
Unlocking Unprecedented Value:  
The Advent of the Established Brand 
Established Brands are brands that have met peak share in the marketplace through a loyal physician 
and patient base. Too often, these brands are perceived as being on the downward trajectory and are 
supported by only minimal sales and marketing efforts that allow them to drift into obscurity. However, 
these brands still deliver critical and ongoing therapeutic value to patients as well as significant revenue 
potential for companies. By not optimizing these brands, companies miss an important opportunity to 
maximize their potential. 

The key to maximizing the revenue potential of Established Brands is to implement highly targeted but 
low-cost customer engagement programs that drive sales with less effort, but much greater impact. 

Capitalizing on Established Brands’ Opportunities
Established brands still have the potential to be a source of revenue, but a more efficient promotional 
mix is needed to maximize bottom-line results. To achieve this, these brands must overcome some key 
challenges and capitalize on several prime opportunities. 

One issue is the number of years until loss of 
exclusivity (LOE). Since by definition, Established 
Brands have been on the market for a while, there 
is some urgency to maximizing revenue potential 
in their remaining years before LOE. However, 
resources are often scarce and companies may 
have shifted marketing and sales budgets to 
support their launch brands instead.    

These challenges can be countered by capitalizing 
on several advantages possessed by Established 
Brands. Among these advantages is a loyal 
following of healthcare providers (HCPs) and 

patients who have had time to become familiar  
and comfortable with the products. Established 
Brands also have years of Real World Evidence  
that characterize their safety/efficacy profile  
and support their use. They also have marketing 
and sales data that can help further segment  
the targets to help deliver customized messages  
to loyal and potential prescribers alike.  
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Optimizing Resources and Revenues 
By analyzing such historic data, Established Brands can better segment and target their physician base  
with customized messages and marketing channels. Applying insights from this data analysis, brands can 
refine their strategies and utilize the variety of options available. It is vital to understand how to balance the 
choices offered, in order to keep the profitability of a brand afloat. This is Established Brands Management 
and it can help optimize a multichannel marketing mix to most cost-efficiently use resources to maximize 
revenues. For example, variable cost options such as full-time contract field reps, hybrid reps or virtual 
inside sales reps, offer brand teams flexible options to retain and expand a brand’s most loyal prescribers, 
while lower cost resources like digital advertising and e-mail can be more broadly focused to drive 
prescribing behavior. 

Digital marketing vehicles can also complement the field force by amplifying messages initially delivered  
by reps, and can generate new leads in a targeted low cost/high frequency manner. Syneos Health analysis 
of field data from five different brands indicated that adding a complement of digital marketing vehicles  
to face-to-face selling teams can double prescription volume. 

Established Brands should continually refine their multichannel marketing mix, monitor key performance 
indicators (KPIs) and optimize commercial results and return-on-investment throughout the remaining 
years of a brand’s market exclusivity. The following diagram illustrates one example of how a brand’s 
resource allocation might be shifted over time: 
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The following diagram illustrates how incremental revenues may be realized as a result of shifting the 
multichannel marketing mix in year 5 of a brand’s lifecycle, approximately the time a brand reaches  
peak share:
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ABOUT THE SYNEOS HEALTH INSIGHTS HUB
The Syneos Health Insights Hub generates future-focused, actionable insights to help biopharmaceutical companies better execute 
and succeed in a constantly evolving environment. Driven by dynamic research, our perspectives are informed by our insights-driven 
product development model and focused on real answers to customer challenges to help guide decision making and investment.

ABOUT SYNEOS HEALTH

Syneos Health® (Nasdaq:SYNH) is the only fully integrated biopharmaceutical solutions organization. The Company, including a Contract 
Research Organization (CRO) and Contract Commercial Organization (CCO), is purpose-built to accelerate customer performance to 
address modern market realities. Learn more about how we are Shortening the distance from lab to life® at syneoshealth.com.

Identifying a Partner with Complementary Capabilities
To fully optimize the multichannel approach and be able to respond to shifts in the marketplace, an 
Established Brand should consider partnering with a company with complementary capabilities and 
streamlined infrastructure. Depending on its own in-house functions, a brand should look for a flexible, 
dynamic partner aligned to their strategy and resource model with advanced data analytics expertise,  
digital communications specialties and resource deployment capabilities which can work in concert with  
a brand’s own existing infrastructure to realize an Established Brand’s full revenue potential. 

Integrating a brand’s infrastructure with a partner’s capabilities allows a company to outsource functions  
that require dynamic scaling as the market shifts and to focus instead on their launch products and core 
competencies where strategic value is the greatest.  

Maximizing Brand Value
At Syneos Health, our experience and our information has shown that data-analytic segmentation and 
strategic deployment works. From small biopharmaceutical companies with promising compounds, to 
pharmaceutical/biotechnology giants with Established Brands, we have seen how this approach benefits 
customers with a wide range of commercial needs. By using tailored and multi-channel promotional programs 
to ensure brand information gets to customers’ targeted physicians, we have seen our partners thrive. 

Established Brands are a resource with tremendous value that is not always fully realized. As the 
understanding of their value has grown, so too have the opportunities to optimize the value and contributions 
that these brands can deliver. We are eager to work with our partners to maximize the value of these 
important resources throughout their lifecycle. 
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