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This position paper proposes a practical approach to help pharma companies create 

a superior corporate reputation and make it a sustainable competitive advantage 

Key issues addressed 

Why is the  

pharma industry  

reputation poor?  

How to assess  

pharma companies’ 

corporate reputation? 

How to leverage  

this superior 

corporate reputation? 

How to create  

a superior corporate 

reputation? 

“A corporate reputation must not only be good… 

… it must be superior to that of competitors to create a competitive advantage”  

How to create a superior Corporate Reputation with the “Pharma Corporate Reputation Booster
TM

”? 
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Source: Adapted from D.A Whetten and A. Mackey 2002, M. L. Barnett et al. 2006, K Goldstein et al. 
2011, P. Marquina Feldman et al. 2013, by Smart Pharma Consulting  
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1 The perception (judgement) of stakeholders can be influenced by external factors such as: media 
coverage, new regulations, change in customers’ behavior and/or competitors strategy 

A company’s reputation is built from its relationship with staff, customers, suppliers, 

investors, authorities and the community it operates within 

Conceptual link between corporate Identity – Image – Reputation 

Corporate Identity 

Corporate Reputation 

Corporate Image 
Stakeholders 

(internal & external) 

Pharmaceutical 

company 

It is the “personality” of the company, based on its attributes, values and the way it interacts 

with employees and external stakeholders, which makes it distinctive from competitors 

It is the stakeholders’ opinion based on their perception of company’s 

past behavior and performance, as well as of its future prospects1 

It is the sum of stakeholders’ impressions, resulting from 

interactions, from messages, including those delivered by 

external stakeholders (e.g. customers, competitors, etc.) 

How to create a superior Corporate Reputation with the “Pharma Corporate Reputation Booster
TM

”? 
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Source: Adapted from D.A Whetten and A. Mackey 2002 by Smart Pharma Consulting – Reputation 
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Higher corporate reputation leads to increase operational efficacy and efficiency 

which impacts companies’ performance  

Impact of corporate reputation on performance  

A good corporate reputation is an emotional bound that can boost a company’s success by: 

– Generating more positive feedback from media and pressure groups 

– Creating a more favorable outlook from regulators and rating agencies, thus decreasing 
financing cost and increasing value 

– Attracting capital resources and strategic business partners, thus expanding business 
opportunities 

– Attracting, motivating and retaining talented employees, thus enhancing innovation capabilities 
and value 

– Encouraging consumers to buy products and services 

– Driving profitable sales in crowded markets 

– Resisting better in a crisis mode, investors giving the company the benefit of the doubt 

How to create a superior Corporate Reputation with the “Pharma Corporate Reputation Booster
TM

”? 
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Sources: Reputation Institute 2014 and Smart Pharma Consulting analysis 
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1 > 80 = Excellent/Top Tier, 70-79 = Strong/Robust, 60-69 = Average/Moderate,  
40-59 = Weak/Vulnerable, < 40 = Poor/BottomTier – 2 Including pathologies widespread in 

developing countries – 3 Profitability expressed as: net profit / total revenues  

Ranking of pharma industry corporate reputation in the USA (2014) 

Despite its significant contribution to public health and patients quality of life, the 

pharma sector does not benefit from a good reputation 
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56,0 

62,5 

62,5 

62,5 

64,0 

65,0 

65,0 

68,0 

68,0 

68,0 

68,5 

68,5 

69,0 

69,5 

70,0 

70,5 

71,0 

71,0 

71,5 

72,5 

73,0 

74,5 

0 20 40 60 80

Financial - Diversified

Telecommunications

Financial - Bank

Information & Media

Energy

Financial - Insurance

Services

Raw material

Airlines & Aerospace

Pharmaceuticals

Utilities

Retail - Food

Automotive

Retail - General

Industrial Products

Conglomerate

Electrical & Electronics

Computer

Beverage

Consumer Products

Food - Manufacturing

Transport & logistics

Reputation Quotient Index1 

 Culture & “Life style”: 
– Perception of over-priced drugs (e.g. oncology drugs) 

– Excessive executive salaries and opulent offices  

– Lack of transparency (e.g. drug pricing, clinical study 
results, collaborations with KOLs, etc.) 

 R&D & marketing strategies: 
– R&D priority given to “me-too” products vs. innovative 

ones/solutions to address neglected pathologies² 

– Poor strategy leading to pipelines issues 

– Over-intensive sales and marketing activities 
representing twice as much as R&D budgets 

– Illegal marketing practices (e.g. off-label promotion)  

 Financial performance: 
– High level of profitability (10 points of percentage 

higher than the average of all industrial sectors, over 
the 2013-2015 period)3  

Main reasons for the pharma sector poor reputation 

“Distrust of the pharma industry stems from a belief by 

stakeholders that the industry has deviated from its original vision 

of improving public health to focus on increasing company profits” 

How to create a superior Corporate Reputation with the “Pharma Corporate Reputation Booster
TM

”? 
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Sources: Companies annual reports – Federal Reserve annual 
exchange rates – Smart Pharma Consulting estimates 
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¹ Excluding Astellas, Daiichi Sankyo and Takeda for which FY2015 financial reports are not published at the moment of the study 
(due to their fiscal years ending in March) – Excluding for 2015 Actavis which merged with Allergan – Excluding Servier over the 

whole period for not publishing financial results and Boehringer Ingelheim for publishing non-standardized financial results 

Evolution of the top 30 pharma cost structure (2013 – 2015) 

Pharma companies are often criticized for investing twice as much in marketing & 

sales as in R&D and for making profits considered as too high* 

Cost structure as a percentage of total revenues¹ 
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Note: panel of the 30 biggest pharma companies in terms of prescription sales as of 2014 

 The average profitability of the top 30 pharma 
companies in the world has increased by 2.6 
points of percentage between 2013 and 2015  

 This improvement can be explained by: 

– The restructuring of product portfolio with an 
increased importance of higher priced 
secondary care vs. primary care products 

– The marketing and sales investment for these 
specialist-driven secondary care products 
which is lower than for GP-driven primary care 
products   

– Restructuring and streamlining initiatives to 
improve the economic performance  

 These good financial performances contribute to 
deteriorate the reputation of the pharma sector as 
it is perceived by the general public and health 
authorities… 

 … while the effect is opposite on investors and 
stakeholders 

Comments 

* 10 points of percentage higher than the average of all industrial sectors, over the 2013-2015 period 
** Earnings before interests and taxes 

How to create a superior Corporate Reputation with the “Pharma Corporate Reputation BoosterTM”? 
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Sources: Pharma RepTrak®2016 (23,000 ratings from general public in 15 countries, of which 1,894 
in France), Reputation Institute 2016 
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1 Based on 7 indicators: Products/Services, Innovation, Workplace, Governance, Citizenship, 
Leadership, Financial performance; and with score > 80 = Excellent/top Tier, 70-79 = Strong/Robust, 

60-69 = Average/Moderate, 40-59 = Weak/Vulnerable, < 40 = Poor/Bottom Tier 

If the ranking of pharma companies by the general public is key, the opinion of other 

stakeholders (e.g. authorities, payers, patients, physicians, investors) is a must have 

Reputation Quotient Index1 
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How to create a superior Corporate Reputation with the “Pharma Corporate Reputation BoosterTM”? 
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Sources: “The reputation, image and influence of the pharmaceutical industry: Regaining credibility”, 
Journal of Medical Marketing, 2007 – Smart Pharma Consulting analysis 
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1 Corporate Social Responsibility – 2 Politics, pressure groups including patient advocacy groups, 
activists, journalists, 

3.1. Principles 

The global and individual reputation of pharma companies can be improved through 

a higher focus on innovative R&D, access programs and ethic in business practices 

The 3 pillars of corporate reputation in the pharma industry 

Access initiatives & CSR1 
Involvement in R&D  

and innovation 

Ethic in business  

and marketing practices 

 Focus investments on current 

unmet medical needs rather 

than on market potential only 

 Keep an R&D / marketing & 

sales investment ratio >1 

 Invest in R&D and in 

manufacturing in countries of 

interest 

 Ensure access to the medicines to every 

patient (through performance-based 

pricing agreements with payers, financial 

support for uninsured patients) 

 Propose initiatives focused at patients 

aiming at improving education / 

compliance / use 

 Focus on your employees satisfaction at 

work 

 

 Communicate transparently 

regarding R&D costs and 

results, pricing and marketing 

practices 

 Avoid over-claim and provide 

objective information 

 Patient-focused initiatives 

aiming at a better education / 

compliance / products good use 

Communication (direct by pharma companies and indirect by external influencers)2   

Global corporate reputation of the pharma industry 

“Reputation and trust are not a given! 

 They are earned through actions, results, and the way companies communicate to stakeholders”  

How to create a superior Corporate Reputation with the “Pharma Corporate Reputation Booster
TM

”? 



Smart Pharma Consulting 
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1 Key performance indicators – 2 key execution indicators 

3.1. Principles 

“Pharma Corporate Reputation Booster
TM

” 

Smart Pharma Consulting has developed a specific approach to leverage corporate 

reputation to create a sustainable competitive advantage  

Corporate reputation  
assessment 

 Review and selection of key 
stakeholders to be surveyed 

 Profiling and mapping of 
stakeholders, based on their roles, 
specificities, expectations, level of 
influence and impact 

 Measurement of corporate 
reputation with the Pharma 
Reputation IndexTM 

 Completion of the Pharma 
Reputation AuditTM highlighting 
company’s strengths and 
weaknesses 

Corporate reputation 
strategy & tactics 

Corporate reputation 
management & leverage 

 Definition of a corporate reputation 
improvement objective 

 Identification and screening of key 
strategic levers to improve 
corporate reputation by individual 
or groups of stakeholders 

 Development of a detailed and 
integrated action plan to support 
key corporate strategic levers 

 Selection of KPIs1 and KEIs2 to 
measure and monitor the impact of 
the actions to be carried out to 
improve corporate reputation 

Phase 1 Phase 2 Phase 3 

 Development of an internal 
communication plan supported by 
the top management of the pharma 
company to make corporate 
reputation a center piece on 
collaborators’ agenda 

 Adjustment of the company’s 
organization (activities, processes, 
structure and culture) to implement 
strategy and corresponding actions 

 Design of a tracking process to 
correct / improve and leverage 
corporate reputation  

How to create a superior Corporate Reputation with the “Pharma Corporate Reputation Booster
TM

”? 

From diagnosis to strategy implementation  
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1 Patient Advocacy Groups – 2 Specialized in class-action lawsuits –  3 European Medicines Agency – 4 French National Agency for Medicines and Health 
Products Safety – 5 Transparency Commission – 6 Health Economic Evaluation Committee – 7 Drug Pricing Committee – 8 Purchasing platforms, Territory 

Hospital Groups (GHT) – 9 Wholesalers, voluntary trade organizations, retail pharmacists – 10 Regional Health Agencies 

3.2. Method & Tools 

Phase 1: Corporate reputation assessment 

Pharma companies should review and select the most influential stakeholders on 

their corporate reputation, within the environment they operate 

Assessment 
Strategy  

& tactics 
Management 

Review and selection of key stakeholders 

Influencers 

Politics 
(government / parliaments) 

Pressure groups 

(PAGs1, activists, lawyers2, etc.) 

Experts 

(academics / learned societies) 

Decision makers – Market entry 

Illustrative – France 

Corporate reputation 

Pharma company’s employees & trade unions 

 

CEPS7 
EMA3 / 

ANSM4 

CT5 

CEESP6 
Private 

Insurers 

National Sick 

Funds 

Investors 

Financial analysts 

Shareholders 

Financial institutions 

(banks, private equity funds) 

Decision makers – Market penetration 

Physicians 
(specialist / GPs – hospital / office-based) 

Nurses 
(hospital / private)  

Pharmacists 
(hospital / retail)  

PAGs / Patients 

Medical KOLs 

Local Sick  
Funds 

ARS10 

Competitors 

Hospital  
purchasers8 / 
distributors9 

Journalists / Conventional 

and digital media 

How to create a superior Corporate Reputation with the “Pharma Corporate Reputation Booster
TM

”? 
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Source: Smart Pharma Consulting analyses 
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1 Patient Advocacy Groups – 2 Health Care Professionals 

3.2. Method & Tools 

Phase 1: Corporate reputation assessment 

Key stakeholders need to be carefully and precisely profiled, on an on-going basis, 

before any attempt to measure the reputation of the companies 

Profiling of stakeholders 

 The profile of key stakeholders should be qualified individually or by 
stakeholder group (e.g. Drug Pricing Committee) and updated on a regular 
basis, by pharma companies’ collaborators and agencies  

 It is crucial to determine the role and responsibilities of stakeholders or groups 
of stakeholders and then to identify their opinion and behavior vis-à-vis the 
pharma sector in general and the pharma company in particular 

 The constituents that drive the reputation – positively or negatively – of the 
pharma company, by stakeholder or stakeholder group, should also be 
determined, as well as the means likely to enhance it 

PAGs1 

KOLs 

HCPs2 
(physicians – nurses – pharmacists) 

1. Roles & responsibilities 

2. Level and sphere of influence 

3. Decision-making power 

4. Opinion vis-a-vis the pharma sector 

5. Opinion and behavior vis-a-vis the pharma 
company, its products and services 

6. Root causes driving their opinion & behavior 

7. Factors likely to modify favorably their 
opinion and behavior 

8. …. 

Assessment 
Strategy  

& tactics 
Management 

Illustrative – France 

Influencers Decision makers 
Entry 

Decision makers 
Penetration Financers 

Influencers

Politics
(parliaments / government)

Pressure groups
(PAGs, activists, lawyers, etc.)

Experts

(academics / learned societies)

Decision makers – Market entry

Corporate reputation

Pharma company’s employees & trade unions

CEPSEMA / ANSM

CT

CEESP
Private 

Insurers

National Sick 

Funds

Investors

Financial analysts

Shareholders

Financial institutions

(banks, private equity funds)

Decision makers – Market penetration

Physicians
(specialist / GPs – hospital / office-based)

Nurses
(hospital / private)

Pharmacists
(hospital / retail)

PAGs / Patients

Medical KOLs

Local Sick 
Funds

ARS

Competitors

Hospital  
purchasers / 
distributors

Journalists / Conventional 

and digital media

How to create a superior Corporate Reputation with the “Pharma Corporate Reputation Booster
TM

”? 
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1 Regional health agencies – 2 French national agency for medicines and health products safety – 3 Drug 
pricing committee – 4 French national authority for health – 5 Transparency commission – 6 Health economic 

evaluation committee – 7 Patient Advocacy Groups 

3.2. Method & Tools 

Phase 1: Corporate reputation assessment 

The influence of each stakeholder group should be well understood and then 

mapped, taking into account roles, responsibilities and spheres of influence 

CEPS3 

Other Ministries 

(Economy, 

Education, etc.)  

HAS4 

(Including CT5 & CEESP6) 

Regulators Payers 

UNCAM (Union of National 
Sickness Funds) 

Local Sickness Funds branches  

UNOCAM (National Union) 

Supplementary health assurance  

Mutual benefit Co. 

Insurance Co. 

Provident Funds 
Hospital settings 

Healthcare professionals  

ANSM2 

A  

R 

S1 

Suppliers 

Ministry of Health 

Parliament 

Passes laws Proposes laws 

Coordinates & 
 Controls 

Negotiate 

Gives directions  
& decide Advises 

Negotiate 

Advises 

Advises 

Advises 
Delegates 

Delegates 

Alerts 

Special Funds 

Coordinates 

Participate 

Contribute 

Mapping of stakeholders 

Advises 

Assessment 
Strategy  

& tactics 
Management 

Illustrative – France 

Patients 

PAGs7 

Consumers 

Reimburse 

Negotiate 

Reimburse 
Treat 

Sale &  
Promote 

Pharma Companies 

Sale 
Distributors 

(wholesalers, agents, pharmacists) 

How to create a superior Corporate Reputation with the “Pharma Corporate Reputation Booster
TM

”? 
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1 Health Technology Assessment (including: Transparency Commission, Economic and Public Health Assessment 
Committee) – 2 Patient Advocacy Groups – 3 Health Care Professionals – 4 Corporate Social Responsibility 

3.2. Method & Tools 

Phase 1: Corporate reputation assessment 

Corporate reputation depends on drivers that need to be measured by individual or 

groups of stakeholders with tools such as the Pharma Reputation IndexTM 

Pharma Reputation IndexTM  

Measurement of corporate reputation 

Specific reputation drivers by stakeholder Global reputation index by stakeholder group 

HCPs3 

PAGs2 

Shareholders 

HTA1 

Experts 

Politics 

Innovation 

Products Services 

Philanthropy CSR4 

Assessment 
Strategy  

& tactics 
Management 

Illustrative – France 

HCPs 

PAGs Others 

Shareholders Politics 

HTA Experts 

Others 

How to create a superior Corporate Reputation with the “Pharma Corporate Reputation Booster
TM

”? 
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1 European Medicines Agency – 2 French national agency for medicines and health products safety –  3 Transparency commission – 4 Health 
economic evaluation committee – 5 Drug pricing committee – 6 Vs. other pharma companies, including competitors or Vs. previous period 

3.2. Method & Tools 

Phase 1: Corporate reputation assessment 

The Pharma Reputation AuditTM developed by Smart Pharma Consulting facilitates 

the identification of key challenges to create superior corporate reputation 

Pharma Reputation AuditTM 

Strengths & weaknesses highlight 

Assessment 
Strategy  

& tactics 
Management 

Illustrative – France 

Influencers Decision makers 
Entry 

Decision makers 
Penetration Financers 

Corporate reputation drivers per stakeholder group Corporate reputation  

challenges 

Relative performance
6
  

Equal Inferior Superior 

 

 

 

 

 

 

 

1. R&D and innovation 

1.1 Response to unmet medical needs 

1.2 Robustness of clinical data 

2. Services “around the pill” 

3. Business & marketing ethics 

4. Corporate Social Responsibility 

5. ------------------- 

CEPS5 
National Sick 

Funds 
Private 

Insurers 
EMA1 /  
ANSM2 CT3 CEESP4 

How to create a superior Corporate Reputation with the “Pharma Corporate Reputation Booster
TM

”? 

Item Description 
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1 Transparency Commission – 2 Health economic evaluation committee – 3 Drug pricing committee –  
4 Regional health agencies – 5 Health Care Professionals 

3.2. Method & Tools 

Phase 2: Corporate reputation strategy & tactics 

The Pharma Reputation Strategy CardTM can be filled up for one or several groups of 

stakeholders, from whom an improvement in reputation is expected 

Assessment 
Strategy  

& tactics 
Management 

Pharma Reputation Strategy CardTM  

 Strategy and related actions aim at achieving the set ambition in terms of corporate reputation improvement 

 The Pharma Reputation Strategy CardTM can be applied for one stakeholder group (i.e. CT, CEESP, CEPS, etc.) or for one individual 
stakeholder (i.e. the President of the CEPS)  

 Strategic levers correspond to strengths on which the company should capitalize or weaknesses to be corrected to reinforce its 
competitive position  

Decision makers – Market entry 

CT1 

CEESP2 

CEPS3 Ambition 

Ambition Ambition 

Quantitative Qualitative 

Strategic levers 

Lever 3 Lever 2 Lever 1 

Ambition Ambition Ambition 

Key actions Key actions Key actions 

Ambition Ambition Ambition 

Hospital purchasers 

ARS4 

HCPs5 
Ambition 

Ambition Ambition 

Quantitative Qualitative 

Strategic levers 

Lever 3 Lever 2 Lever 1 

Ambition Ambition Ambition 

Key actions Key actions Key actions 

Ambition Ambition Ambition 

Illustrative – France 

Decision makers – Market penetration 

How to create a superior Corporate Reputation with the “Pharma Corporate Reputation Booster
TM

”? 
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3. Pharma corporate reputation enhancement 
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1 Key execution indicators  – 2 Key performance indicators 

3.2. Method & Tools 

Phase 2: Corporate reputation strategy & tactics 

KEIs1 are used to evaluate the quality of implementation of the actions likely to 

enhance the corporate reputation, while KPIs2 measure the impact of these actions 

Performance & activity monitoring tools 

 Indicators should be defined 
and used to monitor, on an 
on-going basis: 

– Progress in how specific 
actions are carried out with 
KEIs 

– Results of specific actions with 
KPIs 

 KEIs and KPIs are 
complementary and 
measured against pre-
defined objectives  

Action 1 Action 2 Action 3 ------------- 

Monitoring tools 

KEIs & KPIs 

What is the objective  

of the action? 

Who is the  

target stakeholder? 

How should the  

action be carried out? 

What is the cost of the 

action?  

1 

2 

3 

4 

Assessment 
Strategy  

& tactics 
Management 

Illustrative 

How to create a superior Corporate Reputation with the “Pharma Corporate Reputation Booster
TM

”? 
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Decision makers – Market penetration 

Source: Smart Pharma Consulting analyses 
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3.2. Method & Tools 

Phase 3: Corporate reputation management 

The proper management of corporate reputation is conditioned by internal 

mobilization of collaborators and adjustment of the company’s organization 

Assessment 
Strategy  

& tactics 
Management 

Internal communication plan Organizational adjustments 

 A common vision, instilled by the top management and consistently 
communicated across the company, is a prerequisite to create the 
desired corporate reputation  

 Corporate vision should be translated into specific and relevant actions 
implemented by collaborators 

Shared vision to enhance corporate reputation 

Action 1 Action 2 Action 3 

S 
T 
A 
K 
E 
H 
O 
L 
D 
E 
R 
S 

Influencers 

Decision makers – Market entry 

 Collaborators interacting with the same stakeholders should share 
information and coordinate their actions for a better efficiency and 
efficacy, and thus contribute to reinforce the corporate reputation 

Public & Government  affairs 

Medical affairs 

External communication 

Activities 

Structure 

Processes 

Culture 

Illustrative 

Investors 

Decision makers – Market penetration 

Investors 

Politics 
Pressure  
groups 

Experts 

Decision makers – Market entry 

Influencers 
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Media 

How to create a superior Corporate Reputation with the “Pharma Corporate Reputation Booster
TM

”? 
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Source: Adapted from R. Kaplan and D. Norton 1996 by Smart Pharma Consulting 

3. Pharma corporate reputation enhancement 
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1 Return On Net Assets 

3.2. Method & Tools 

Phase 3: Corporate reputation management 

The corporate reputation management and its impact on the a company performance 

should be tracked with tools such as the Corporate Reputation ScorecardTM 

Corporate Reputation ScorecardTM 

Tracking tools & process  

 Objective: Achieve financial 
performance as per objectives, 
increase market value of the 
company 

 Measures:  
- Sales, % of sales growth 
- Gross margin, EBITDA, EBIT… 
- Increase of profits in euros  
- PER (Price Earning Ratio) 
- Market capitalization 
- RONA1 
- 2014-2015-2016 actual vs. 
 planned performance 

Stakeholder focus 

How do we look at shareholders? 

Organizational focus 

What must we excel at? 

Improvement focus 

Can we continue to improve and create value? 

Financial focus 
How do stakeholders see us? 

 Objective: Achieve improved operational performance through 
higher employees productivity, competence and loyalty  

 Measures: Collaborators satisfaction survey, absenteeism, 
personal development, etc. 

 2014-2015-2016 actual vs. planned performance  

 Objective: Improve corporate reputation to enhance the product - 
service - reputation value mix proposed to stakeholders 

 Measures: Corporate reputation, market access efficiency, 
prescribers share and loyalty, % market share in € and units… 

 2014-2015-2016 actual vs. planned performance 

 Objective: Create an effective and 
efficient organization (activities, 
processes, structure, culture) to 
properly manage corporate 
reputation and take the best 
advantage of it 

 Measures:  
- Compliance of employees with 
 processes to improve reputation   
- Quality of contacts between 
 employees and stakeholders 
- 2014-2015-2016 actual vs. 
 planned performance  

Ambition & Strategy 

Assessment 
Strategy  

& tactics 
Management 

Illustrative 

How to create a superior Corporate Reputation with the “Pharma Corporate Reputation Booster
TM

”? 
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1 Health Care Professionals – 2 Corporate Social Responsibility  

7 tips to improve the reputation of pharma companies 

Pharma companies must put customers (especially patients) in the center of their 

strategy and be as transparent as possible to get trusted and esteemed by stakeholders 

Corporate 
 reputation 

Innovate to fulfill  

unmet medical needs 

Value employees who build  

your reputation 

Propose useful  

“around the pills” services 

for HCPs1 and patients 

Elaborate a clear and relevant 

argument to justify the price 

of innovative drugs 

Develop highly valued 

CSR2 initiatives 

Communicate transparently &  

pro-actively on what you do 

1 

2 

3 

6 

7 

5 

“Don’t let anyone communicate on your behalf: tell yourself who you are and what you do” 

Increase your R&D / Marketing –  

Sales – General expenses ratio 
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1 C. Fombrun and C.V. van Riel 2002 – 2 Corporate Reputation Institute 2016 

Why superior corporate reputation creates competitive advantage? 

With dwindling product differentiation, corporate reputation contributes to strengthen 

the preference of stakeholders (e.g. authorities, payers, HCPs, patients, investors) 

“A strong corporate reputation is 

characterized by trust and esteem,  

which generates stakeholders preference” 
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 Correlation between financial performance and corporate 
reputation has been clearly evidenced1 

 A 5 point increase in reputation has shown to result in a 
8.5% increase in stakeholders recommendations2  

 A high corporate reputation, perceived as superior to that of 
competitors, will: 

‒ Lead to a more favorable position to negotiate with health 
authorities and payers resulting in better prices and 
earlier market entries 

‒ Strengthen the brand preference by HCPs, KOLs, PAGs, 
patients, etc., resulting in market share gains 

 Companies’ experience / expertise in certain therapeutic 
areas must be communicated with robust scientific support 
to enhance the perception of individual brands value by 
decision makers at market entry and penetration levels 

 Strong positive reputation is built on credibility, reliability, 
responsibility, trust and transparency 
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Smart Pharma Consulting can support pharma companies throughout all the phases that participate 
to build a strong corporate reputation and transform it into a sustainable competitive advantage:   

 Research and assessment of current corporate reputation among stakeholders, at local, national or 
international level 

 Definition of a realistic corporate reputation enhancement objective by group of stakeholders 

 Development of an appropriate strategy and selection of the corresponding actions to achieve the target 
reputation 

 Selection of the KEIs1 and the KPIs2 to measure the gap between the current and the target reputation 

 Development of an internal communication plan and of a management program to create a stakeholder-focused 
company 

 Adjustment of the company’s organization (activities, processes, structure, culture) to efficiently implement the 
pre-set strategy and the corresponding actions, and to leverage the benefits of a positive corporate reputation 

 Design of a tracking process to improve and leverage corporate reputation 
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1 Key execution indicators – 2 Key performance indicators  

How can Smart Pharma Consulting boost your corporate reputation? 

Smart Pharma Consulting know-how and methodology can help pharma companies 

strengthen their corporate reputation and use it as a competitive lever 

“Select two or three dimensions and strive to be recognized as a role model by stakeholders  
to differentiate your company from the other pharma companies” 
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1 See details p.10 –  2 Health Care Professionals 

If you have ticked one “No box” or more, it means that there is a room to enhance 

your corporate reputation and differentiate yourself from other pharma companies 

Pharma superior corporate reputation self-assessment in 10 questions 

… Your high level of R&D investment and your effort to fulfill medical unmet needs 

Most of stakeholders (influencers – decision makers – Investors)1 esteem … 

YES* NO* 

… The quality of your product portfolio 

… The quality of services you propose to HCPs2 

… The quality of services you propose to patients (services “around the pill” for better results and quality of life) 

… Your involvement in “Corporate Social Responsibility” initiatives 

… Your philanthropic initiatives   

… The transparency of your corporate communication   

… The professionalism and the ethical behavior of you collaborators 

… The working atmosphere of your company, as testified by your employees 

… The good and sustainable financial performance of your company 
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* If stakeholders do not know or if you do not know what do they think, in both cases tick the box NO 
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Consulting company dedicated to the pharmaceutical sector operating in the complementary domains of strategy, management and organization 

Smart Pharma Consulting 

Core capabilities 

Strategy 1 

 Assessing the attractiveness of markets (Hospital 
/ retail innovative products - Vaccines - OTC - Generics)  

 Growth strategy  

 Optimization of marketing / sales investments 

 Development of a company in the hospital market 
Business 

 Valuation for acquisition  

 Portfolio / franchise assessment 

 Extension of product life cycle performance 

 Improvement mature products performance 

 Adaptation of price strategy 

 Defense strategies vs. new entrants  

 Competitive strategies in the hospital market  

 Strategic partnerships companies / pharmacies 

 Rethink of operational units organization 

 Improvement of sales force effectiveness 

 Improvement of the distribution channels covering the hospital and retail markets  

 Development of a strategic planning process 

Organization 3 

Organization 

 Facilitation and structuring of strategic 
thinking for multidisciplinary product teams  

 Key challenges identification  

 Strategic options formalization 

 Resource allocation optimization program 

 Training of marketing and market research 
teams to sales forecast techniques (modeling 
and scenarios development) 

 Development and implementation of a "coaching 
program" for area managers 

 Sales reps coaching 

 Regional action plans roll-out 

 Development and implementation of a "sales 
techniques program" for sales forces (STAR1) 

Management 2 

1 Sales Techniques Application for Results (training courser 

15 Years in Search of Innovative Solutions 


