
Five Considerations for Choosing an Agency 
Partner for a Successful Biopharma Launch

More than ever, small and medium-sized (SMID) biopharma companies are driving change in the 
pharmaceutical industry. In the past, they served mainly as a source of scientific innovation feeding into 
the acquisition pipelines of big pharma. This is changing massively with new ways of commercialization 
and the trend to more specialized treatment options for smaller patient populations. Small and agile teams 
within these companies increasingly take on the venture of bringing products to the market themselves. 
These fast-growing and emerging companies are highly dynamic and move beyond the scientific, 
regulatory and commercial challenges to bring a drug to market—they are “building the plane while flying,” 
which adds an extra layer of complexity. However, strategic communication is a key component in launch 
preparations for SMID companies that often requires working with an external partner.

The requirements of emerging biopharma companies differ significantly from those of big pharma—they 
are more agile, less resourced and less siloed when it comes to collaboration and knowledge sharing. This 
has a direct impact on which agency partner is the right choice to aid in the pre-launch or launch phase of 
development.  Finding an experienced and agile partner who can address their specific needs during this 
time is critical and choosing an agency that can draw upon the deep therapeutic expertise and strategic 
insights of an integrated, specialized organization can be a driver for success.

So, what to look for specifically?

1.  Strategy-led and discipline-agnostic
Often, biopharma company teams are a handful of people tasked with an extreme workload up to
the launch of a product. With new people continuing to join the organization, a fully built go-to-market
strategy is rarely in place. Setting the right priorities based on impact on the market will be the only way
for them to stay on top of things. A partner needs to be able to provide this strategic, discipline-agnostic
guidance. The partner must be able to advise how to position a product based on scientific data and
market, and prioritize the necessary changes in the market, instead of asking “What is the right campaign?”
Only then, much later, actions in different disciplines can be defined. Despite their advanced capabilities,
large networks often struggle with this approach.

2.  Commercial acumen
Funding milestones, organizational design, go-to-market strategies, and commercial footprints in the
local markets are some of many factors that determine the success of a biopharma launch. Smaller
biopharma companies differ greatly from large pharma companies, who separate corporate functions
much more from the actual marketing functions. Agency partners that are equipped to contribute to
these discussions and can adjust their operations to support the unique core needs of biopharma will be
much more able to support their customers in a way that reduces internal burden and friction.
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3.  Scalable in dynamic team changes
Time to launch is essential in biopharma companies, as is the availability of resources. Staffing is often
based on funding cycles. Rarely are commercial teams fully built out regionally or even locally before
critical milestones for approval are reached; once they are, the run to launch begins. Ideal partners for
biopharma companies can complement teams and adjust scale quickly. They are a true part of the launch
team rather than a provider for a specific deliverable. In the absence of a communication lead, a medical
lead, or key sales functions they can step in and seamlessly provide key functions out of their own
expertise, and even help staff them.

4.  Efficiency and agility
The combination of resource constraints, small teams and a highly dynamic, time-critical environment
often does not allow for complex processes. Turnaround times for strategic considerations, internal
board presentations or external communication tools are often mere days. Large, distributed teams
across multiple agencies typically lack agility. Bringing in new disciplines restarts a complex briefing and
onboarding process—time that many of the biopharma teams simply don’t have. With all the change,
organizational evolution and new team members coming on board, the direction across deliverables and
tasks must be steadfast. So, partners need to be able to make versatile key staff available right away.

5.  Team spirit
In biopharma companies, there are very few experts to take on huge challenges. Together with their
agency partner they inevitably become one team, developing knowledge together and learning about
ups and downs in data readouts. This journey is most successful in a trusted partnership and joint
commitment from both ends. An agency partner can bring ideas and expertise to the table that will
help the drug be successful, not just what has been discussed for a workstream. Together, biopharma
companies and their agency partners can build a platform that brings new options to patients, ideally
transforming the outcome of serious disease.

Biopharma companies need agency partners that are as agile and as dynamic as they need to be, and 
which are not tied to a single discipline. These partners can ideally provide built-in access to the expertise 
and capabilities to support the biopharma company and live within their eco-system as a sounding board 
to the multi-disciplinary aspects of their strategic vision.

Contributor:

Andreas Reinbolz
Managing Director, Communications Germany
Syneos Health


