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Event Highlights
D
 iscover valuable strategies to guide product development from
discovery through launch to ensure the successful commercialization
of a new drug
D
 evelop an effective value proposition using clinical endpoints and
patient-reported outcomes that can impact communications with
payers and help secure formulary placement
 Gain an overview of organizational structure, functional involvement
at each phase of product development, and the optimal utilization of
expertise to drive alignment of new product and brand planning with
unmet patient needs

Identify the commercial viability of drug candidates and
opportunities for indication expansion to help prioritize and redirect
funding to projects with a high potential for success
B
 ridge communication gaps between premarket commercialization
and global marketing teams to effectively inform the product
development process

3rd

New Product Planning

Dear Colleague,

SUMMIT

In a time where almost no niche area is left unexplored, life science organizations
need to assess the competitive landscape for a therapeutic area and prioritize
their R&D spend accordingly. Informed decision-making is pivotal to the
successful development and commercialization of a new drug, and companies
need to have a streamlined process for gaining strategic input from multiple
functional teams along a product’s development cycle to help navigate the
competitive landscape.
The 3rd New Product Planning Summit serves as an educational platform for
new product development, commercial planning, brand strategy, and marketing
professionals to discuss how to utilize tools and resources to optimize early
decision-making, collaborate with cross-functional partners to guide product
development, and leverage key insights to tailor a product plan to ensure the
successful launch of a new product.
I look forward to welcoming you to Boston in December!
Sincerely,

Zohaib Sheikh

Zohaib Sheikh
Senior Conference Director
ExL Events, a division of Questex, LLC

VENUE INFORMATION
Hilton Boston Back Bay
40 Dalton Street / Boston, MA 02115
To make reservations, guests can call 617-236-1100 or 800-HILTONS and request
the negotiated rate for ExL’s 3rd New Product Planning Summit. You may also
make reservations online using the following weblink: https://bit.ly/KDIFdh. The
group rate is available until November 20, 2018. Please book your room early, as
rooms available at this rate are limited.
*ExL Events is not a affiliated with Exhibition Housing Management (EHM)/Exhibitors
Housing Services (EHS) or any third-party booking agencies, bureaus or travel companies.
ExL Events is affiliated with event company Questex, LLC. In the event that an outside party
contacts you for any type of hotel or travel arrangements, please disregard these solicitations
and kindly email us. ExL has not authorized these companies to contact you and we do not
verify the legitimacy of the services or rates offered. Please book your guest rooms through
ExL’s reserved guest room block using the details provided.

WHO SHOULD ATTEND
This conference is designed
for representatives from
pharmaceutical and biotechnology
companies with responsibilities in
the following areas:
•N
 ew Product Planning/
Commercialization/Development
•C
 ommercial Assessment/Strategy
•C
 ompetitive/Business Intelligence
• Market Research
• Business/Strategic Planning
• Global/Strategic Marketing
• Product Development
• Portfolio/Product/Brand/Lifecycle
Management
•R
 esearch and Development
•B
 rand Commercialization
•H
 ealth Economics and Outcomes
Research
• Market Access/Pricing
• Reimbursement Strategy
• Medical Strategy
• Regulatory Affairs/Compliance
• Medical Affairs
• Intellectual Property/Legal
• Scientific/Medical Communication
• Publication Planning
• Managed Markets/Care Strategy
• Business Development
• Licensing
This conference is also of interest to:
•C
 ompetitive Intelligence Service
Providers
• Market Research Providers
• Commercial Strategy Consultants
• Product Launch Advisors
• New Product Marketing Consultants
• Business Intelligence Services
• Business Insight Services
• Data Analytics Service Providers

SPONSORSHIP AND EXHIBITION OPPORTUNITIES
Do you want to spread the word about your organization’s solutions and services to potential clients
attending this event? Take advantage of the opportunity to exhibit, underwrite an educational session, host a

networking event or distribute promotional items to attendees. ExL Events will work closely with you to customize a
package that will suit all of your needs.

Wednesday, December 12, 2018

Main Conference, Day One
8:00 Registration and Continental Breakfast

8:45

Chairperson’s Opening Remarks

9:00

Begin With the End in Mind: Why Getting It Right From the Start Is the Most Important Step in the Ongoing
Process of New Product Planning

Tony Russell, Senior Director, Product Strategy and Commercial Planning, THERAVANCE BIOPHARMA

• Assess the unmet need and market opportunity
• Conduct competitive landscape assessments
• Develop and refining target product profiles
• Analyze past pitfalls and success stories
Dr. Raymond Donninger, Vice President, Head of Global Analytics, PRESCIENT HEALTHCARE GROUP
Philip Vorhies, Vice President, Managing Director, PRESCIENT HEALTHCARE GROUP
9:45

Interactive Group Discussion

This conversational style session will serve as an opportunity for attendees to highlight their core responsibilities within
product development teams at their company and benchmark their practices in accordance with other organizations and
industry standards. During this session, participants will share and discuss the following:
• Identify the key members of the product development and brand commercialization team, and what are their respective
roles, and responsibilities
• Describe whether NPP teams at your organization are structured by development phase, therapeutic area, or some
other model
• Highlight what phase/stage different disciplines and functional experts get involved across the new product
planning process
• Identify additional areas where NPP can provide strategic value
Tony Russell, Senior Director, Product Strategy and Commercial Planning, THERAVANCE BIOPHARMA
10:30 Networking Break

11:00

Develop a Commercially and Clinically Viable Differentiation Strategy — Then Validating It

11:45

Target Product Profile (TPP) – Development and Evolution From Preclinical to Product Approval

• Outline best practices on how to develop product differentiation strategy in fast-paced, dynamic markets
• Discuss how to generate alignment between cross-functional stakeholders when developing a strategy
• Examine approaches to validate differentiation strategies, and how to manage risk in these complex environment
Brad Payne, MBA, Partner, ARTISAN HEALTHCARE CONSULTING
• Outline who is involved in writing the TPP and how different functions us it
• Examine the evolution of the TPP at different points of product development and determine whether you should forecast
multiple scenarios (base, optimistic, pessimistic, etc.)
• Consider the use of PROs and when they should be incorporated
• Review examples of TPP templates
Vincent Fisher, Director, Commercial Planning — HIV, GILEAD SCIENCES
12:30 Luncheon

1:30

Appropriate Value-Based Decisions Into Clinical Development

2:15

Panel: When Do You Incorporate Market Access Considerations Into Product Commercialization?

• Understand value-based care in the U.S. and its impact on product commercialization
• Develop an effective value proposition using clinical endpoints and patient-reported outcomes that can impact
communications with payers and help secure formulary placement
• Examine key market factors that impact commercialization and the implications for new product planners as they
influence and design clinical trials
John Sears, Ph.D., MBA, Health Care Quality and Commercial Strategy Director, JOHNSON & JOHNSON
• Consider when access is inserted into U.S. and global commercialization
• Discuss how to gain consensus and garner interest from the right stakeholders early enough to affect change at the
right time
• Explore how to account for global input points (regulatory, quality, commercial, etc.) and consolidate these voices when
developing a reimbursement plan
John Sears, Ph.D., MBA, Health Care Quality and Commercial Strategy Director, JOHNSON & JOHNSON
3:00 Networking Break

Wednesday, December 12, 2018

Main Conference, Day One

3:30

Extend the Use of Previously Approved Entities: Strategic Implications and Development Options

4:15

The Intersection of Drugs and Digital: A Look Ahead and the Implications for New Product Planners

• Provide an overview of potential paths to new approvals for a previously approved product, including 505b2 and sNDA
• Commercial implications of non-traditional drug development approaches, including exclusivity
• Discuss trends and strategies for formulary access and reimbursement for these products
• Review case study examples
Katie MacFarlane, Pharm.D., Senior Vice President, Commercial Development, NAPO PHARMACEUTICALS
• E
 xplore the coming explosion of digital technologies paired with pharmaceuticals and the projected benefits to patients:
better healthcare, improved adherence, health monitoring, patient engagement, and more
• Understand how the pairing of drugs with digital devices and “apps” will have significant impacts on pharmaceutical
business models
• Hear examples of how this is happening today and look forward at how this practice will likely evolve
• Identify key implications for new product planning teams
Timothy Moore, Senior Vice President, PROMIDIAN CONSULTING
5:00 Day One Concludes

Thursday, December 13, 2018

Main Conference, Day Two
8:00 Continental Breakfast

Early Commercial Planning
8:45

Chairpersons’ Recap of Day One

Chairpersons’ Recap of Day One

Create a Successful Therapeutic Disease Area
Strategy

Effectively Partner With Clinical, Regulatory, and
Translational Colleagues to Prepare the Marketplace
Ahead of a Launch

Katja Wachtendonk, Worldwide Director New Products,
NOVARTIS PHARMACEUTICALS

9:00

• E
 stablish robust metrics to prioritize indications based on
commercial potential
• Define unique product values (Competitive TPP, Patient Funnel,
Forecast)
• Establish indication prioritization and sequencing strategies
Katja Wachtendonk, Worldwide Director New Products,
NOVARTIS PHARMACEUTICALS

9:45

Charles Pak, Vice President, New Product Planning,
SYROS PHARMACEUTICALS

• L
 everage the New Product Planning – Medical Affairs
relationship for tailored insights from physicians
• Apply biomarker insights from Translational Medicine to a
marketing strategy
• Work with the Clinical and Regulatory teams to design the
development path that balances the product team goals
Charles Pak, Vice President, New Product Planning,
SYROS PHARMACEUTICALS

How to Work Effectively With Research Teams in New
Product Planning

Develop, Launch, and Test a Go-to-Market Strategy
Ahead of Your Product Launch

CMC Perspectives for Global Launch for Oral and
Combination Drug Products

Develop a “Glocal” Marketing Communications
Strategy

• D
 escription of the emerging challenges in our industry and why
early planning is critical
• The importance of aligning with R&D teams with commercial
strategy
• Discussion of methods and tools to help work effectively with
R&D teams as part of new product planning
Tony Russell, Senior Director, Product Strategy and Commercial
Planning, THERAVANCE BIOPHARMA

10:30

Late-Stage and Launch Planning

• G
 ain an overview of key design, manufacturing, and packaging
factors to consider for a successful global launch
• Discuss critical regulatory and quality aspects that should be
considered for registration
• Review case studies to avoid common pitfalls
Abizer Harianawala, Ph.D., Senior Director, Product Development
and Technical Operations, TARIS BIOMEDICAL

• B
 uild trust, interest, and the market for your product before
launch, so you can hit the ground running
• Explore how online communities can act as a tool to gather
feedback to utilize in content development, marketing, and
sales planning
• Develop alignment between teams around a global message
that resonates locally
Elizabeth Presson, Patient Engagement and Digital Strategy Lead,
OTICON MEDICAL, LLC

• L
 earn how to develop impactful messaging across different
cultures
• Strike a balance between highly centralized and localized
company structures and communication strategies
• Adjust the global marketing communications strategy to the
needs and realities of the affiliates
If you are interested in leading this session, please contact
David Finkel at dfinkel@exlevents.com.

Thursday, December 13, 2018

Main Conference, Day Two
11:15 Networking Break

11:45

Lessons From Emerging Biopharma Companies Commercializing Their First Asset

• Unique considerations for the product strategy
• Developing a commercialization master plan and detailed road map
• Aligning organizational scaleup to commercialization milestones (personnel and infrastructure)
Bart Lombardi, Founder and Managing Director, CLARION HEALTHCARE
12:30 Luncheon

1:30

Develop a Process That Allows You to Make Disciplined Investments on New Products

• Consider how you gather market insights and customer feedback
• Examine how to quantify R&D to chart specific dynamics
• Learn how people interface with emerging technologies and areas of interest and how to tailor a go-to-market strategy
tailored to the needs of these products
2:15

Panel: Strategic Considerations for the Successful Launch of a New Product in Ex-U.S. Regions

• Examine the growing relevance of emerging markets in global strategy
• Gain a better understanding of how to navigate the intricacies of emerging markets
• Understand the possible barriers that could block or delay the project while implementing pre- and post-launch
local actions
Abizer Harianawala, Ph.D., Senior Director, Product Development and Technical Operations, TARIS BIOMEDICAL
Elizabeth Presson, Patient Engagement and Digital Strategy Lead, OTICON MEDICAL, LLC
3:00

Chairperson’s Closing Remarks

Tony Russell, Senior Director, Product Strategy and Commercial Planning, THERAVANCE BIOPHARMA
3:15 Conference Concludes

Media Partners

TERMS AND CONDITIONS: By registering for an ExL Events (“ExL”) event, you agree to the following set
of terms and conditions listed below:
REGISTRATION FEE: The fee includes the conference‚ all program materials‚ and designated continental
breakfasts‚ lunches and refreshments.
PAYMENT: Make checks payable to PMA Conference Management. You may also use Visa,
MasterCard, Discover or American Express. Payments must be received in full by the conference
date. Any discount applied cannot be combined with any other offer and must be paid in full at the
time of order. Parties must be employed by the same organization and register simultaneously to
realize group discount pricing options.
**Please Note: There will be an administrative charge of $300 to substitute, exchange and/or replace
attendance badges with a colleague within five business days of any ExL conference.**
CANCELLATION AND REFUND POLICY: If you cancel your registration for an upcoming ExL event, the
following policies apply, derived from the Start Date of the event:
• Four weeks or more: A full refund (minus a $295 processing fee) or a voucher to another ExL event
valid for 12 months from the voucher issue date.
• Less than four weeks: A voucher to another ExL event valid for 12 months from the voucher issue
date.
• Five days or less: A voucher (minus a $395 processing and documentation fee) to another ExL event
valid for 12 months from the voucher issue date.
CREDIT VOUCHERS: Credit vouchers are valid for 12 months from date of issue. Credit vouchers are
valid toward one (1) ExL event of equal or lesser value. If the full amount of said voucher is not used at
time of registration, any remaining balance is not applicable now or in the future. Once a credit voucher
has been applied toward a future event, changes cannot be made. In the event of cancellation on the
attendees’ behalf, the credit voucher will no longer be valid.

ExL Events does not and is not obligated to provide a credit voucher to registered attendee(s) who do not
attend the event they registered for unless written notice of intent to cancel is received and confirmed
prior to the commencement of the event.
SUBSTITUTION CHARGES: There will be an administrative charge of $300 to substitute, exchange and/
or replace attendee badges with a colleague occurring within five business days of the conference.
ExL Events reserves the right to cancel any conference it deems necessary and will not be responsible
for airfare‚ hotel or any other expenses incurred by registrants.
ExL Events’ liability is limited to the conference registration fee in the event of a cancellation and does
not include changes in program date‚ content‚ speakers and/or venue.
*The opinions of ExL’s conference speakers do not necessarily reflect those of the companies they
represent, nor ExL Events.
Please Note: Speakers and agenda are subject to change without notice. In the event of a speaker
cancellation, significant effort to find a suitable replacement will be made. The content in ExL slide
presentations, including news, data, advertisements and other information, is provided by ExL’s
designated speakers and is designed for informational purposes for its attendees. It is NOT INTENDED
for purposes of copywriting or redistribution to other outlets without the express written permission of
ExL’s designated speaking parties. Neither ExL nor its content providers and/or speakers and attendees
shall be liable for any errors, inaccuracies or delays in content, or for any actions taken in reliance
thereon. EXL EVENTS EXPRESSLY DISCLAIMS ALL WARRANTIES, EXPRESSED OR IMPLIED, AS TO THE
ACCURACY OF ANY CONTENT PROVIDED, OR AS TO THE FITNESS OF THE INFORMATION FOR ANY
PURPOSE. Although ExL makes reasonable efforts to obtain reliable content from third parties, ExL
does not guarantee the accuracy of, or endorse the views or opinions given by any third-party content
provider. ExL presentations may point to other websites that may be of interest to you, however ExL does
not endorse or take responsibility for the content on such other sites.
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product plans to ensure the successful commercialization of new drugs
To Register, Click Here, or
201 871 0474

register@pmaconference.com

253 663 7224

Registration Fees for Attending ExL’s 3rd New
Product Planning Summit:

PMA Conference Management
POB 2303
Falls Church VA 22042

q YES! Register me for this conference!
Name: ____________________________________________________________

EARLY BIRD PRICING.............................................$1,895

Title: ______________________________________________________________

Register by Friday October 26, 2018

Company: _________________________________________________________

STANDARD PRICING.............................................$2,095

Dept.: ______________________________________________________________

Register After Friday, October 26, 2018

ONSITE PRICING...................................................$2,295

Group Discount Program
Offers may not be combined. Early Bird rates do not apply. To find out
more about how you can take advantage of these group discounts,
please call 201 871 0474.

Save 25% per person when registering four
For every three simultaneous registrations from your company, you
will receive a fourth complimentary registration to the program (must
register four at one time). This is a savings of 25% per person.

Save 15% per person when registering three
Can only send three? You can still save 15% off of every registration.

Address: ___________________________________________________________
City: _________________________________ State: ______ Zip: ____________
Email: _____________________________________________________________
Phone: ____________________________________________________________
Fax: ________________________________________________________________
Method of Payment: q Check q Credit Card
Make checks payable to: PMA Conference Management
Card Type: q MasterCard q Visa q Discover q AMEX
Card Number: ________________________________________________________
Exp. Date: ____________________________________________ CVV: _________
Name on Card: ______________________________________________________
Signature: ___________________________________________________________
Please contact me:
q I’m interested in marketing opportunities at this event.
q I wish to receive email updates on ExL Events’ upcoming events.
CONFERENCE CODE: 792218

