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Dramatic change has characterized the oncology market over the last decade.

Leading pharmaceutical players face an increasingly complex and competitive

commercial environment, with numerous and similar products launching at the

same time. This market dynamic presents both industry leaders and newcomers

with significant barriers to success in establishing an oncology business unit. For

example, the number of oncology sales representatives has increased severalfold,

while the number of oncology physician specialists has remained relatively constant.

In addition, both reimbursement and patient advocacy have

forced a new oncology treatment paradigm. These factors

combine to create a daunting scenario for any company without 

a well-defined product strategy.

A Fortune 500 pharmaceutical manufacturer faced a serious

short-term gap in their oncology product pipeline. The manu-

facturer had successfully established a critical product franchise.

However, their business unit was focused almost exclusively on

an organic growth strategy. The key product reaped considerably

high sales and profit levels for the franchise, but the business

unit anticipated declining revenues when patents expired in the

near future. The client had analysts and strategic specialty

committees consisting of cross-functional teams within the organization—as well as

external resources—working on a new strategy for this business unit. Nevertheless,

they came to The Mendel Group for strategic validation and recommendations for

the best overall approach.

Our client had an
extremely successful
franchise, but faced 
a short-term gap in 
the product pipeline 
with no concrete 
solution in place.




