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Align and define
A large part of a successful promotional launch is managing and informing all stakeholders, 
including the brand team, executives, and media agencies. Whether your goal is to drive 
awareness about an under-diagnosed condition, encourage a conversation between a 
patient and their HCP, or drive new prescriptions, everyone should align and agree on the 
campaign’s objective before execution. A good approach is to outline the top one or two 
goals and get agreement from the key stakeholders. Avoid having too many goals,  
which can make it difficult to optimize the campaign once it’s in flight.

It’s also important to define KPIs before the campaign’s launch. Outlining what success 
looks like ensures the campaign will accomplish what stakeholders agreed on. The 
approach to setting KPIs will differ depending on your treatment and the market. When 
launching in a competitive market or for a disease state that is already well established, 
KPIs will likely be around gaining market share and growing your business. Benchmark 
information is also readily available for competitive markets or common therapeutic areas 
such as diabetes, where the patient journey is well established. KPIs when launching a 
new treatment in a non-competitive category may be about growing your business but also 
driving awareness of the category. Understanding new treatment areas also requires more 
exploratory testing. You can then use these findings to inform potential metrics.
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Promoting a new brand can be challenging whether you’re a first-time brand manager or a seasoned 
veteran. While there is no magic formula that guarantees success, there are steps you can take to 
increase the likelihood of great results. Veeva Crossix has gathered unique insights from measuring 
more than 50% of all brand launch campaigns in both new and competitive therapeutic areas.1 
The following best practices can help marketers in both small biotech companies and established 
enterprises best allocate investments and execute effective launch campaigns.

 1 Between 2021–2024

https://www.veeva.com/products/marketing-analytics/
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Establish a baseline by running unbranded 
campaigns first 
Even before a treatment is approved, executing an unbranded campaign is a great way 
to prime the market and establish baselines before embarking on the more extensive, 
branded campaign. Depending on the therapeutic area, you may use disease-state 
awareness campaigns, disease-state education campaigns, or both. Disease-state 
awareness campaigns are a great tool to teach the market about what the disease-state 
actually is and help patients get diagnosed. Disease-state education campaigns provide 
information that can help diagnosed patients consider a treatment option they haven’t 
considered before. 

For a first-to-market treatment, you may want to run both kinds of campaigns to generate 
demand for your treatment. However, for a new treatment option within a well-established 
category, you may only focus on a disease state education campaign. In either case, 
running unbranded campaigns helps establish how well different media tactics engage 
your key audiences. By applying these learnings to your branded campaign, you can be 
confident that your strategy is effective and you invest your budget wisely from day one.

 
Set realistic expectations around ROI, especially 
for awareness channels
Linear TV is an important channel for reaching a broad audience and driving awareness. 
While brand launch campaigns using this channel drive lift in conversion, linear TV 
needs to be on-air consistently before achieving positive ROIs — sometimes one to three 
years.2 This longer time to positive ROI does not mean the campaign is performing poorly, 
but stakeholders often need reassurance. Set and manage realistic expectations with 
leadership and other stakeholders. Leverage benchmarks to help validate performance 
throughout the campaign and determine if you should make any optimizations or 
adjustments to the strategy.

Optimize campaigns for success
To improve campaign performance, successful brands diversify the media mix and 
constantly evaluate data. When buying media, you’ll want to ensure you don’t put all your 
resources into one bucket, such as programmatic. Instead, use a combination of channels 
and tactics to reach your audience in different environments. 
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 2 Crossix National TV performance benchmarks
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Constantly evaluate data as it comes in so you can change tactics that are not working, 
which can help save time and money. For example, in a recent respiratory brand launch, 
the first-year HCP campaign strategy focused heavily on targeting pulmonologists. 
However, once the brand reviewed data from Crossix’s net impact analysis, the team 
realized they were also reaching allergists who were driving new patient starts at a 
higher rate. While the reach to allergists was much smaller than pulmonologists, the 
brand decided to optimize the campaign by reshaping its audience approach to focus on 
allergists in year two. 

Executing marketing for a new brand launch requires a deep understanding of your target audience 
and the ability to continuously adapt and optimize. Although media is only one component of a brand 
launch, it is critical. Align early on goals, set realistic performance expectations, establish a baseline 
through unbranded campaigns, and constantly evaluate data to effectively get your message into the 
market and reach the right patients and HCPs.
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A strong marketing analytics partner provides the measurement and insights you 
need to make the best media investments for a successful commercial launch.  

Find out what criteria you should look for in a partner here.   
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