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= A mid-cap pharmaceutical company has a novel agent with applicability across multiple
rheumatological disease states and a plethora of unknowns. They requested Trinity’s
assistance in assessing commercial value drivers and using these findings to inform clinical
trial planning, launch phasing and general planning for their product.

= Trinity defined the key unknowns along three key primary axes: product profile/outcomes,
patient segmentation/utilization and competitive scenarios. The risk around each element
was assessed using a combination of primary research (conjoint/discrete choice analysis) and
secondary analytics to elucidate the key drivers of commercial success. The findings from
several waves of research were then rolled into a patient-based forecast model to understand
the range of potential outcomes.
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» The results from the market research and forecasting effort empowered the strategic
marketing team to give input to the clinical plan regarding required clinical endpoints and trial
Result design to maximize the asset’s value. Additionally, the client was prepared to understand the

sensitivities around their profile and the competitive set for launch planning and setting
revenue targets.



