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Specialty Channel Growth 



Specialty Approvals 



Importance to Stakeholders 

In addition to the new drugs and increase in 
volume other drivers have become relevant: 
– Manufactures are leveraging the channel to 

increase their product’s value proposition (e.g. 

increase C&P) and more closely manage distribution 
(e.g. limited/restricted distribution models, returns, etc.) 

– Managed Care is using the channel to manage 
patient care, drug utilization and control costs  

– Specialty channel is well suited  to assist in the 
management of the REMs programs 



Specialty Pharmacy Channel  
Value Transcends Multiple Areas 

(68) Specialty Products REMs Pharma Upside Growth 

=   Opportunistically leveraging 
the SP Channel 



Specialty Pharmacy Value Chain 
Proposition 



The Value Proposition 
Increased Data Sets and Increased  
Visibility Deeper Into The Channel 
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Manufacturer Distributor 
Specialty 
Pharmacy 

Physician Patient 

852 867 

Manufacturer Distributor 
Specialty 
Pharmacy 

852 867 Contracted 

Data 

Today’s Scenario with a Distribution 

Agreement 

Today’s Scenario with a Distribution Agreement and a Specialty Pharmacy 

Contract 



Value Proposition 
As the Data Sets Increase, The Number of Stakeholders Using  
the Data Increases and the Potential Business Impacts Increase 
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Trade 

Finance 

Brand 
Team 

Contract 
Mgt 

Trade 

Finance 

Brand Team 

Contract 
Mgt 

Managed 
Markets 

Compensati
on 

Sales Ops 

Senior Mgt 

Without SP data With SP data 

Increased value 
in the data 
assets 

Brand Team is a primary 
driver of the process 
Managed Markets 

Data is of high 
interest to 
Managed Markets 

Additional work for these 
areas particularly for 
specialty focused 
companies 



ValueCentric  
Specialty Pharmacy Offering 



Strategic Management 
The Specialty Pharmacy Service Offering Focuses Maximizing  
the Value of the Specialty Pharmacy Value Chain Components 
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 Brand           Brand Performance: 
• “Proactive management of the brand through timely assessments of 

product and patient performance 
 

 Compliance           Contract Management & Compliance: 
• “The support required to assess the performance of the SPs, the impact 

to the patient and administrative support of the SP contracts as 
defined by the manufacturer – (e.g. service delivery, C&P, data compliance , 
payment support, etc.)” 

 

 Channel            Channel Management: 
• “Proactive management of the specialty channel through timely 

assessments of supply (sales into the channel), demand (TRxs/867) and 
inventory (852) 



Business Challenges and Opportunities 

Interactive Discussion 



Specialty Pharmacy Business  
Challenges = Opportunities 

Specialty Pharmacy 
Channel 

Data 

Contracts 

Supply/ 
Demand 

Areas of Discussion 

Where is your 
“sweet spot”? 

What issues and/or 
opportunities are 
important to you?   



SP Business Challenges  
“Harnessing the Power of the Data” 

What 
data? 

• Stakeholder 
Input/needs 

• Business Reasons 

Data 
Management 

• Integrity 

• Accountability 

• Quality 

• Security/Storage 

Data 
Reporting 

• Data by stakeholder 

• What format 

• How frequently 

Alignment = 
Value 

Targeted Results 

Identify what is 
important and what is 
nice to have = succinct 
data requirements 

Manage data quality 
and integrity into the 
process --- Process 
Owner 

“Right” info to the 
“right” people at the 
“right” time ---- 
Stakeholder scorecards 



SP Business Challenges 
“Maximize Contract Performance” 

Design 
• Program 

• Contract 

Compliance
/Payment 

• Patient C&P 

• Contract/Data 
Exhibits 

Performance 

• Brand 
• SP Channel 
• Contract 

Strategy + 
Content + 

Structure = 
Value 

Targeted Results 

SP program & contract 
are aligned with the 
brand/ channel strategy 

Data exhibits are 
designed to facilitate 
measuring/ 
monitoring patient & 
contract compliance 

Data exhibits are 
designed to facilitate 
measuring performance 
across multiple business 
areas 



SP Business Challenges  
“Actionable Supply/Demand Visibility” 

Demand 

• SP demand: 852  
Top line sales out 

• Patient demand: 
TRx trends 

Supply/ 
Inventory 

• Mfg. Sales in (850) 

• Inventory (852) 

Mass 
Balance 

• Reconcile Supply, 
Demand  and 
Inventory 

Align 
Supply & 

Demand = 
Value 

Targeted Results 

Demand “visibility” to 
improve revenue 
projections and 
forecasting 

Understand and 
better manage S&OP 
process --- S&MP 

Triangulate key 
supply, demand & 
inventory data to 
support business 
decision making --- 
Comparative analytics 
 



Summarize  
Capture Next Steps 


