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Market Innovation Case Study 
 

Fortune 50 Consumer Healthcare Company 
 

 

Create a New $3 billion Business Addressing Aging Populations 
 

The Client 

Our client is one of the largest Life Sciences companies in the world: comprised of 275 

operating companies in more than 60 countries employing approximately 128,700 people.  The 

Company is the sixth-largest consumer health company, the largest and most diverse medical 

devices and diagnostics company, the fifth-largest biologics company, and the world’s eighth-

largest pharmaceuticals company. 

Our Client’s Situation & Challenges 

We were asked to identify and deliver a $3-5 billion business in healthcare for the aging 

populations addressing the “white space” in the company’s vast product portfolio. 

The Corporate Office main concern was missing out on a tremendous opportunity 

The underlying concern: individual businesses directed to disease modalities and incapable of 

taking a holistic approach given their respective business models and performance expectations 

Complicating matters, defining “white space” produced intense overlap among business units to 

the point where it was difficult to map new territory 

How We Helped 

Together with our client, we convened a multi-disciplined Task Force of over 50 accomplished 

professionals consisting of the Company’s best clinical and business minds coupled with our 

professionals to (1) activate an extensive network, (2) perform the requisite analysis to identify 

attractive market segments and opportunity and, (3) determine the acquisition pathway.   

Our difference was the unique blend of science, technology, and business talent (with 

extensive technology and business networks) who could address the opportunity 

objectively and move quickly to qualify and then act on opportunities worth advancing. 

“We selected this team based on their codification of the industry and the continuum of 

care, their ability to define “white space” and their ability to not only do the analysis but 

to facilitate a corporate team comprised of 50 PhD’s, MD’s, and MBA’s through a 

structured process.  It was great!” 

Corporate Vice President

For more information, 
contact Bill Boardman 

Bridging the Gap between Strategic 
Intent and Operational Execution 

508-397-2341 www.TheStratOpsGroup.com 
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The Result 

A new $3 billion business addressing the pending shortfall in clinical professionals, 

changing reimbursement, and the shift in the provision of care to the home. 

 

Our work produced a suite of acquisition candidates, grounded in core technologies and market 

value addressing the shift in the provision of care to the home considering aging populations: 

 

38 Opportunity Zones 

12 Business Themes 

400 Emerging Technologies & 50 Players 

Strategic Selection 

3 Acquisition Targets 

 

The StratOps Group Approach 

We employed our proven methodology to find relevant technologies, products with verifiable 

claims and operating in the market.  Our approach, demonstrated successful in multiple client 

settings, improves the visibility to emerging technology based businesses thus enabling rapid 

market entry. 

 

 

 

The genius is in the process: 

Codification of the Health Care Delivery System 

Facilitation and Analytics to Priority Market Segments 

Business Theme Formulation 

Strategic Alternatives & Selection 

Acquisition Pathway 
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Sample Deliverables 

Activity Client Value 

1. Opportunity Zones 

Needs vs. Delivery along the Continuum of Care 
Ladder of Care for the Treatment of Biological Afflictions 

 

2. Market Analysis 

 

    

3. Business Themes 

 

 
 

4. Strategies & Plans 

 

 
 

 

 


