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Planning to Launch a New Pharmaceutical in the US Market Starts Earlier
Than You Think - Insights to Maximize Your Go-To-Market Preparation
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You always need to understand the market very well.
What are the current treatments? How might your
product bring additional value to these patients? You're
always thinking of patients first - how will they
potentially benefit from this product.

-Paul M. Fletcher

Paul M. Fletcher is a pharmaceutical industry expert with 25+ years
of experience marketing for leading companies, including his
current position as Head of Marketing for New Dermatology
Indications at Sanofi.

From planning launch and relaunch campaigns for the likes of
Biogen and Bayer to his current role, Fletcher's industry expertise
stems from a combination of experience and education.




Igniting Unique, Market-Based Conversations with US Thought Leaders

Fletcher believes in the power of
networking, not simply to make
connections, but also to educate
himself on new concepts, ideas, and
opinions from industry stakeholders.
International companies seeking to
form US connections may find it easier
to simply agree with the industry
conversations at play.

However, as Fletcher demonstrates,
sharing unique opinions may prove to
be more beneficial. "I've learned over
time, whether it's with education or in
the business world, you should not
always go along with what the majority
says.” It's crucial that you fully educate
yourself on the current market offerings
and opportunities your product might
offer to further advance the care of
certain patients.

The same is true when launching in the
US market. "You always need to
understand the market. What are the
current treatments? How might your
product bring additional value to these
patients? You're always thinking of
patients first - how will they potentially
benefit from this product.”

Key differentiation points should be
considered from both an efficacy and
safety standpoint to gain a full
understanding of how your offering fits
in the market. A market landscape
analysis will be necessary to help
ensure you appropriately position your
product.

Analyzing potential thought leaders is
another piece of the puzzle. "You should
attempt to understand who the top
thought leaders are in a particular
disease state and determine how they
view the current treatments.” Thought
leaders may include researchers,
medical doctors, nurse practitioners,
physician  assistants, and  other
healthcare providers representing a
range of medical opinions.

Generating early feedback from these
leaders will help international
companies better understand how the
US market might react to your
treatment (assuming approval s
received). "Commercial launch planning
should begin well in advance of product
approval,” emphasized Fletcher.
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Planning for the Commercial Launch of a New Indication Begins Early - With Caution

“The first six months of any launch is crucial. Once you launch a new product, within that six
months, you'll get a sense of how impactful this product might be in the market.” Market demand
will be driven by the initial reception of early adopters (both patients and providers).

It is incumbent upon the company to develop and disseminate comprehensive product information
to ensure the patient and prescriber have everything they need to know about your new product
from an efficacy, safety, and dosing standpoint. This information must always be presented by
the company in a fully balanced and legally compliant manner so that an informed discussion and
decision between the patient and healthcare professional may occur.
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Paul Fletcher's Key Takeaways for International Companies

Fletcher's strong insights have been fueled by his continuous pursuit of new knowledge.
“Education is extraordinarily important to me. It's not just about classroom learning, but also the
opportunity to meet other people and network with them.”

In 1997, Paul M. Fletcher graduated with a MBA from Michigan State University and landed his
first marketing role with Eli Lilly & Company immediately thereafter. Since then, Fletcher has
earned two additional masters degrees from Northeastern University and Brown University
respectively, and is currently pursuing a post-graduate degree in Global Business from the
University of Oxford.

The award-winning marketer sums up his professional philosophy by emphasizing that “action
creates opportunity,” especially when it comes to education. The more you can learn prior to
launching a product, the greater the organization will benefit in the long term.

Whether it be conducting market research, attending industry conferences, or networking,

international companies must properly educate themselves in order to successfully launch in the
US.

Start your pre-launch efforts now. Uncover niche, potential areas for penetration while also
generating early feedback from the market. Ignite conversations, conduct research, and keep
an open mind. Go-to-market preparation is one of the most critical pieces in connecting with the
right potential partners. The sooner you begin, the better.

-Content by Shannon Lindahl, Global Business and
Marketing Associate at BDMT Global

If you are interested in connecting with Paul M.
Fletcher or in working with Sanofi please send an
email to sim@bdmtglobal.com
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