion rates. A practical hurdle is obtaining high‑quality data to define
segments accurately; reliance on outdated market intelligence can lead to misdirected resources.

Targeting follows segmentation and identifies which segments the launch will actively pursue. The decision
is guided by factors like market size, growth potential, competitive intensity, and alignment with the
product’s strengths. For example, a novel antiviral could target regions with high disease prevalence and
limited existing treatment options, while deprioritizing markets where competitors dominate and pricing
pressures are severe. In practice, targeting informs allocation of sales force, marketing spend, and medical
affairs support. The challenge is maintaining flexibility; as real‑world data emerges post‑launch, the
company may need to re‑evaluate its target segments.

Positioning defines how the product is perceived relative to competitors in the minds of key stakeholders.
Effective positioning highlights the differentiators that matter most to the audience—be it superior efficacy,
safety, convenience, or cost savings. A practical example: Positioning a once‑daily oral anticoagulant as “the
most convenient alternative to injectable therapy” emphasizes patient adherence benefits. Positioning must
be consistent across all communications, from scientific publications to sales scripts. A common challenge is
ensuring that positioning remains credible and evidence‑based, especially when new comparative data from
competitors become available.

Launch Sequencing determines the order and timing of market entry across different regions or therapeutic
settings. A staggered launch may begin in the United States, followed by the European Union, then
emerging markets. Sequencing allows the company to leverage early launch learnings, refine messaging,
and allocate resources efficiently. For instance, a company may launch a drug in countries with faster
regulatory approval to generate early revenue, while simultaneously preparing dossiers for slower‑moving
markets. Challenges include coordinating cross‑functional teams across time zones, managing inventory to
avoid stock‑outs, and handling divergent local market dynamics that can affect the planned sequence.

Commercial Readiness assesses whether the organization has the necessary infrastructure, personnel, and
processes to support a successful launch. This includes sales force training, medical information systems,
supply chain capabilities, and promotional material approvals. A practical tool is a commercial readiness
checklist that rates each function on a scale from “not started” to “launch‑ready.” The checklist may reveal
gaps such as incomplete key opinion leader (KOL) engagement plans or insufficient digital assets.
Addressing these gaps before the launch date mitigates the risk of operational failures that could damage
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brand perception.

Key Opinion Leader (KOL) Engagement involves identifying and collaborating with influential clinicians and
researchers who can advocate for the product. Engaging KOLs may include advisory board meetings,
speaker programs, and co‑authorship of publications. For example, a biotech firm developing a
gene‑therapy may partner with a leading university professor to present early efficacy data at an
international conference. The practical benefit is that KOL endorsement can accelerate acceptance among
peers and facilitate payer negotiations. However, challenges include navigating compliance regulations,
ensuring scientific integrity, and managing potential conflicts of interest.

Clinical Data Package comprises the complete set of clinical trial results, safety reports, and pharmacokinetic
data that support the product’s efficacy and safety claims. This package is central to regulatory submissions,
HTA dossiers, and promotional materials. A practical example: The clinical data package for a new
monoclonal antibody includes Phase III trial outcomes showing a statistically significant reduction in disease
flares, along with a pooled safety analysis demonstrating low incidence of serious adverse events. A key
challenge is maintaining data consistency across multiple regions, as different regulatory bodies may
request additional subgroup analyses or longer follow‑up periods.

Reimbursement Dossier is the collection of economic and clinical evidence submitted to payers to justify
coverage and pricing. It typically includes cost‑effectiveness analyses, budget impact models, and real‑world
evidence. For a rare disease therapy, the dossier might highlight the drug’s ability to reduce long‑term care
costs by preventing disease progression. Practically, the dossier is tailored to each payer’s criteria, requiring
close collaboration between health‑economics analysts and medical affairs. Challenges include the need for
high‑quality local data, the complexity of modeling indirect costs, and the time‑intensive nature of
negotiations.

Supply Chain Management ensures that the product is manufactured, stored, and distributed efficiently to
meet demand while maintaining product integrity. In pharma, this includes cold‑chain logistics for biologics,
serialization for traceability, and demand forecasting. A practical scenario: A launch team uses advanced
analytics to predict regional demand spikes following a key conference, adjusting inventory levels to avoid
stock‑outs. Supply chain challenges often stem from manufacturing capacity constraints, regulatory
restrictions on import/export, and the risk of counterfeit products infiltrating the distribution network.

Salesforce Deployment refers to the strategic placement and training of sales representatives who will
promote the product to prescribers. Deployment decisions consider territory size, physician density, and
market potential. For a specialty oncology drug, the company may assign a small team of highly trained
medical science liaisons (MSLs) to high‑volume cancer centers, while using broader field sales coverage for
community oncologists. Practical applications include creating detailed call plans, performance metrics, and
ongoing coaching programs. Challenges include aligning incentives with launch objectives, managing
turnover, and ensuring compliance with promotional regulations.

Digital Marketing encompasses online channels such as websites, social media, email campaigns, and
mobile applications used to educate and engage stakeholders. A practical example: A pharmaceutical
company launches an interactive disease awareness portal that provides patients with treatment options,
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side‑effect management tools, and links to support programs. Digital marketing allows for precise targeting
and real‑time analytics, but challenges include navigating privacy regulations (e.G., GDPR, HIPAA), ensuring
content is scientifically accurate, and avoiding off‑label promotion.

Multichannel Strategy integrates traditional and digital channels to deliver a consistent message across
touchpoints. For a new vaccine, the multichannel approach may combine face‑to‑face detailing by sales
reps, webinars for healthcare providers, and targeted online ads for patients. Practically, the strategy
requires a unified content calendar and coordination among marketing, medical affairs, and sales teams to
prevent message fatigue. The primary challenge is measuring the incremental impact of each channel and
attributing outcomes to specific tactics.

Risk Mitigation involves identifying potential obstacles that could jeopardize the launch and developing
contingency plans. Risks may be regulatory (delayed approval), commercial (competitor launch), operational
(manufacturing shortfall), or reputational (adverse event signals). A practical tool is a risk register that
assigns probability, impact, and mitigation actions for each identified risk. For instance, to mitigate a
manufacturing risk, the company may secure a secondary production site and conduct regular audit checks.
Challenges include the difficulty of forecasting rare events and maintaining agility to respond to unforeseen
changes.

Timeline Management is the process of coordinating milestones, dependencies, and deliverables to ensure
the launch stays on schedule. The timeline typically includes regulatory submissions, payer dossiers, sales
training, and promotional material rollout. Practical application: A Gantt chart is used to visualize critical
path activities, allowing the launch manager to identify bottlenecks early. Common challenges involve scope
creep, resource constraints, and the need to adjust timelines in response to external factors such as policy
shifts or competitor announcements.

Budget Allocation determines how financial resources are distributed among the various launch activities—
research, regulatory, marketing, sales, and post‑launch monitoring. A practical approach is to develop a
launch budget model that links spend to expected revenue, using assumptions about market share, price,
and adoption curves. For a high‑cost biologic, a larger proportion of the budget may be allocated to payer
engagement and health‑economic modeling. Challenges include forecasting accurate ROI, dealing with
currency fluctuations, and ensuring compliance with internal spend controls.

Key Performance Indicators (KPIs) are quantifiable metrics used to assess the success of launch activities.
Typical KPIs include market share, prescription volume, payer coverage rate, physician awareness, and return
on investment. For example, a KPI for a cardiovascular drug could be “percentage of target cardiologists
who have prescribed the product within the first six months.” Practically, KPIs are tracked via dashboards
that pull data from sales reports, market research, and digital analytics. Challenges arise when data sources
are inconsistent, when KPIs are misaligned with strategic goals, or when there is a lag between activity and
measurable outcome.

Post‑Launch Surveillance refers to the ongoing monitoring of product performance, safety, and market
dynamics after the product becomes available. This includes pharmacovigilance activities, real‑world
evidence generation, and market feedback loops. A practical example: A company establishes a post‑launch
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registry to collect patient outcomes for a rare disease therapy, feeding the data back into efficacy narratives
for future payer discussions. Challenges include maintaining high data quality, integrating surveillance
findings into commercial strategy, and responding promptly to safety signals that could affect brand
reputation.

Pharmacovigilance is the science and activities related to detecting, assessing, understanding, and
preventing adverse effects of medicines. In the launch context, robust pharmacovigilance systems are
essential to meet regulatory obligations and to reassure prescribers. For a new immunotherapy, the
pharmacovigilance team may implement active monitoring programs in selected hospitals to capture early
safety signals. Practical considerations involve setting up electronic case reporting, training site staff, and
establishing escalation pathways. The challenge is balancing thorough safety monitoring with the need to
avoid generating alarmist perceptions that could hinder uptake.

Health‑Economic Modeling provides quantitative analyses of the cost‑effectiveness of a product relative to
alternatives. Models typically incorporate clinical efficacy data, quality‑adjusted life years (QALYs), and cost
inputs from healthcare systems. For a novel anticoagulant, a model may demonstrate that despite higher
acquisition costs, the drug reduces overall healthcare expenditures by preventing costly strokes. Practically,
the model is used in HTA submissions and payer negotiations. Challenges include obtaining accurate local
cost data, handling uncertainty in long‑term outcomes, and ensuring model transparency to satisfy
reviewers.

Stakeholder Mapping identifies all individuals and organizations that influence the product’s adoption,
ranging from physicians and payers to patient advocacy groups and regulatory bodies. A practical map
might categorize stakeholders by influence and interest, guiding engagement priorities. For a pediatric
vaccine, the map would highlight pediatricians, school health officials, parent associations, and national
immunization programs. Challenges include the dynamic nature of stakeholder influence—political changes
or emerging advocacy groups can shift priorities, requiring continuous updates to the map.

Message Architecture is the hierarchical structure of key messages, supporting statements, and proof points
that guide all communications. It ensures consistency across scientific publications, sales scripts, and digital
content. For a gene‑editing therapy, the top‑level message may be “transformative cure for a previously
untreatable disease,” supported by clinical trial results, patient testimonials, and safety data. Practically, the
architecture is shared in a style guide that all teams reference. The challenge lies in maintaining message
integrity when adapting content for different regulatory environments or cultural contexts.

Launch Readiness Assessment evaluates the preparedness of each functional area against predefined
criteria. Tools such as readiness scorecards assign scores for regulatory, commercial, medical, and
operational domains. A practical example: The medical affairs team receives a “ready” rating for KOL
engagement but a “partial” rating for medical education materials, prompting immediate action. Challenges
include subjective scoring, potential bias toward optimistic assessments, and the need to translate readiness
findings into concrete corrective actions.

Competitive Intelligence involves systematic collection and analysis of information about current and future
competitors. This includes product pipelines, pricing strategies, clinical trial results, and marketing tactics.
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For a launch team, competitive intelligence may reveal that a rival is planning a late‑stage trial for a similar
indication, prompting a reassessment of launch timing. Practically, the intelligence is compiled into briefing
documents and shared with cross‑functional leaders. Challenges include ensuring data legality, avoiding
speculation, and updating intelligence rapidly as the competitive landscape evolves.

Market Forecasting predicts future demand based on epidemiology, historical sales data, adoption curves,
and external factors such as policy changes. A practical method uses a Bass diffusion model to estimate how
quickly prescribers will adopt a new therapy. Accurate forecasting informs production planning, budget
setting, and sales target establishment. Challenges include uncertainty in market dynamics, the impact of
unforeseen regulatory decisions, and the difficulty of capturing emerging market trends.

Patient Access Programs are initiatives designed to improve affordability and availability of the product for
patients who may otherwise be unable to obtain it. Examples include copayment assistance, compassionate
use schemes, and patient registries. For a high‑cost oncology drug, a manufacturer may offer a
limited‑duration financial assistance program to bridge insurance gaps. Practical implementation requires
coordination with patient advocacy groups, compliance with anti‑kickback statutes, and tracking of
program utilization. Challenges involve managing program sustainability, ensuring equitable distribution,
and navigating varying regulatory restrictions across jurisdictions.

Real‑World Evidence (RWE) is data collected outside of controlled clinical trials, reflecting how the product
performs in routine practice. Sources include electronic health records, claims databases, and patient
registries. For a chronic disease medication, RWE may demonstrate adherence patterns and long‑term
safety in a broader patient population. Practical use of RWE includes supplementing clinical trial data in HTA
submissions and informing post‑launch promotional claims. Challenges comprise data quality,
methodological rigor, and the need to align RWE generation with regulatory expectations.

Launch Metrics Dashboard consolidates key indicators into a visual interface that enables real‑time
monitoring of launch performance. Metrics may include prescription volume, market share, payer coverage
status, and digital engagement rates. A practical dashboard allows launch managers to spot trends, such as
a sudden dip in physician adoption, and trigger corrective actions promptly. Challenges include integrating
data from disparate systems, ensuring data timeliness, and avoiding information overload that obscures
critical insights.

Channel Optimization examines the effectiveness of each distribution and communication channel,
adjusting investments to maximize impact. For a new biologic, the company may find that
direct‑to‑physician digital webinars generate higher engagement than traditional sales calls, prompting a
reallocation of resources. Practical steps include conducting A/B testing, analyzing conversion rates, and
iterating channel mixes. Challenges involve measuring the true contribution of each channel in a
multichannel environment and managing internal resistance to shifting budgets.

Launch Playbook is a documented guide that outlines the step‑by‑step procedures, responsibilities, and
best practices for executing the launch. It includes templates for key documents, escalation paths, and
communication protocols. Practically, the playbook serves as a reference for new team members and a
checklist for senior leaders to ensure consistency across regions. Challenges involve keeping the playbook

Read online: https://certificates.lsba.org.uk/guides/3103953/product-
launch-strategies

London School of Business and Administration · 22 Jun 2026



G U I D E

up to date as market conditions change and ensuring that all stakeholders adhere to the prescribed
processes.

Change Management addresses the human aspects of transitioning to new processes, tools, or strategies
required for the launch. It includes communication plans, training programs, and stakeholder engagement
to minimize resistance. For example, introducing a new CRM system for sales teams may require a phased
rollout, pilot testing, and ongoing support. Practical application ensures that the workforce adopts new
tools quickly, preserving productivity. Challenges include cultural differences across global teams, varying
levels of digital literacy, and the risk of change fatigue.

Post‑Launch Review is a structured evaluation conducted after the initial launch period to assess outcomes
against objectives and to identify improvement opportunities. The review typically examines market
performance, operational execution, and stakeholder feedback. A practical example: Six months after
launch, the team compares actual market share to forecast, evaluates the effectiveness of KOL
engagements, and assesses whether budget allocations met expectations. Findings feed into a continuous
improvement loop for subsequent product launches. Challenges include obtaining objective data,
attributing outcomes to specific actions, and implementing corrective measures without disrupting ongoing
commercial activities.

Lifecycle Management involves planning and executing strategies to sustain product performance
throughout its market life, from launch to eventual decline. This includes line extensions, indication
expansions, formulation changes, and de‑risking activities. For a blockbuster drug, lifecycle management
may involve developing a combination therapy to extend market exclusivity. Practical considerations include
aligning R&D pipelines with commercial goals and monitoring competitive threats. Challenges arise from
regulatory hurdles for new indications, the need for additional clinical data, and potential cannibalization of
the original product.

Regulatory Intelligence is the systematic gathering of information about regulatory policies, guidance
documents, and enforcement trends across jurisdictions. It enables the launch team to anticipate changes
that could affect approval timelines or labeling requirements. For instance, emerging guidance on
real‑world evidence may influence the design of post‑marketing studies. Practical use involves maintaining
an updated database of regulatory updates and disseminating relevant insights to cross‑functional
stakeholders. Challenges include the sheer volume of information, varying interpretations across regions,
and the need to translate regulatory language into actionable business decisions.

Strategic Partnerships refer to collaborations with external organizations such as contract research
organizations (CROs), marketing agencies, or technology firms that can enhance launch capabilities. A
practical partnership might involve a digital health company providing a patient adherence app that
integrates with the pharmaceutical’s medication support program. Benefits include access to specialized
expertise and accelerated time‑to‑market. Challenges include aligning objectives, managing intellectual
property rights, and ensuring compliance with industry regulations.

Pricing Negotiation Framework outlines the structured approach for discussing price and reimbursement
with payers. It includes preparation of value dossiers, identification of payer priorities, and development of
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concession strategies. For a high‑cost specialty drug, the framework may incorporate risk‑sharing
agreements, such as outcome‑based contracts where payment is tied to patient response. Practical
application ensures that negotiations are systematic and data‑driven. Challenges involve navigating
differing payer expectations, managing confidential pricing information, and maintaining profitability under
complex agreement structures.

Brand Architecture defines the relationship between the product and the broader portfolio of brands owned
by the company. It clarifies whether the product is positioned as a flagship, a line extension, or a niche
offering. For a company with multiple oncology agents, the brand architecture may group products by
disease pathway, facilitating cross‑selling opportunities. Practical benefits include streamlined marketing
communications and clearer internal resource allocation. Challenges include avoiding brand cannibalization
and ensuring that each brand maintains a distinct identity.

Medical Affairs Alignment ensures that medical activities—such as scientific exchange, education, and
advisory board support—are synchronized with commercial objectives while preserving scientific integrity. A
practical example is coordinating a medical symposium that presents clinical trial data alongside a sales
training session that translates the data into key messages for the field force. Alignment helps reinforce
consistent messaging and strengthens credibility with healthcare professionals. Challenges include
maintaining a clear separation between promotional and scientific activities to comply with regulations.

Compliance Governance establishes the policies, procedures, and oversight mechanisms that safeguard
adherence to legal and ethical standards throughout the launch. This includes monitoring promotional
content, managing gifts, and ensuring transparency in KOL relationships. Practically, a compliance officer
reviews all launch assets before release and conducts periodic audits. Challenges involve keeping pace with
evolving regulations across multiple jurisdictions and fostering a culture of compliance throughout the
organization.

Customer Relationship Management (CRM) Integration connects the CRM platform with other data sources
—such as market research, call reporting, and digital engagement metrics—to provide a unified view of
stakeholder interactions. For a launch, CRM integration enables sales leaders to track physician adoption,
identify gaps, and prioritize outreach. Practical steps include mapping data fields, establishing data
governance, and training users on new functionalities. Challenges include data silos, inconsistent data entry
practices, and the need for robust analytics to derive actionable insights.

Strategic Alignment Workshops bring together senior leaders from regulatory, medical, commercial, and
finance to ensure that launch plans are coherent and mutually supportive. A typical workshop might involve
reviewing the go‑to‑market timeline, assessing budget constraints, and aligning on key performance
targets. The practical outcome is a shared commitment to launch priorities and a clear escalation path for
issues. Challenges include coordinating schedules across global teams and reconciling divergent
departmental objectives.

Launch Risk Dashboard visualizes identified risks, their probability, impact, and mitigation status in a single
interface. It allows launch managers to monitor risk exposure in real time and allocate resources to address
high‑priority threats. For example, a risk related to supply chain capacity may be flagged as “high
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probability, high impact,” prompting immediate action to secure additional manufacturing slots. The
practical benefit is proactive risk management. Challenges include maintaining accurate risk data, avoiding
over‑reliance on static assessments, and ensuring that the dashboard is regularly reviewed by
decision‑makers.

Stakeholder Communication Plan outlines the timing, channels, and messaging for engaging each
stakeholder group throughout the launch lifecycle. It includes press releases for regulators, briefing
documents for payers, and educational webinars for physicians. Practically, the plan schedules key
touchpoints—such as a pre‑launch advisory board meeting—ensuring that each audience receives relevant
information at the appropriate stage. Challenges involve coordinating messages across diverse channels,
handling confidential information, and adapting communication styles to cultural differences.

Adoption Curve Analysis examines how quickly different segments of the market begin using the product,
often visualized as innovators, early adopters, early majority, late majority, and laggards. For a novel
therapy, early adopters may be academic centers, while the late majority may consist of community
practices. Practically, understanding the adoption curve helps tailor outreach strategies—for example,
focusing high‑impact evidence on innovators to generate buzz, then using case studies to persuade the
early majority. Challenges include accurately identifying where each segment lies on the curve and adjusting
tactics as the curve shifts.

Post‑Launch Market Research collects feedback from prescribers, patients, and payers after the product is
available, providing insights into barriers and facilitators of adoption. Methods include surveys, in‑depth
interviews, and mystery shopper studies. A practical outcome may be the discovery that physicians are
uncertain about dosing adjustments, prompting the development of additional educational materials.
Challenges include respondent fatigue, bias in self‑reported data, and the need to translate qualitative
insights into actionable strategies.

Competitive Positioning Matrix visually maps the product against competitors based on dimensions such as
efficacy, safety, convenience, and cost. For a new antihypertensive, the matrix may show that the product
scores high on safety and convenience but moderate on cost. Practically, the matrix informs messaging
priorities and helps sales teams articulate differentiators. Challenges include keeping the matrix current as
competitors launch new data and ensuring that positioning remains grounded in verifiable evidence.

Launch Budget Forecast Model projects financial requirements and expected returns, incorporating
assumptions about market share, pricing, and cost of goods. The model enables scenario analysis—such as
best‑case, base‑case, and worst‑case outcomes—guiding investment decisions. Practically, finance teams
use the model to secure internal approvals and to monitor spend against plan. Challenges include
uncertainty in key assumptions, the impact of currency fluctuations, and aligning financial forecasts with
operational realities.

Key Success Factors (KSFs) are the critical elements that must be executed well for the launch to succeed.
Typical KSFs include regulatory approval on schedule, payer coverage in target markets, and effective sales
force training. A practical use is to embed KSFs into the launch scorecard, tracking progress and
highlighting areas needing attention. Challenges involve correctly identifying KSFs early and ensuring that
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they are measurable and actionable.

Learning and Development (L&D) Program provides comprehensive training for all launch participants,
covering product science, compliance, sales techniques, and digital tools. For a complex gene therapy, the
L&D program may include laboratory simulations, case studies, and role‑playing exercises. Practically, a
well‑designed L&D program accelerates competency, reduces onboarding time, and improves confidence.
Challenges include accommodating diverse learning styles, updating content as new data emerges, and
measuring training effectiveness.

Launch Governance Structure defines the hierarchy of decision‑making authority, roles, and responsibilities
throughout the launch process. It typically includes a launch steering committee, functional leads, and
project managers. Practically, the governance structure ensures that decisions are made efficiently,
escalations are clear, and accountability is established. Challenges may arise from overlapping
responsibilities, unclear reporting lines, or insufficient authority given to execution teams.

Strategic Pricing Review is a periodic assessment of the product’s price in light of market dynamics,
competitor actions, and payer feedback. For a drug facing price pressure, the review may explore options
such as volume‑based discounts or patient‑support rebates. Practically, the review informs price
adjustments that protect market share while maintaining profitability. Challenges include navigating
regulatory constraints on price changes, managing stakeholder expectations, and ensuring that pricing
adjustments do not undermine the perceived value of the product.

Digital Adoption Metrics track how stakeholders interact with digital assets, such as website visits, video
views, and app downloads. For a launch, monitoring these metrics helps gauge the effectiveness of digital
campaigns and identify opportunities for deeper engagement. A practical example is using heat‑map
analysis to optimize the layout of an online product portal. Challenges include attributing digital
engagement to actual prescription behavior and protecting user privacy in compliance with data‑protection
laws.

Health‑Policy Landscape Analysis examines the broader policy environment—including legislation,
reimbursement reforms, and public health initiatives—that can affect product uptake. For a new vaccine, the
analysis may reveal upcoming mandates that could accelerate adoption. Practically, the insights guide
advocacy efforts and inform timing of launch activities. Challenges include the fluid nature of policy
decisions, the need for specialized expertise, and the risk of misinterpreting policy signals.

Patient Journey Mapping visualizes the steps a patient experiences from disease onset through diagnosis,
treatment, and follow‑up. Understanding the journey helps identify touchpoints where the product can add
value. For a chronic disease, the map may highlight gaps in patient education that the launch can address
through support programs. Practical application includes designing patient‑centric materials that align with
each stage of the journey. Challenges involve capturing diverse patient experiences, integrating data from
multiple sources, and ensuring cultural relevance.

Launch Communication Toolkit bundles all approved messaging assets—slide decks, fact sheets, FAQs, and
visual aids—into a single repository accessible to the launch team. Practically, the toolkit streamlines

Read online: https://certificates.lsba.org.uk/guides/3103953/product-
launch-strategies

London School of Business and Administration · 22 Jun 2026



G U I D E

content distribution, ensures consistency, and reduces the time needed to create new materials. Challenges
include keeping the toolkit current as new data becomes available and managing version control across
global teams.

Channel Partner Enablement equips external partners—such as distributors, contract sales organizations,
and third‑party marketing agencies—with the knowledge and tools needed to promote the product
effectively. For a biologic requiring cold‑chain handling, enablement may include training on storage
requirements and product handling procedures. Practical outcomes include improved partner performance
and consistent brand representation. Challenges include varying partner capabilities, aligning incentives,
and maintaining oversight of partner activities.

Brand Equity Measurement assesses the perceived value of the product in the market, often through
surveys measuring awareness, preference, and perceived quality. For a newly launched therapy, early brand
equity scores can indicate the strength of the launch messaging. Practically, the measurement informs
adjustments to communication strategies. Challenges include isolating the impact of launch activities from
external factors and ensuring statistical reliability of survey data.

Post‑Launch Advocacy Engagement involves building relationships with patient advocacy groups after the
product is on the market to support awareness, education, and access initiatives. A practical example is
co‑hosting webinars with an advocacy organization to discuss disease management and treatment options.
Benefits include enhanced credibility and community support. Challenges include aligning advocacy goals
with commercial objectives, managing expectations, and adhering to strict compliance guidelines.

Operational Excellence Framework sets standards for efficiency, quality, and continuous improvement
across launch processes. It includes metrics such as cycle time for regulatory submissions, on‑time delivery
of promotional assets, and error rates in data entry. Practically, the framework drives performance
benchmarking and identifies areas for process optimization. Challenges include fostering a culture of
continuous improvement and integrating the framework across varied functional domains.

Launch Success Dashboard consolidates high‑level indicators—such as market share growth, revenue, and
customer satisfaction—into a single view for senior leadership. The dashboard provides real‑time visibility
into launch performance, enabling rapid decision‑making. Practically, it may integrate data from sales
systems, market research, and financial reporting. Challenges involve ensuring data integrity, avoiding
information overload, and aligning dashboard metrics with strategic objectives.

Regulatory Submission Portfolio tracks all dossiers, applications, and supporting documents submitted to
regulatory agencies worldwide. For a global launch, the portfolio includes NDAs, MAAs, and supplemental
applications. Practically, the portfolio helps coordinate timelines, monitor approval status, and manage
cross‑regional dependencies. Challenges include handling differing format requirements, maintaining
version control, and responding to agency queries promptly.

Market Segmentation Model uses statistical techniques—such as cluster analysis—to group customers
based on behavior, demographics, and prescribing patterns. For a cardiology drug, the model might identify
high‑prescribing cardiologists, mid‑range prescribers, and low‑volume physicians. Practically, the model
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guides targeted outreach and resource allocation. Challenges include data availability, model validation, and
ensuring that segments are actionable.

Launch Portfolio Management oversees multiple product launches simultaneously, balancing resources,
priorities, and timelines. For a company with a pipeline of three drugs entering launch phases within the
same year, portfolio management ensures that each launch receives adequate support without
cannibalizing the others. Practically, it involves strategic resource planning, risk assessment, and
cross‑functional coordination. Challenges include competing internal demands, limited budget, and the
need to maintain focus on each product’s unique requirements.

Compliance Training Module provides mandatory education on promotional regulations, anti‑bribery laws,
and data privacy for all launch staff. For a launch team, the module may include case studies of compliance
breaches and interactive quizzes. Practically, the training reduces the risk of violations and reinforces a
culture of ethical conduct. Challenges include ensuring completion, updating content in response to
regulatory changes, and measuring training effectiveness.

Launch Risk Register captures identified risks, their descriptions, owners, mitigation actions, and status
updates. This living document is reviewed regularly by the launch steering committee. Practically, the
register enables transparent risk tracking and accountability. Challenges involve maintaining accurate risk
assessments, preventing risk fatigue, and ensuring that mitigation actions are executed on schedule.

Value‑Based Contracting Framework outlines the structure for agreements where payment is linked to
predetermined outcomes, such as patient response rates or reduction in hospitalizations. A practical
example is a risk‑sharing contract for a rare disease therapy, where the manufacturer refunds a portion of
the price if patients do not achieve a specified clinical endpoint. Benefits include aligning incentives with
payer goals and demonstrating confidence in product performance. Challenges include defining
measurable outcomes, negotiating data collection mechanisms, and managing financial exposure.

Digital Asset Management (DAM) System stores, organizes, and distributes digital launch assets—videos,
graphics, presentations—ensuring version control and accessibility. For a global launch, the DAM system
enables regional teams to download localized assets while preserving brand consistency. Practically, it
reduces time spent searching for assets and prevents the use of outdated materials. Challenges include user
adoption, integration with existing workflows, and ensuring security of proprietary content.

Launch Communication Cadence defines the frequency and sequencing of internal and external
communications throughout the launch lifecycle. It may schedule weekly updates to the launch team,
monthly briefings for senior leadership, and quarterly press releases for external audiences. Practically, a
defined cadence keeps stakeholders informed and aligned. Challenges include balancing information
overload with the need for transparency and adapting cadence in response to unexpected events.

Clinical Evidence Dissemination Plan outlines how trial results will be shared with the medical community
through publications, conference presentations, and webinars. For a new immunotherapy, the plan may
prioritize high‑impact journal articles followed by regional scientific meetings. Practically, the plan
accelerates awareness and adoption among key opinion leaders. Challenges include meeting publication
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timelines, securing authorship agreements, and navigating journal embargo policies.

Patient Support Program Design creates services that help patients navigate treatment, manage side effects,
and adhere to therapy. Elements may include nurse helplines, medication reminders, and financial
assistance counseling. For a complex infusion therapy, the program might provide home‑care coordination.
Practically, well‑designed programs improve patient outcomes and satisfaction, fostering brand loyalty.
Challenges include ensuring program scalability, complying with anti‑kickback regulations, and measuring
program impact.

Launch Performance Review Cycle establishes regular intervals—such as quarterly—to assess progress
against launch objectives, review KPI trends, and adjust tactics. During each cycle, the team conducts a deep
dive into data, identifies gaps, and updates the launch plan. Practically, the review cycle promotes agility
and continuous improvement.
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