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Your job is to evaluate licensing opportuni-
ties and other business opportunities. Maybe 
you’re responsible for assessing the potential 
of pipeline products to determine which to ad-
vance. With an upcoming portfolio planning 
meeting, you need to make decisions fast. 
When you give your recommendations and the 
questions start flying, will you be prepared to 
present sound reasoning and supporting data 
or will you let your gut do the talking? 
	
In our industry, key strategic decisions always 
have to be made under a cloud of uncertainty, 
to at least some degree. There is never enough 
data, resources or time to make a sure-bet de-
cision on a product that is still in development 
or has a five-year launch horizon.  But you still 
need to make an informed decision that ac-
counts for all the risk factors, that uses a solid 
framework for decision-making, and that pro-
duces data to support your recommendations, 
especially when decisions involve investing 
millions. You need more than gut feelings to 
back up your recommendations, and you need 
to get true insights without spending a for-
tune in time and money. 

Market research alone won’t provide the stra-
tegic insight you need; an Opportunity As-
sessment that links primary market research 
to modeling efforts, will. If you use a good 
process and work with someone who has the 
right industry experience, you will get accurate 
and actionable Opportunity Assessments for a 
fraction of the cost and time you would usually 
have to pay vendors to do elaborate qualitative 

and quantitative market research. Not many 
vendors do both market research and model-
ing well. Many handle the modeling internal-
ly and outsource the market research or vice 
versa. Most market research vendors sell the 
tool but don’t provide the strategic insight. 
They leave that up to you, the client. 

Opportunity Assessment

The Opportunity Assessment process will 
vary, of course, depending on the business 
decisions in question, but generally follows 
these steps:
1.	 Develop a “straw man” decision- 
making model using the clinical and market 
information you have initially and best-guess 
assumptions on the target product profile. 
This may seem like putting the cart before the 
horse, but the straw man model will save time 
and money in the long run because it will help 
you determine what information you abso-
lutely need to glean from research to get the 
outputs you need in the model. If you skip this 
step and go directly into the market research 
phase, you are likely to spend too much time 
and money getting information that isn’t  
needed or not capturing data that is critical to 
the model.

2.	 Develop a list of information needs 
based on the straw man model. This list could 
include:
Target patient populations and projected 

patient shares for current and future  
products

Changes in target patient populations over 
time as disease awareness, prescribing  
habits and practices, and market dynamics 
change

Key market drivers and barriers that will 
impact the product launch uptake and ulti-
mate market success
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Current and future unmet needs of target 
patients, health care providers and payors

Price thresholds for current products 
and projected price thresholds for future  
products

Emerging technologies and future compe-
titive products 

Reactions to target product profiles
How the new device or product will fit into 

the current treatment or diagnostic para-
digm

Conduct customized and focused qualitative 
primary market research designed to provide 
the model assumptions needed. You need 
feedback from Key Opinion Leaders (KOLs) 
who tend to be more forward thinking, along 
with feedback from “trench” doctors who see 
many patients every day and understand the 
realities of patient care.
Qualitative research – one-on-one interviews, 
for example – is best for getting to the level of 
insight you need. You won’t get it from quan-
titative market research surveys because 
checking boxes and filling in blanks doesn’t 
tell you the thinking behind the answers.  

Respondents of surveys also tend to over-
state intentions with regards to intended use 
of new products and may give you the wrong 
picture of product potential.  One-on-one in-
terviews, however, give you the opportunity 

to ask the follow-up questions that can lead 
to that “ah-HA!” moment of insight. 

3.	 Build strategic market models to 
provide licensing and product development 
decision support. Strategic market models 
provide the machinery to harness all of your 
existing product clinical data and market in-
sights with the information you gain from 
KOL interactions and qualitative market re-
search. Models can also be used to help over-
come the limitations of qualitative research 
where you work with smaller numbers of 
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interviews providing aggregated results that 
are not projectable on their own accord.  
It’s important to know the most important 
product attributes and market conditions 
which will drive commercial success. It’s 
even more important to have an idea of the 
financial impact of hitting or not hitting key 
drivers of clinical and commercial success. 
Strategic market models can provide these 
key insights and help you evaluate risks and 
acceptable returns given the anticipated risks 
that you will face during drug development 
and over the life of the product. Armed with 
this information, you can be comfortable  
making decisions with a full accounting of 
risks, probabilities of success and projected 
future product performance.  

The benefits at a glance

An Opportunity Assessment – market-based 
strategic models supported by KOL inter-
views and custom primary market research 
– provides the rationale you need to sup-
port your recommendations and stand up 
to questions and scrutiny from senior man-
agement. It is a key decision-making tool 
that will provide the strategic guidance for 
your company’s business development and 
strategic planning efforts.   Plus it is less ex-
pensive than a full-blown market research 
project, and is FAR better than “trusting 
your gut”.  There are too many variables and 
hidden minefields in this industry to ever do 
that. 
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