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We Are Prescient

We focus on being foresightful, bringing together deep perspectives on 
market, customer and competitor with specialist knowledge to help our 
clients see further, building strategy that shapes the future.

~30
Of the fastest-
growing mid-caps.

27
Of the top 30 
pharma companies.

~30
Cutting-edge  
biotech firms.

300
Assets & Brands 
Supported annually 
across ~350 
engagements from 
early development 
through to loss of 
exclusivity.

Formed in 

2007  
Prescient was 
formed as a result of 
the rebranding of a 
biopharma CI agency 
formed in 1997.

>20 
Years  
Our VPs and 
Directors have an 
average of >20 years 
of experience.

Annual recurring 
asset relationships 
as a percentage of 
the total business.
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~270 
Specialists  
With expertise 
across insights 
and strategy 
development.

>70% 
Advanced or  
Relevant Degrees  
Over 70% of our 
teammembers  
hold advancedor 
relevant degrees.

7 
Years 
We partner for 
anaverage of 7 years 
with brand teams

We have a 
Net Promoter 
Score of 
69, which is 
considered 
excellent.

We havea 
customer 
satisfaction 
rating of 9.1 
out of 10.

>85% CAGR over the  
past five years~30

9.1 69
NationalitiesLanguagesContinentsLocations

25+20+310

Prescient has 
been a Bridgepoint 
Development Capital 
portfolio company 
since 2021.

Prescient has been a 
Baird Capital portfolio 
company since 2017.



See Further. Go Deeper.No. 3

Our Functional Centers Of Excellence Enable Us To Align To Our Clients’ Evolving Needs… 
…seamlessly integrating experience, specialism, expertise and scientific knowledge  
to deliver a team that meets your needs

Bringing prescience to disease area and asset 
strategies ensuring upstream decisions are 
optimized to deliver long-term value

Portfolio Early Development Late Development Launch In-Market

Placing medical at the heart of product strategy, 
ensuring patient needs are understood and real-
world value maximized

Integrating the needs of clinical, medical, 
commercial and regional stakeholders into 
a differentiated, realistic and aligned early 
commercial strategy 

Building and maintaining valuable brands through 
a cross-functional and customer-centric approach 
ensuring they differentiate and resonate

Learning from competitors and anticipating their 
next movesso, differentiation is maximized and 
dynamic decision making optimized 

Ensuring the customer voice is louder, clearer  
and central to development, commercialization  
and brand building

GPPS

Medical Affairs

NPP

Global Marketing

Competitive Intelligence

Market Research
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How do you measure up against competitors? 
Competitor Benchmarking  
Field Force Analysis and Benchmarking: Prescient benchmarked global Medical Affairs 
(MA) teams to help inform a client’s scale, structure, remit and areas of investment

Client Impact

• Our analysis highlighted how 
the client’s resourcing capacity 
compared to key competitors and 
identified how it needed to evolve in 
the future

Client Situation

• Our client wanted insights into how competitors’ Medical Affairs teams 
were organized and resourced to execute against outlined objectives

• The client sought to establish whether its Medical Affairs team was 
appropriately resourced to execute on its mission and functions

Approach

1. We conducted secondary research by examining LinkedIn profiles, job 
posts, etc., to develop a picture of competitors’ MA teams that could be 
compared with the client’s team size and structure.

2. We interviewed market experts to obtain insights into the scale, 
structure and remit of competing MA teams, and to gain an 
understanding of industry best practices and the relationship between 
team requirements and portfolio size.

3. We highlighted the key differences in scale, structure and remit of the 
in-scope teams and an Excel tool which can be leveraged by client 
leaders to help estimate resourcing needs.

Outputs
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What are your strengths and potential competitor strategies? 
Differentiation Analysis  
Positioning and Messaging Development: Prescient developed an overarching, pan-
tumor global narrative structure that synced with several individual tumor narratives

Client Impact

• Our pan-tumor narrative framework 
gave the client a firm foundation from 
which to engage in more consistent 
scientific communication in the field

Client Situation

• The client, a global brand lead within a large pharma company, required 
an overarching framework for a set of individual narratives across a 
series of related tumor types

• This framework was necessary to allow for consistent communication in 
field engagements

Approach

1. We revisited the individual tumor-specific narratives to finalize the language.
2. We developed inputs for an overarching, pan-tumor narrative framework by 

identifying common themes and any inconsistences across individual tumor 
narratives.

3. We then finalized the pan-tumor narrative framework by pressure-testing 
it with the global team, including harmonizing any inconsistencies across 
individual tumor narratives and flagging open questions to revisit after future 
data readouts.

4. We discussed and aligned on high-level guidance on the implementation 
and utilization of a pan-tumor narrative the global brand team.

Outputs
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How will you win against competition?
CI Workshops 
Competitor Scenario Planning: Workshop project with a brand 
team that was faced with a rapidly evolving competitive threat 

Client Impact

• The client was able to prepare 
responses to the top competitive 
risks posed

• The client’s product global 
positioning statement was stress-
tested, ultimately enabling the 
company to decide it was solid after 
some minor modifications

• Implementation challenges and 
potential solutions were identified

Client Situation

• Following a competitor’s acquisition of a rival product, the client 
urgently needed to prepare for upcoming competitor’s Phase III data 
publications and a global launch

Approach

1. We organized a virtual CI workshop for the client, designed with the end in 
mind.

2. We created a short pre-read document to educate the workshop attendees.
3. The objectives were of the workshop were to:

A. Educate and align on the competitive risks of the rival product and their 
implications for client.

B. Generate short-term actions to support a global strategy ahead of Phase 
III data releases.

C. Ensure a favorable market ahead of competitor asset launch, so client can 
effectively defend and grow market share.

4. Findings from the workshop were then translated for the reference of the 
client’s Japanese affiliate.

Outputs
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Where and how will you win?
Portfolio Planning 
Asset Attractiveness and Prioritization: A Top-10 biopharma company sought to develop a BD 
assessment framework to identify attractive candidates in the myelodysplastic syndrome (MDS) market

Client Impact

• This MDS BD framework served as 
the “pilot” framework that could be 
applied across related indications to 
guide future BD decisions

Client Situation

• The client, a large biotech company, was seeking opportunities to 
strengthen its portfolio and drive the development of therapies for MDS, 
a rare disease with a high unmet need

• The client wanted to develop a tailored BD framework to evaluate assets 
and therapies in development that might be attractive “targets” in order 
to enhance its portfolio

Approach

1. In collaboration with Prescient I&I, we conducted an exhaustive review of the 
MDS landscape and pipeline and identified the “universe” of potential assets 
for consideration.

2. We developed a BD framework to evaluate assets against key criteria, 
including the strength of the clinical profile and BD feasibility.

3. We applied the BD framework during a cross-functional workshop to 
pressure-test it, then used it to assess MDS assets of potential interest.

4. We aligned with the client team on the BD framework and a short list of 
assets for further investigation and potential partnership consideration.

Outputs
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How might you retain value?
Late Life Cycle Management Strategies
Competitor defense strategies: Prescient conducted a deep-dive to secure the client’s long-term 
leadership in retinal diseases and enable the development of a competitor defense strategy

Client Impact

• The project enabled our client to 
prepare for upcoming competitor 
launches and deploy a cross-
functional defense strategy led by the 
client team

Client Situation

Approach

• The client, a large pharmaceutical company, had an ophthalmic biologic that 
was facing upcoming competitive threats from both biosimilars and novel 
therapies

• The client’s team sought to understand best practices for cross-functional 
defense tactics and implementation, with a key focus on biosimilar threats

1. We developed a fact base through secondary research, establishing a 
comprehensive understanding of the market landscape, and identifying key 
trends, competitors, implications, uncertainties and potential outcomes.

2. We conducted extensive interviews with KOLs, payers and industry experts 
to pressure-test upcoming landscape trends and competitor defense 
tactics.

3. We conducted analog assessments to develop a repository of past 
biosimilar defense scenarios and outcomes.

4. We triangulated findings to create a playbook with recommendations for 
biosimilar and novel agent defense tactics and methods of implementation.

Outputs
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How can you optimize adoption?
Healthcare System Evaluation
Healthcare Systems Evaluation: Prescient supported the client in assessing the feasibility 
of MEAs in the cardiovascular space in China, Taiwan, South Korea and Japan

Client Impact

• We provided recommendations on 
sustainable cost-effective models 
that could be implemented in select 
APAC markets

• We offered strategic inputs that 
defined the maximum value of 
a successful MEA (specific to a 
particular country) and demonstrated 
minimal risk to payers, hospitals and 
patients

Client Situation

• The client aimed to assess the feasibility of MEAs (e.g., outcome-based 
contracting, risk sharing agreements, pay for performance) and other 
innovative financial models (e.g., price volume agreements) adopted by 
pharma companies in APAC countries

• The client sought Prescient’s partnership to collect country-level intelligence 
from pharmacoeconomic and health economic experts in payer and 
commercial insurance companies

• Common themes, uncertainties, scenario-specific takeaways and 
action items for the client

• A list of third-party organizations and local big data organizations 
willing to partner with pharma companies to implement such 
agreements 

• Best practice examples from select APAC markets (with successful 
MEAs) depicting the benefits of such schemes

Approach

1. We investigated the market access strategies adopted by pharma 
companies to encourage adoption of their assets in the CVMD space.

2. We then checked the possibility of MEAs in the CVMD space in APAC.
3. We evaluated the logistical and operational challenges associated with 

implementing MEAs and assessed how select APAC countries differ in their 
acceptance and adoption of such agreements.

4. We researched how local big data organizations can help pharma 
companies with patient management services and the generation of RWE.

Outputs



See Further. Go Deeper.No. 10

Client Testimonials 

Excellent work, Prescient team! We 
appreciated your depth of knowledge, 
facilitation and overall workshop design. 
This was a success for Prescient and  
for us.”
Executive Director, Strategic Business Intelligence

I really enjoy working with you! Your team 
has always done an outstanding job 
supporting my needs across differing 
products and geographies. I hope to  
work with you again soon.”
Director, Corporate Development

You have been at the heart of helping us 
develop successful, established product 
strategies over the past couple of years. 
Many thanks and we look forward to 
continuing our relationship.”
Director, Commercial Strategy

You are one of the most impressive 
consultancies we’ve worked with.  
Your level of knowledge, preparation  
and commitment were outstanding.”
Vice President, Biologics

It was amazing facilitating from your side – 
thank you very much! The outcome of the 
workshop is very promising!”
General Manager



Whether you have a potential project 
or just want to find out more about our 
work, our team and our potential to help 
you, please get in touch.

Get in touch and unlock innovation Email:   info@prescienthg.com

Telephone:   +1 973 347 7750

Website:   Prescienthg.com

Linkedin:   Linkedin.com/company/   
    prescient-healthcare-group/

Address:   Prescient Healthcare Group, Inc.
    3 Second Street / Suite 801
    Jersey City, NJ 07302
    Tel: 973-347-7750 | Fax: 973-347-6466


