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At SSI Strategy (SSI), a large majority of our clients hold the position of 
Chief Medical Officer. A title that holds various meanings depending on 
the size and maturity of the organization, but at almost every organization 
we have worked with, we come across the same fundamental question – 
how should my organization think about the value of the medical function?

It’s both illegal and unethical for medical teams to use traditional ROI 
calculations for their efforts, so senior executives wind up speaking in 
anecdotes and hypotheticals as methods to demonstrate value and vie 
for limited funding. At SSI, we set out to answer the question: Is there 
a reasonable, ethical, and legal way to talk about medical value? The 
short answer is, yes. The how, is a bit more complicated. Over the last 
year our team researched industry benchmarks to better understand 
mechanisms of value generation and cost avoidance that are led by 
medical functions. The result of these efforts is the identification of the 
key activities that drive value for medical and a logical framework to 
begin a deeper conversation regarding medical value in any life sciences 
organization. Our goal is that this framework will continue to elevate the 
role of medical as the key strategic value driver for the industry as a 
whole. We’re eager to see the impact this framework can have on the 
industry and ultimately the millions of patients our clients serve.

The role and office that is held by Chief Medical Officers (CMOs) is often 
misunderstood, undervalued, and rarely acknowledged for its critical 
value in a life sciences organization. The title of CMO is broad, as it holds 
various meanings from organization to organization. As a result, execu-
tives struggle to assign appropriate value to the functions that typically 
sit within the purview of a Medical Office.

Read the whitepaper at > ssistrategy.com/move

A large pharmaceutical organization, focused in the generics space, was 
launching their first novel product in the U.S., and sought the support of SSI in 
preparation of their Medical Affairs messaging and strategy. In collaboration 
with the newly established U.S. Medical Affairs team, the SSI team worked 
to develop a cohesive medical story that would resonate with the Medical 
community, creating targeted messages with supportive data. Additionally, 
SSI facilitated a focus group, that focused on vetting the Medical messages 
with experts in the TA, to further target the Medical story, ensuring the final 
narrative was poignant and impactful. This Medical narrative has served as 
the basis for strategy and tactical planning for the Medical team, and SSI 
continues to partner with them as they prepare for launch.

A Fortune-500 biopharmaceutical company had launched a global scientific 
collaboration of academic partners to expand research capabilities and 
accelerate the collective ability to deliver results for patients. SSI was tasked 
to assess the key value drivers of this ecosystem, across 12 collaboration 
sites and 6 countries. This included Stakeholder interviews and interaction 
analytics to distill the value and results of scientific engagements within the 
collaboration. SSI’s findings were presented at ESMO in Germany. After the 
engagement, SSI was asked to conduct a comprehensive market analysis 
to drive the strategic direction of this ecosystem. 
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Respondents shared advice:
 “Even your worst day
is only 24 hours”
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We fancy ourselves chefs
and connoisseurs

of  “�ne” cinema
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When asked to evaluate their bucket lists, many 
respondents have always wished to skydive and still 
believe it is a very achievable goal, however for a select
few this act of introspection may have, regrettably, 
closed the door on alternate career paths...  :( 

Almost half of all respondents 
speci�cally cited the engagement 
with our smart and ambitious client
base as the favorite aspect of their job.

In this issue we polled our medical professionals and consultants to tap into who we are and how we think. Below is the aggregate response.

More respondents would save
rather than spend a sudden sum of money
and most value planning and forethought

More than a few respondents would choose to
travel forward rather than backward in their time machines
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�e di�culty lies not so 
much in developing new ideas 
as in escaping from old ones.�����������
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though our old school playlists may skew 
slightly too far in the favor of Bon Jovi
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