
A new approach to  
pharma competitor strategy: 

INSTANT INSPIRATION 
WITH A PRACTICAL 
TOOLKIT TO HELP GET 
STARTED



When a new entrant or new data 
comes to market, you can transform 
your approach - and build your brand 
with sustainable competitive advantage 
- by viewing the landscape with a 
new perspective. The current, classic 
pharma approach relies on CI and 
data to inform competitive strategy 
and brand planning and often focuses 
on achieving one-upmanship: think 
about a typical war-gaming workshop 
where the objective is based on the 
scenario, “Competitor A demonstrates 
X% growth, therefore we are aiming for 
X+% growth”. 

We believe the classic approach is 
missing a trick. Let’s challenge the 
status quo:

 Of all your stakeholders, which  
one singularly has the most influence 
and impact on your product’s future 
performance? Unequivocally, it is  
your customer.

 This means that the traditional 
approach, that relies on CI and 
data alone, is too narrow to support 
robust decision making because it 
misses this important customer 
perspective.

 So when you are seeking to 
differentiate your brand, yes you  
must know your competitor, but then 
walk in your customer’s shoes 
and view the competitive landscape 
through their eyes.

We know how the classic approach 
plays out – because we’ve been there, 
in our work with global healthcare 
brand teams, as both consultants and 
in senior client-side roles. We also know, 
through the work we do now, that 
there’s a better way. If you want to build 
a brand with meaningful and distinct 
differentiation, it’s time to innovate your 
approach and take a fresh perspective; 
a perspective that views the market and 
available prescribing options in a real-life 
context through your customer’s eyes. 
Only then, can you understand all your 
customer’s needs and work out how to 
best meet them.

IF YOUR BRAND IS FACING A 
,  

HOW WILL YOU RESPOND?
EXTRAORDINARY  
DOESN’T START  
WITH CONVENTIONAL



GAIN INSIGHT:
Understand all your customer’s JTBD

APPLY INSIGHT:
Analyse own and competitor products 
against customer needs

IDENTIFY TRIGGERS
for distinctive differentiation

On a practical, functional level?
E.g. manage side effects, improve quality of life

Where is your product’s advantage? i.e. which 
product attributes uniquely respond to the 
customer’s needs - their JTBD? 

JTBD x = attribute x

JTBD y = attribute y

These are the attributes that will 
provide meaningful and distinctive 
differentiation in the mind of your 
customer. This is where you create 
your ‘brand’.

Practical, functional needs?

Practical, functional needs?

Emotional level? 

Emotional level? 

Social level? 

Social level? 

On an emotional level?
E.g. address patient fears, feel you make  
a positive difference

On a social level? 
E.g. be perceived as knowledgeable by patient, respected 
as an innovator by peers

Now you understand all your 
customer’s needs, which of them are 
met by your competitor’s product?

 Tip: try scoring how well you meet  
each need 1-10

Position your product against your 
competitors to see how each stacks 
up. In the mind of your customer, 
where can you differentiate against 
the alternatives? 

 Tip: think beyond pitching molecule vs 
molecule, respond to the social and emotional 
needs too

Now you understand all your 
customer’s needs, which of them are 
met by your product?

In a real life context, what is your 
customer trying to achieve when they 
make a prescribing decision?

 Tip: it’s important to think beyond the  
functional needs



SUMMARY
In summary, this a quick intro to how 
we think and do a little differently 
when we work with our clients on their 
competitive response strategy. We 
hope it inspires you to refresh your 
approach, to know your competitors 
AND understand all your customer’s 
needs. When your actions are rooted 
in a more robust and rounded 
foundation you can then find a route 
to differentiation that’s distinctive and 
meaningful and drives sustainable 
success for your brand. 

And what difference does it make? 
Here’s what a Global CI Lead, Top 5 
pharma company, recently told us:

So now, is it time to adjust your lenses 
and gain a fresh perspective on your 
competitive response strategy? 

Transforming your response to 
competitive situations can begin 
with one small step. If you’d like to 
know more about our approach to 
competitor response strategy, take 
a look here. If you’re curious about 
our approach and how it could align 
stakeholders and boost performance 
for your brand, then we’d love to  
hear from you. Please contact  
Simon Campling or Gareth Hall. 

“WE BELIEVE THIS NEW APPROACH 
IS ALREADY PROVING MORE 
IMPACTFUL AND IS HELPING US TO 
MEANINGFULLY DIFFERENTIATE IN 
A COMPETITIVE MARKET.”

www.strategicnorth.com
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