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Emerging biotech companies now have more 
alternatives to either licensing their product or being 
acquired. This leads to a need for expertise as they 
move from development toward commercialization, 
one that is capital efficient, unique, and relevant to 
their needs.
.
When launching a product, much of the challenge 
lies in working out how it plugs into the existing 
healthcare machine and predicting where the 
market is going. In emerging biotech specifically, 
there is also an additional emphasis on building 
foundational infrastructure that can scale, whereas 
in large pharmaceutical companies, the challenge 
lies in repurposing existing infrastructure. The lack 
of this existing infrastructure means a lot of new 
work also needs to be done around obtaining things 
like distribution licenses. These need to be handled 
while making an organizational shift from a clinical 
to commercialization mindset. In the preapproval 
phase, biotech suffers from the absence of insight 
into regulators’ resource allocation and strategy. 
One reason for this is that these companies are less 
likely to have other products that have been through 
the approval process. Emerging biotech companies 
tend to be focused on 1 asset, which requires a 
slightly different perspective with respect to the 
shift to commercialization mentioned previously. 
However, a single asset can be thought of as an 
advantage and not a limitation. The focus on driving 
value at a specific customer segment, being closer 

to the customers and focusing on their needs rather 
than speeding through the approval process can be 
considered as the intangible advantage of an 
emerging biotech or even a business unit in a large 
pharma.

The talent and the culture 
decisions you make as a 
leadership team are going to drive 
the success of your company.       

– Victor M. Clavelli
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The panelists were asked how they make decisions 
with the information gaps that were previously 
mentioned. A part of this is addressed by the 
organizational shift toward commercialization. As 
the burn rate accelerates closer to the launch, the 
company needs to focus its investment decisions on 
things that are immediately most valuable, tabling 
long-term and extraneous concerns. Another 
recommendation was to streamline the 
decision-making processes. Small organizations 
tend to be agile, which should be leveraged in 
decision-making. It is also beneficial to try and 
preserve that through the shift. Victor shared his 
experience at Optinose and their One Mission 
culture, where they focus and prioritize the top 
drivers of success. This helped in focusing on 

priorities of a given program and deprioritizing what 
is merely nice to have.

The gears shifted to how build versus buy analyses 
have changed over the last 5 to 10 years. The panel 
stressed the importance of assembling an 
ecosystem to address business problems over 
building things from scratch.  This calls for the right 
partners.

Emerging biotech firms can afford to investigate the 
cutting edge as they are unburdened by old 
infrastructure. They also tend to lack resources to 
build in-house, often leading them to buying 
solutions. They can leapfrog big pharmaceutical 
companies that want to build their own end to end 
ecosystems and have a larger capital base of 
infrastructure, who do not look to leverage 
innovative ideas achieved by smaller companies.

The biggest shift over the last 5 years has been the 
move from getting “boots on the ground” to reach 
customers, and creating a digital engagement 
infrastructure. Victor talked about how since the 
beginning of the pandemic, they have expanded the 
number of customers, that each of their territory 
managers oversees, by 50%. This was achieved 
partially from technology to strategically target 
customers instead of the traditional reach and 
frequency approach.

On the pandemic and its lasting impact, there is no 
need for organizations to choose between digital 
and physical infrastructure. The panel predict both 
will continue to exist, with the former augmenting 
and directing the latter toward customer needs. 
Omnichannel is primarily about learning how the 
customer is gathering information and meeting 

them there. Beyond this, there is not a 
one-size-fits-all solution. The trend toward digital 
analytics has existed for the last 10 to 15 years, and 
the pandemic only accelerated what was already 
there. However, people may choose to persist with 
some virtual experiences they have grown 
accustomed to during the pandemic. Patients have 
also enjoyed having a greater voice in driving their 
own healthcare, and it is important to continue to 
allow that. 

One big impact of artificial intelligence is that it 
grants companies the freedom not to have all the 
right answers at the launch, since it enables learning 
customer needs and engagement patterns post 
launch. This pivots from the pharmaceutical 
industry’s previous prescriptive and definitive 
models to ones that align communication with 
learned audience preferences. These changes 
enable organizational agility and rapid 
decision-making with a fail-fast culture. Ultimately, 
the major factor to driving this is leadership vision. 
This means setting the expectation that it is okay to 
try things as long as mistakes are used as learning 
opportunities and not repeated. Budgeting for 
experimentation and empowering people to follow 
through on well-thought-out but untested ideas are 
also key. Given the scientific nature of the 
pharmaceutical industry, it helps to borrow the 
language from scientific thinking to reframe 
business problems. With more capital available to 
emerging biotech companies investor scrutiny has 
increased. They not only ask about clinical aspects 
of the asset, but also details of the 
commercialization plan.

The panel concluded with key trends that will 
impact emerging biotech businesses in the future. 
For Victor, it is the shift in disseminating expert 
information to facilitate a conversation about the 
product solutions. Matt spoke of the convergence of 
healthcare and technology into digital health and its 
evolution in the next 12 months. Kate hopes to see 
organizations integrating technology to augment 
how they address the voice of the customer, 
whether it is a healthcare professional, patient or 
payer.   
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I think that the emerging biotech 
is more naturally going to 
gravitate towards ‘Buy’ versus 
‘Build it’; they just don't have the 
resources.

– Kate Hermans
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