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ction/objective

» Setting the price and obtaining market access for a new pharmaceutical remains
one of the biggest commercial challenges facing manufacturers. As the payer
landscape becomes increasingly challenging, demonstrating product value and
considering the payer perspective as early as possible in clinical development is
increasingly important.

» The objective of this research was to determine how the pharmaceutical industry
is investing in their market access training capabilities in order to address the
needs of today’s complex market access landscape.
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» Online research was completed by market access executives across a range of top
25 global pharma companies, as well as several smaller companies.

» The research focused on four main topics:
» how market access was defined by their company
» what market access training is currently provided
» the extent to which different teams receive market access training
» the nature of their company’s priority market access training needs
» Feedback from 32 responses were analysed.

» There are a number of key market access challenges facing pharmaceutical
companies (Table 1)

» Overall consensus was that there is a general lack of market access expertise
(44%) and investment (41%) facing pharmaceutical companies and their
products. This is despite 38% of respondents feeling the increasingly challenging
and sophisticated payer environment is a key market access challenge.

Table 1: Key market access challenges facing pharmaceutical companies

44%
A lack of internal market access knowledge and experience

41%
A lack of internal investment and focus on market access

38%
Increasingly challenging payer evidence requirements

34%
Increasing pricing pressure driven by payer cost containment

25%
Difficulties in navigating dynamic, complex and varied P&MA landscape

22%
A lack of internal infrastructure and processes around market access
16%
Increasing difficulty in demenstrating product value
9%
A lack of clarity around orphan drugs
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Increasing market competition and pipeline weaknesses
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In the majority of companies, market access training is not included within the
core training for Commercial and R&D teams.

41% of respondents indicated that their Medical Affairs teams currently receive
market access training, whilst only 9% of Clinical Development teams receive
training.

Market access is not consistently defined across companies, with 19% of
respondents stating that either their organisation has no official definition of
market access, or they are unsure what it is.

“Achieving reimbursement” and “ensuring patient access” are the most common
definitions of market access, although for some “market access” is simply limited
to price negotiations or even just regulatory approval. (Figure 1)

Figure 1: How market access is defined & aligned across pharmaceutical companies
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» Significant gaps in key market access training programmes exist across many
companies covered in our research.

» Few respondents currently benefit from comprehensive training programmes
that cover a full range of key market access topics, with less than 50% trained
in managed entry agreements, health economics, health technology
assessments and real-world evidence. (Table 2)

Table 2: Market access training programmes currently in place across companies
Training programme

What is market
access?

Responses grouped vertically by survey respondent %

75%

Country healthcare
systems

50%

Managed entry 31%
agreements

Health economics 22%
Payer negotiation

9
tactics 59%

Health technology

o
assessments 34%

Pharmaceutical

53%
pricing

Real-world evidence 25%

M Training programme currently in place Il Training programme not currently in place

Most respondents believe that implementing more comprehensive market access
training would enhance business success. Managed entry agreements, health
technology assessments and real-world evidence are a particular focus where
additional training would be needed. (Table 3)

Table 3: Additional market access training programmes that would enhance
business success

Training programme
What is market
access?
Country healthcare
systems

Responses grouped vertically by survey respondent

Managed entry o
agreements 72%

Health economics 56%
Payer negotiation

o
tactics 75%

Health technology

66%
assessments

Pharmaceutical
pricing

Real-world evidence I

69%
63%

M Training programme currently in place Il Training programme not currently in place, or of benefit
M Additional training programme that would be of benefit

Discussion and conclusions

It is clear from our survey that companies are not placing sufficient focus on their
market access capabilities across the organisation.

Market Access teams can be under-resourced, lacking expertise and headcount,
particularly among affiliates. Furthermore, limited infrastructure is in place to
encourage collaboration between Market Access and R&D teams.

Market access training should be provided beyond Market Access teams, such as
Medical Affairs and Clinical Development. By not training such teams, companies
are missing an opportunity to implement a more integrated, cross-functional
approach to evidence generation that proactively addresses payer needs early in
the development process.

Despite resourcing and expertise limitations, companies currently rely heavily on
internal teams to deliver their market access training. External providers are used
in only a limited manner.
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