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Rethinking what tracking
is meant to do

For decades, brand tracking has served as
pharma’s commercial dashboard. Awareness,
recall, usage, and attribute associations have
provided a steady framework for understanding
performance across product lifecycles.

These measures were developed for markets
that evolved gradually, where competitive
encroachment was visible and strategic
response could follow established patterns.

Traditional trackers
were designed to

measure position.

That environment has shifted. Launch timelines
are shorter and treatment landscapes are
more crowded. Omnichannel engagement has
reshaped how physicians absorb information
and form preferences. Incremental changes

in perception can now precede meaningful
commercial impact.

In this context, traditional tracking often
provides reassurance without revealing risk.
Flat awareness levels and stable agreement
scores can mask subtle erosion in belief
strength or emerging competitive narratives.

Modern brand
teams must understand
momentum.

This requires looking beyond what physicians
say toward how firmly those views are held,
why they are forming, and how they may
evolve. The evolution of tracking is therefore
not about expanding dashboards, but about
deepening intelligence beneath them.
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Beyond awareness:
Measuring the strength of belief

Most tracking programs continue to rely on
rating scales and stated associations. While
these metrics remain essential, they describe
perception at a surface level. They do not
necessarily reveal conviction.

Two brands may both be associated with
“strong efficacy,” yet one may command a

far deeper psychological claim to that attribute.
A message may be well recalled, but weakly
embedded in decision-making. Intent to
prescribe may appear steady even as hesitation
begins to develop.This distinction between
agreement and conviction often determines
competitive durability.

Instar’s ThinkTime™ methodology was
developed precisely to illuminate this layer.
Grounded in behavioral economic theory and
dual-process decision science, ThinkTimeSM
incorporates calibrated response-time
measurement into traditional survey tasks.
Faster responses tend to reflect automatic,
deeply held associations; slower responses
can indicate uncertainty or weaker mental
connections.

By analyzing response speed alongside stated
agreement, ThinkTimeS" distinguishes between
associations that are secure and those that are
vulnerable. Attributes that appear stable at a
topline level may show early signs of weakening
conviction. Conversely, emerging competitive
claims may demonstrate strong psychological
ownership within specific segments before they
are visible in market share.

The addition of conviction measurement
transforms tracking from a descriptive report
into a leading indicator system — capable of
detecting movement before it becomes
commercially evident.
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Explaining movement:

Qualitative depth at quantitative scale

Understanding conviction provides early
warning signals. However, identifying shifts
in belief strength raises a second question:
what is driving them?

Historically, answering this required separate
qualitative research. Such studies offer depth
and nuance but are typically limited in scale
and disconnected from the quantitative tracker.
Quantitative research provides robustness
and statistical confidence but often lacks
explanatory richness.

Instar’s Virtual Moderator addresses this
structural divide by embedding adaptive,
Al-powered qualitative conversations directly
within quantitative tracking programs. Rather
than treating qualitative and quantitative
research as separate phases, Virtual Moderator
integrates them within a single research
architecture.

Physicians engage in structured, dynamic
conversations inside the survey environment.
The system adapts in real time, probing
underlying reasoning, identifying emotional
drivers, and exploring practical barriers.

It moves beyond scripted follow-ups, generating
context-aware questions based on each
respondent’s answers.

Critically, this qualitative depth is captured

at scale. Instead of drawing conclusions from
a small set of interviews, insights are derived
from hundreds or thousands of physicians.
Themes can be systematically coded,
quantified, and linked directly to behavioral
measures such as conviction scores or
segment-level performance shifts.

The result is a fusion of qualitative richness

and quantitative robustness. Brand teams

gain not only statistical confidence in what

is changing, but structured understanding

of why it is changing — within the same dataset.
This allows organizations to detect hesitation,
complexity concerns, emotional friction,

or emerging competitive narratives before

they manifest in prescribing behavior.
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Turning data into strategic dialogue

As tracking programs incorporate behavioral
metrics and large-scale conversational data,
the volume and complexity of insight expand
significantly. Yet the value of this intelligence
depends on accessibility.

Static reporting models often limit the ability
of teams to interrogate findings dynamically.
Questions arise between waves. Competitive
shifts require rapid exploration. Leadership
teams seek immediate answers grounded

in longitudinal context.

Instar’s SoundBoard Al responds to this

need by enabling natural-language interrogation
of tracking datasets across historical waves.
Rather than relying solely on analyst-led Q&A
cycles, brand teams can directly explore
segment differences, examine conviction
trends, or test emerging hypotheses in real time
- the power of insight is in their hands.

This does not replace analytical expertise;

it augments it. Tracking becomes less of

a periodic event and more of an ongoing
strategic resource. Insights can be revisited,
recontextualized, and interrogated as market
conditions evolve.

With SoundBoard Al,
tracking shifts from static

reporting to continuous
strategic exploration and
dialogue.
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Early Detection in Practice

The practical implications of integrating
ThinkTimeSM, Virtual Moderator, and
SoundBoard Al are particularly visible in mature
brands facing incremental competitive pressure.
In one oncology brand example, traditional
metrics indicated stability: high awareness,
strong efficacy associations, and consistent
prescribing intent. However, ThinkTimes™
revealed slowing conviction around “preferred
first-line option” among mid-tier prescribers.
While agreement remained high, response-time
analysis signaled emerging hesitation.

Virtual Moderator conversations conducted
at quantitative scale uncovered the narrative
behind this shift. Physicians increasingly
described competitor therapies as simpler
and more convenient, while the incumbent
brand was perceived as administratively
burdensome. The issue was not clinical
credibility but practical friction.

Because these insights were derived from
large-scale data, the brand team could quantify
the prevalence of this sentiment and identify
precisely which segments were most affected.
Through SoundBoard Al, they explored
wave-on-wave trends and confirmed that the
erosion was concentrated in high-growth
community settings.

By reframing communications around simplicity,
workflow integration, and patient support,

the team addressed the emerging concern
before it translated into measurable share
decline. Subsequent waves showed recovery
in conviction within the previously vulnerable
segment.

The traditional tracker would have signaled
stability. The integrated framework revealed
fragility early enough to respond.
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A new standard for
strategic relevance

Brand leaders increasingly expect tracking
to do more than measure performance
retrospectively. They look to it for early risk
detection, messaging optimization, allocation
guidance, and competitive foresight.

Meeting this expectation requires a more
integrated architecture. Awareness, recall,
and usage remain foundational metrics.
However, they must be complemented by
measures of conviction, scalable qualitative
depth, and intelligent data interrogation.

Instar’s next-generation tracking framework
brings these elements together. ThinkTimeS
captures the strength of belief beneath stated
agreement. Virtual Moderator provides
structured qualitative insight at quantitative
scale. SoundBoard Al enables ongoing,
interactive engagement with longitudinal

data in a safe large language model.

The result is not more complexity, but greater
clarity. Instead of reacting to market shifts
after they occur, teams gain visibility into
emerging momentum — positive or negative
— and the behavioral forces driving it.

In a competitive environment where marginal
perceptual shifts can have disproportionate
commercial consequences, this deeper layer
of intelligence is no longer incremental.

It is strategically decisive.

Tracking must
continue to
measure where a
brand stands.

But it must
also illuminate
where it is heading
— and why.

For more details,
please contact:

instarsales@instarresearch.com
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