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Market Access  
 

Just a new buzzword?  
 

- or - 
 

A fundamental change in 
doing business? 
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It is a challenging question of whether market access is just a new buzzword for old 

wine in new skins or a new, innovative way of doing business. In this position paper 

we will clearly argue in favor of a new way of doing business. First this position paper 

will briefly outline the driving forces for changes; second it will describe the functional 

roles and processes of market access and finally it will highlight that aligned mind set 

is the key success factor for successful market access.  

 
 
 
How to integrate into Health Care sectors? 
 
We all agree: to develop a new drug, to prove efficacy in 

RCT versus placebo and to market the drug by a numerous 

sale force team have become history. Soaring health care 

costs and low economic growth have created a political 

environment of cost containment in almost all countries. 

Pharmaceutical manufacturers must now provide evidence 

that a new drug provides value for money in an area of 

unmet medical need. The ability of pharmaceutical 

companies to push its businesses is getting limited. More 

and more pharmaceutical companies are getting 

depended from regulators, payers and providers both for 

R&D input and for market uptake of a new drug. The key 

issue remains how to integrate pharmaceutical values into other health care sectors: how to 

generate accepted value gains in in-and outpatient settings and how to align value perceptions 

of different stakeholders. Probably one of the most successful way to do that is the creation of 

shared values from early R&D up to successful market uptake. Involve stakeholders to learn what 

they need, offset their concerns with tailored data and help them later on how to use and 

Pharmaceutical companies are 
getting depended from 
regulators, payers and 
providers for R&D input, 
evidence generation and 
market uptake 
 
Involve stakeholders to learn 
what they need, offset their 
concerns with tailored data 
and help them later on how to 
use and control new treatment 
options. 
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control new treatment options. This is especially true for generation of both medical and 

economic evidence. Market access is not only the forth hurdle at product launch; it is more the 

process:  R&D > Market Authorization > HTA > P&R > Market Penetration > Maintenance. This 

process is regulated by governmental policy and payer influence whereby stakeholders and 

communication act as process enablers. 

 

 

Is a Market Access Organization sufficient enough to succeed? 
 

Drug regulatory affairs, pricing & reimbursement, key 

account management, health economy, external affairs 

are long existing functional elements for getting a new 

drug to market. In the past, they were assigned to other 

departments such as regulatory affairs, marketing or 

corporate. Today, such functions are more and more 

consolidated into a newly established department called 

market access. The market access department is working 

as a matrix organization and delivers advice and services 

to business units or departments such as marketing and 

sales. Key deliverables are: CTD, Core Value Dossier, 

Reimbursement Dossier, HTA Report and EBM Dossier 

which all have different objectives and values for both internal and external stakeholders.  

The key question is whether or not a single market access department can generate such 

deliverables in an ideal and comprehensive way to meet the requirement of all internal and 

external stakeholders? Let us keep in mind that market access-, marketing & sales and medical 

teams are visiting external stakeholders, key opinion leaders and provider networks on a regular 

basis. Visiting employees may all have different objectives; they will ask different questions and 

Market Access is expected to 
manage the entire 
pharmaceutical value chain:  no 
single department can do that 

Everybody has to learn, to 
contribute and to share 

The prerequisite is an aligned 
understanding of the market 
access process followed by 
coherent action 
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will get specific answers. Of course it is feasible to consolidate all the inputs during an internal 

meeting or by shifting documents. However, this is time consuming and bears the risk of lost 

market information as not everything can and will be covered. A second point is that key market 

access deliverables need input from different departments. Who will decide on P&R content: the 

market access- or marketing & sales team although prove and communication of additional 

medical benefit is probably the key driver for P&R and involves the medical and communication 

department. 

We question whether the entire market access process can be managed by a single market 

access department. If we leave it to the market access and other departments we may, sooner 

or later, suffer from double efforts and value gaps. Furthermore, we may delay market access.  

We believe that that market access involves all employees. Everybody has to learn, contribute 

and to share. Shared understanding and coherent action will be the key success factor. 

 

 

Market Access as “Value in Cloud” 
 

We appreciate the trend of “software as a service” or 

“cloud computing”. Tools and information are no longer 

stored individually on a desktop; files are no longer 

transferred from user to user. There is only one unique 

place for process visualization. There is only one unique 

place to add or retrieve data. Some people may argue 

that this is just a new form of CRM. However, we see 

market access as a mental platform - an attitude to work 

where aligned understanding and action is based on 

common understanding and networked thinking. It 

doesn’t matter whether Key Account Management is part 

Market Access is a mental 
platform – an attitude to work 
where aligned understanding 
and action is based on common 
understanding and networked 
thinking 

 

The Market Access process is 
like incremental innovation – 
big results will come over time 
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of the market access department or integrated into the sales department. Everybody contributes 

independent of the organizational structure as everybody has incorporated the vision of an ideal 

market access process. Of course the market access department is the driving force for the 

market access process but also acts like a “webmaster” and coordinates inputs and outputs of all 

activities. The market access process is like incremental innovation; the sum of rather small 

steps will result in big results over time.  

Some people may argue that market access activities are basically confined to fast market 

authorization and optimized P&R. However, we still believe that market access is a synonym for 

the value chain. The growing demand of evidence (RCT, EBM, HTA, and Outcome Research), 

which is part of the P&R application, plays also an emerging role for early R&D and value based 

selling. To conclude we assume that our approach will not only reduce double efforts and avoid 

value gaps but speed up the whole market access process in a situation where time is as valuable 

as cash. 

 

Key positions 

pharmaLevers believes that the key success factor of market access is not an optimized 

market access structure but a new mental platform with shared understanding, contributions 

and actions.  

 

♦ See the market access process as a shared mental platform 

♦ Create key market access deliverables independent from organizational structure 

♦ Market access is incremental innovation – continuous learning, sharing and changing 

 
 
Dr. Kurt R. Müller, Principal 
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