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The expert teams at 
PANTHERx Rare have 
launched over three dozen 
rare disease therapies, 
partnering with both 
emerging and established 
biopharma companies. 
They’ve learned from 
experience that an 
essen�al element of a 

successful launch is picking 
the right specialty 
pharmacy (SP) partner for 
your brand, and the right 
SP distribu�on model to 
ensure that your healthcare 
professionals (HCPs) and 
pa�ents get the support 
they need, precisely when 
they need it.

Selecting the Right 

for a Successful Launch

INSIGHTS FOR BIOPHARMA LEADERS 
LAUNCHING RARE & ORPHAN THERAPIES
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Choosing the right partners is essential 
to your brand's success.

Selec�ng the right SP for a rare treatment can 
posi�vely impact ge�ng appropriate pa�ents 
onto commercial therapy, having pa�ents 
experience the best outcomes from their therapy, 
and gaining insights into how to best posi�on the 
therapy to navigate the compe��ve marketplace 
that surrounds it. This is an important decision, 
and can influence the gain or loss of millions of 
dollars post-launch, simply by choosing an SP 
partner that can also deliver ac�onable insights 
and adapt as addi�onal real-world informa�on is 
gathered and market dynamics evolve.

The PANTHERx experts are here to help.

We developed this report to provide biopharma 
decision makers with the informa�on and tools 
they need to make the best decision for their 
treatment—and the pa�ents and HCPs they serve. 
While each rare disease treatment has unique 
support needs and challenges, the framework 
below surfaces key concepts and ques�ons that 
you and your team must consider as you make 
this very important decision that will affect your 
brand at launch and throughout its lifecycle. 

It is a rare opportunity to serve those 
with rare conditions.

The Orphan Drug Act defines a rare disease as a 
condi�on that affects fewer than 200,000 people 
in the U.S., or 60 per 100,000 people. In the 
European Union, an orphan disease is defined 
as a disorder affec�ng less than one in 2,000 
individuals, and the ultra-orphan designa�on is 
used for diseases with a prevalence of less than 
one in 50,000 people.

You only get one chance to launch.

Leading biopharmaceu�cal companies invest 
incredible amounts of money, �me, technology, 
and human ingenuity researching, discovering, 
developing, and tes�ng innova�ve and emerging 
treatments for a wide range of rare health 
condi�ons. So it makes sense that these same 
companies also invest appropriately to design 
the right commercial distribu�on strategy, 
including the right specialty pharmacy partner 
to successfully launch, deliver, and support their 
life-saving treatments for the people who need 
them most. 
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provide insights to manufacturers to guide treat-
ment uptake and evolu�on. Because rare therapy 
dispensing has become concentrated within exclu-
sive or highly limited networks (e.g., networks 
with four or fewer SPs), SPs also play a central role 
in how pa�ents and HCPs think and feel about the 
branded therapy and the pharma company that 
provides it. As a result, manufacturers search for 
SPs that have similar cultures and shared values as 
strategic partners for their therapy’s launch and 
con�nued support.

When launching rare therapies, manufacturers 
also cri�cally evaluate the number of specialty 
pharmacies they contract with. The past several 
years have seen an accelera�on in the use of 
exclusive distribu�on models for orphan and 
ultra-orphan products. According to Dr. Richard 
Faris, Chief Strategy and Growth Officer at 
PANTHERx Rare, “Our team’s experience of 
launching more than three dozen rare disease 
therapies during the past few years confirms 
that early, cross-func�onal planning in this area 
is cri�cal. Selec�ng the right distribu�on model—
and the right partner—for your brand is an essen-
�al element of your pa�ent and HCP support 
strategy, launch excellence, and successful 
product  lifecycle management.”

Your brand—and the people who 
need it—deserve the right specialty 
pharmacy partner.

To create the right SP network, pharmaceu�cal 
manufacturers seek pharmacies that understand 
the needs of the pa�ents they will serve who live 
with rare diseases. This understanding of and 
a�en�on to the pa�ent journey and their needs is 
o�en accomplished by establishing strong 
rela�onships with pa�ents and HCPs through 
high-touch, data-informed, personalized services 
built around a specific rare therapy. 

Manufacturers o�en prefer to partner with highly 
collabora�ve and agile SPs that can further tailor 
program-specific offerings to meet individual pa-
�ent needs, design proac�ve programs to im-
prove the experiences of pa�ents and HCPs, and 

To learn more about how PANTHERx Rare can support your 
brand and your patients at launch—and throughout the lifecycle—
email us at TheRareSP@pantherxrare.com today.
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Selecting the right distribution model—
and the right partner—for your brand is 
an essential element of your patient 
and HCP support strategy, launch 
excellence, and successful product 
lifecycle management.

“
Dr. Richard Faris
Chief Strategy and Growth Officer
PANTHERx Rare
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Start with these considerations 
when selecting the rare and orphan 
pharmacy distribution model that’s 
right for your brand.

Just as each pa�ent has unique needs, so does 
each rare disease treatment. The informa�on 
below can help you see which of the product’s 
characteris�cs may have an impact on your 
op�ons for specialty pharmacy distribu�on. 
First, we will review some general considera�ons, 
and next we’ll see how the addi�on of a pa�ent 
services HUB increases the complexity of this 
important decision.

Figure 1 (next page) includes some important 
considera�ons when you’re evalua�ng the right 
specialty pharmacy distribu�on model for your 
treatment. For example, manufacturers can 
choose to partner with PANTHERx Rare either 
as their Exclusive SP, or as part of a highly Limited 
Network of a few SPs. However, each choice 
requires a careful assessment to ensure alignment 
with the unique needs of your product, 
prescribers, and pa�ents.

Building the right support and 
distribution system takes time.

No ma�er which phase of the product lifecycle 
your rare or orphan therapy currently sits, finding 
an SP partner that understands the unique 
requirements of these types of therapies and the 
needs of the people who take them is cri�cal to 
your brand’s success. If you’re planning for a new 
commercial launch, it’s best to start building your 
SP distribu�on model and speaking to poten�al 
partners 18-24 months prior to launch. 

This gives internal teams and external partners 
the �me they need to plan, design, develop and 
refine standard opera�ng procedures (SOPs) and 
training; a risk evalua�on and mi�ga�on strategy 
(REMS) if applicable; diagnos�c and other tes�ng 
if applicable; pa�ent reimbursement and access 
strategies; personalized pa�ent educa�on and 
support programs; necessary technology 
integra�ons and secure data transfer among 
partners; and op�mal inventory management and 
na�onal distribu�on all finely tuned to support 
your product, the HCPs who prescribe it, and the 
pa�ents who need it most.
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Treatment complexity

• What specific needs and accommoda�ons 
do people with this high-complexity 
condi�on have?

• What specific needs and support do people 
taking this high-complexity treatment have?

• Which SPs that I’m considering have 
experience with similar condi�ons and 
therapies?

• Which SPs that I’m considering have 
accredita�on in the care and management 
of rare and orphan diseases?

Take a deeper dive into the factors that can support your decision making.

Below are some key ques�ons for each of the a�ributes in Figure 1 that may give you more insight into 
selec�ng the best SP partner for your rare disease therapy:

Patient population size 

In rare and orphan condi�ons as defined in the 
U.S. and E.U., popula�on sizes of “small, medium, 
or large” are rela�ve—much smaller than those 
for tradi�onal pharma blockbuster drugs. An 
exclusive SP partner can usually support up to 
25,000 pa�ents for a single condi�on.

• What specific needs does this pa�ent 
popula�on have?

• Which SPs that I’m considering have 
experience with similar pa�ent popula�ons—
both size and needs?

Figure 1: Key factors when considering an SP such as PANTHERx Rare as either an Exclusive partner or as one of 
several partners in a highly Limited Distribu�on Network. 

EXCLUSIVE SP LIMITED SP NETWORK

Treatment Complexity High High

Pa�ent Popula�on Size Small to medium Large to very large

Payer Contrac�ng Streamlined

SPs require greater discount off invoice due to lower 
payer reimbursement in limited network.

Payers can choose preferred pharmacy based on 
network composi�on; SP partners may be ‘squeezed’ 
by payers and may lead to pa�ent transfers.

Geographic Coverage Na�onal Na�onal

Communica�ons Communica�ons between the manufacturer and one SP 
are streamlined & efficient, with a single point-of-contact.

Manufacturer must communicate with mul�ple part-
ners, including other SPs, HUB, copay card vendor, etc.

Data & Repor�ng Report direct to manufacturer or data warehouse without 
need for data aggregator.

Data aggregator required to manage feeds from 
mul�ple SPs.
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Payer contracting

It’s important to note that many payers 
immediately place a Limited Distribu�on 
Network into a different payment schedule 
than an Exclusive SP, o�en at break-even or 
worse reimbursement terms for the SPs.

• If I go with a Limited Distribu�on Network, 
will the service levels provided by the SPs 
in the network go down because of lower 
reimbursement?

• How will the selected SP overcome any 
an�cipated barriers to access?

• Which SPs that I’m considering have 
experience contrac�ng as an Exclusive SP? 
As part of a Limited Network?

Geographic coverage

• Is the SP’s distribu�on reach regional or 
na�onal? Does the SP have redundant 
facili�es in different parts of the U.S.?

• What is the average speed of delivery 
to a pa�ent?

• Does the SP have cold-chain capabili�es?

• What is this poten�al SP partner’s exper�se 
and experience in logis�cs?

Communications

• What engagement op�ons are there for 
pa�ents and prescribers? Does the SP have 
capabili�es to provide different op�ons to 
meet pa�ents where they “Work, Eat and 
Play”?

• What evidence does an SP have that it can 
simplify communica�ons and coordina�on for 
the manufacturer? Can they share examples?

• What are some communica�ons and 
coordina�on issues if I select a highly Limited 
Network of several SPs instead of a single, 
Exclusive one?

Data and reporting

• How well does the SP integrate its pa�ent 
support program with its pharmacy 
dispensing and adjudica�on system? Can it 
provide sample documenta�on?

• In addi�on to program reports, can this SP 
provide insights for individual pa�ent care, 
popula�on health management, and 
evalua�ng product performance?
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To learn how PANTHERx Rare can support your brand as its exclusive 
SP partner, email us at TheRareSP@pantherxrare.com today.
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A HUB adds 
capabilities, 

complexity and 
cost to your brand’s 

patient support and 
distribution system.

Due to the high complexity and cost of rare and 
orphan treatments, many manufacturers decide 
to offer HUB services to their pa�ents. A HUB 
provides capabili�es that enable a manufacturer 
to have a single point of contact with pa�ents 
taking their therapies, delivers more compre-
hensive pa�ent services, may improve adherence 
to therapy, and may increase pa�ent and 
prescriber sa�sfac�on.

However, the addi�on of HUB services also 
adds complexity and costs to your evalua�on 
of and decision about whether to support your 
launch using an Exclusive SP or a Limited 
Distribu�on Network. And even if you choose 
to partner with an Exclusive SP, you’ll need to 
decide if HUB services will be provided by the 
SP or by an external HUB vendor or internal 
manufacturer HUB.

As inputs for your decision making, Figure 2 
compares addi�onal a�ributes when 
incorpora�ng a HUB.

Figure 2: Impact of adding a HUB when deciding on the most appropriate SP distribu�on model for your brand.

PANTHERx as EXCLUSIVE SP PANTHERx in LIMITED SP NETWORK

HUB OPTIONS INTEGRATED HUB SERVICES INTERNAL MANUFACTURER HUB INTERNAL MANUFACTURER OR EXTERNAL HUB

Pa�ent &
Prescriber
Experience

Seamless & consistent

All prescrip�ons from HCP directly 
to PANTHERx

PANTHERx RxARECARE™ case 
managers handle referrals start 
to finish

Seamless & consistent

All prescrip�ons from HCP directly 
to PANTHERx

Coordina�on between internal HUB 
and PANTHERx required

Variable, with no consistent systems or level of service 
among pharmacies and HUB vendor

Non-mandatory HUB model: Prescrip�ons from 
HCP to HUB, PANTHERx, other SPs, or some�mes 
mul�ple en��es

Referral triage business rules and services required

Manufacturer
Control

Full visibility into pa�ent journey 
from one reliable source, providing 
increased consistency and oversight

Manufacturer owns some pa�ent 
services

Visibility into pa�ent journey from 
two reliable sources

Fragmented understanding of pa�ent journey

This op�on may be preferred for Manufacturers 
preparing for addi�onal/expanded indica�ons or 
wan�ng to reduce perceived risks of partnering with 
a single SP

Cost
Savings without compromising 
program quality

Need to hire internal resources 
for both program opera�ons and 
oversight

Increased administra�on costs due to mul�ple 
fixed-cost vendors

Staffing
Exper�se &
Con�nuity

HUB and SP services performed by 
same PANTHERx RxARECARE™ 
people:

• Case managers 100% dedicated

• Clinical pharmacists 90% 
designated

Internal HUB & PANTHERx resources 
collaborate and coordinate services

PANTHERx RxARECARE™ team 90% designated 
for your product
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Patient and prescriber experience

Rare disease therapies can be complex for HCPs 
and perplexing for pa�ents, so it’s cri�cal to align 
care using clear communica�ons with the 
appropriate language for each audience and at 
the right frequency (not too much as to be 
confusing).

• How will I ensure a high level of consistency 
for the services associated with my brand, 
from pa�ent to pa�ent and interac�on to 
interac�on?

• How will prescrip�ons be routed? What 
are the risks if prescrip�on rou�ng varies 
depending on the prescriber?

• Who will be responsible for HUB 
coordina�on?

• Will the HUB connect pa�ents with 
founda�ons, manufacturer copay assistance, 
and other financial support op�ons?

• Has the HUB earned industry recogni�on for 
its record of pa�ent sa�sfac�on?

HUB considerations may affect your SP decision.

Let’s take a look at some key ques�ons when adding a HUB:
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Manufacturer control

• As a manufacturer, what tradeoffs will I need 
to make if my company partners with one 
SP vs. several? How do I mi�gate the risks of 
“pu�ng all of my eggs in one basket”?

• If more than one en�ty “owns” and manages 
the pa�ent journey, how can I ensure an accu-
rate representa�on of it? Will I be responsible 
to consolidate data from different partners 
into a cohesive understanding of the pa�ent?

• Am I confident that my company’s HUB 
capabili�es are on par with those of an 
experienced SP partner?
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Cost

It’s important to note that HUBs o�en charge for 
“add-on” services that are core services at SPs, 
another reason to carefully consider the tradeoffs 
and costs of adding complexity to your product’s 
distribu�on and support solu�on. 

• How much will my administra�on costs 
increase if I take on the management of 
several SPs instead of just one?

• Will I save money by using my company’s HUB 
capabili�es instead of using the HUB 
capabili�es from an experienced Exclusive SP?

Staffing expertise and continuity

• Will the SPs and HUBs I’m considering 
guarantee a specific level of staff alloca�on 
and con�nuity for my brand?

• How important is staff con�nuity 
in pa�ent sa�sfac�on? 

• How does staff con�nuity impact 
pa�ent adherence?

• How much relevant disease-state exper�se 
does the SP have?

• How much relevant treatment exper�se 
does the SP have in this category?
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Additional HUB considerations that may affect your SP decision.

Below are important ques�ons about costs and staffing when adding a HUB:

To find out more about how PANTHERx Rare can help you 
decide on the SP model that best suits your needs, email us at 
TheRareSP@pantherxrare.com today.
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What are YOUR most important decision 
criteria when selecting a specialty 
pharmacy distribution model?

As you know, specialty products—and par�cularly 
rare and orphan therapies—have complexity 
embedded in their DNA. This complexity extends 
to access, dispensing, delivery, educa�on and 
support for the people living with rare and 
devasta�ng condi�ons who take your therapy.

Se�ng up the right SP distribu�on model well 
before launch is cri�cal for the success of your 
product, ensuring comprehensive and 
personalized support services, deep therapeu�c 
and rare condi�on exper�se, and op�mal pa�ent 
access aligned with your strategy. Your SP 
partner(s) will likely be with you for the long run, 
so it’s cri�cal that your due diligence enables you 
to objec�vely assess their strengths and 
shortcomings in the areas that are most important 
to you and your brand.

Your launch success requires the right SP 
partner—and all are not equal.

For manufacturers of rare disease treatments, 
thoroughly evalua�ng your SP op�ons is a cri�cal 
part of launch planning, and selec�ng the right 
one is a cri�cal part of launch (and lifecycle) 
success. The size and characteris�cs of the pa�ent 
popula�on, alignment with other products in your 
por�olio, your internal capabili�es, and other 
factors will affect your decision.

Here are a few more ques�ons to help sharpen 
your focus:

• For my company, how should I structure the 
due diligence and decision processes to 
determine the best SP distribu�on model for 
my brand?

• Who are the key stakeholders within my 
organiza�on to par�cipate in the SP 
evalua�on and  decision?

• How will this SP decision support my strategic 
goals and key business drivers related to 
differen�a�on, market share, industry 
reputa�on, pa�ent access, and adherence?

• Will we seek addi�onal indica�ons for this 
treatment over the next few years?

• Does my company plan to launch other 
therapies in this category in the coming years?

• How do I communicate the SP distribu�on 
network to HCPs at launch?

• Are there industry consultants that can help 
me make this decision?

2024 • PANTHERx RARE PHARMACY
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Understanding trends, complexity, and 
cost can help guide your decision.

In recent years, many manufacturers of rare 
disease therapies have pivoted from large SP 
networks to smaller and in many cases, Exclusive 
SP models. This shi� is due to the quality and 
consistency of services in addi�on to cost savings 
recognized at launch and throughout the 

product’s lifecycle. The exper�se of smaller, 
highly focused, and nimble SP providers—rare-
only pharmacies, capable of delivering tailored 
solu�ons for rare popula�ons—is now the gold 
standard in the delivery of novel agents for 
rare diseases.

The Power of One: Selecting a single 
rare SP partner

Manufacturers recognize several advantages of 
working with a proven, rare-disease focused, SP 
partner on an exclusive basis including both finan-
cial and programma�c benefits. Financial advan-
tages include singular contracts, integrated HUB 
service offerings, efficient use of launch resources, 
and supply chain savings. Programma�c benefits 
include consistent pa�ent and provider experi-
ences, comprehensive data capture, and program 
design flexibility, among others.

Clinical-stage manufacturers have especially 
embraced exclusive SP distribu�on partners as 
they have greater ease designing and adap�ng 

programs specific to their therapy launch without 
regard to legacy networks used in prior drug 
launches. By limi�ng the network, manufacturers 
may collaborate more closely with an SP to 
develop targeted clinical services tailored to 
provide care to unique pa�ent popula�ons and 
individualized product profiles. 

Limi�ng the network also enables manufacturers 
to have fewer concerns about exis�ng channel 
strategy impac�ng already marketed products. 
Addi�onally, the financial benefits and overall 
simplicity of limi�ng the network are a�rac�ve 
for lean, cost-conscious manufacturers.

Financial advantages of having only one SP partner
include singular contracts, integrated HUB service offerings, 
efficient use of launch resources, and supply chain savings. 

Programmatic benefits include consistent patient and 
provider experiences, comprehensive data capture, and 
program design flexibility, among others.

LEVERAGE THE POWER OF ONE:

$
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PANTHERx Rare is THE rare disease 
pharmacy expert, from launch through 
lifecycle management.

Since PANTHERx Rare was founded in 2011, it has 
been one of THE leading specialty pharmacies for 
rare and orphan diseases. We proudly distribute 
rare and orphan therapies na�onally and focus 
on providing access and support services to 
the people who need them most. And we’re 
recognized as the expert in pa�ent experience 
and care, earning seven Pa�ent Choice Awards 
over the past several years.

Known as THE Rare Disease Pharmacy®, 
PANTHERx transforms lives by delivering 
therapeu�c breakthroughs, clinical excellence, 
personalized support, and a range of access 
solu�ons to people living with rare and 
devasta�ng condi�ons. Our experts have helped 
both emerging and established manufacturers 
launch and support more than three dozen rare 
disease treatments and the pa�ents who benefit 
from them. 

In its April 24, 2024 post Drug Channels Ins�tute 
examined how manufacturers’ specialty networks 
contribute to the substan�al concentra�on of 
dispensing revenues for specialty drugs. It found 
that “one in three specialty drugs (33%) have 
exclusive dispensing networks with only a single 
specialty pharmacy,” and “building the capabili�es 
and strategies to service an exclusive network has 
allowed some smaller specialty pharmacies to 
retain network posi�on and grow more quickly 
than the overall market.” As evidence of our 
strong and con�nuing growth, the researchers 
found that PANTHERx Rare Pharmacy handles 11% 
of exclusive-network drugs, the most of any non-
oncology SP.

In 2024 PANTHERx Rare was recognized for the 7th �me as the winner of the annual 
Independent Specialty Pharmacy Pa�ent Choice Award™.
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To learn more about how PANTHERx Rare can help 
support your brand and your patients, email us at 
TheRareSP@pantherxrare.com today.
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Figure 3: PANTHERx Rare combines rare-disease clinical exper�se and experience with innova�ve technology to personalize 
each pa�ent’s care, consistently improving adherence and outcomes.

to enable dynamic pa�ent case management. 
SWFT ensures precision, accuracy, and pa�ent 
safety, and u�lizes innova�ve technology to 
provide ac�onable insights including:

• Popula�on health management

• Product performance evalua�on

• Adverse event and product discon�nua�on 
oversight

Our RxARECARE™ approach redefines 
patient centricity with a product-specific, 
highly personalized care program for 
each patient. 

Our RxARECARE™ teams at PANTHERx offer fully 
coordinated clinical services that align with our 
partners and accredita�on requirements, pa�ent 
preferences, and the unique profiles specific to 
complex disease states. 

Specialty Workflow Technology, or SWFT, is our 
custom-built clinical pla�orm that integrates with 
PANTHERx Rare’s dispensing system and manufac-
turers’ HUB client resource management systems 
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Ready to take the next step?

We hope you found this report valuable and 
understand that you may s�ll have ques�ons 
about planning, designing, contrac�ng, and 
opera�onalizing the right SP distribu�on solu�on 
that addresses the unique requirements of your 
product and best supports your pa�ents and 
those who care for them.

Whether you are ac�vely seeking an SP to help 
launch a new rare or orphan treatment, or are 
managing an inline product and are not 
completely sa�sfied with your current SP 
arrangement, please email us today at 
TheRareSP@pantherxrare.com to schedule a 
conversa�on about how PANTHERx Rare may 
be the right SP partner for you.
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