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Session 3 - Bringing a brand blueprint to life

Its all very well talking theoretically about creating a brand blueprint, the
ultimate test is transforming it into a living, breathing brand. How do brand
managers and advertising agencies actually do this?

What better way to demonstrate this than by having industry and ad agency
speakers in the shape of Sandra Lopes, AstraZeneca and Barry Gowers of
Gowers Consultancy. Sandra kicked off the session by describing how
decision-making is for the most part emotional and often over-rides rational
reasons for choice. The BMW example was used to show how a brand can be
infused with a personality that makes it so much more than the name alone.
The idea of a serious German car with a sense of humor was illustrated using
the BMW example.

Sandra then went on to describe the psychology of brands and the value
she attaches as a brand manager to clever market research and how it can
contribute to understanding the values that resonate most strongly with
physicians and patients within a given therapy area. The importance of
linking the rational attributes to sub-conscious values was emphasized in
order to win both the hearts and minds of customers - the rational to gain
the first prescription, the emotional to gain brand loyalty.

This fundamental philosophy was then brought to life using the launch of
Crestor in Portugal to illustrate how the brand blueprint created by the
global team was then able to be interpreted into the local Portuguese
market in order that Crestor had a specific and personal meaning for
Portuguese physicians and patients.

The ad agency perspective was then shared by Barry Gowers, who
emphasized the importance of establishing and building a strong
relationship with brands. Barry explained how brandographics can be used

Having finally got to the point where you have brought the brand to life, the
next stage is to ensure that the brand is on track in terms of key performance
measures. For this session Josh Feldmeth of Interbrand was able to bring
his own interpretation of how we can track the success of brands by
identifying brand drivers, and understanding how these contribute to
creating economic value.

According to Josh, tracking a brand has now moved beyond the tracking of
awareness and usage towards the incorporation of a range of metrics that
also measure brand performance in terms of competitiveness,
distinctiveness and ultimately revenue growth. A case study based on
Humalog was used to illustrate how a failing brand could be turned around.
Josh concluded that brand equity is based on the choices physicians make

The session concluded with a case study based on the oral contraceptive
market where brand related issues had been identified. The delegates were
divided into two teams and asked to prepare a market research programme
designed to diagnose and then re-vitalize the brand in question using all
they had learned over the 2 day course.

to create a rich picture of associations, meanings, emotions that would
otherwise not surface through the written word and which reflect the
essence of the brand. For Barry non verbal communication in the form of
images form the stimulus for creative’s work since we are able to recall more
of what we see than what we hear AND it transcends language!

By using the analogy of launching a rocket into space to put astronauts on
the moon Barry then took us on a 4-step voyage of discovery from blast off
through to safe landing on the moon using the example of the re-launch of
the Mini to illustrate the different phases.

The four stages were described as:

« Unlocking the key insight - Blast off
« Identifying an insight to drive commercial success
« Challenging beliefs — booster rockets ignited to send us into orbit

» Work with current beliefs to effect a change in behavior by challenging
existing beliefs

» Development of the positioning strategy — rocket guidance to direct us to
the moon

» Define positioning, target audience, distil essence, pledge one big
promise

« Implementation and control - safe landing on the moon

» What we need to say and how we say it. Must reflect vision and values,
expresses our personality and provides reasons to believe

Session 4 - Tracking a Brand

and therefore by maximizing the probability of choice then brand equity is
also being maximized.

Alternative approaches to tracking brands were then discussed by the
convenors including capturing not only recall of key messages but also recall
of some of the softer branding elements such as image and personality using
questioning approaches that incorporate a projective element.

Diagnostic qualitative tracking was also discussed as a way of implementing
an early warning system to track any disconnects between the intended
messages, desired positioning/brand image and physician perceptions since
it was acknowledged that great damage can be done to a brand if issues are
not identified and rectified early in the launch process.

Session 5 - Re-energizing a brand

In conclusion, the 2 day workshop provided a sound overview of
approaches, tools and techniques that can be used to bring a brand to life,
whilst at the same time anchoring the workshop in the real world in terms
of what brand managers and ad agencies value the most from research
conducted in order to create and nurture their brands.

If you have any questions then please contact the course convenors for more information.

CONVENORS:

Anna Garofalo - Double Helix - agarofalo@doublehelixdevelopment.co.uk

Xander Raymakers - NV Organon - xander.raymakers@organon.com

Mike Owen - Brand Health International - MikeOwen@brand-health.com
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B1 Course: Evaluating A Business Opportunity
— The Role of Market Research

Follow-Up Summary and Conclusion

The objectives of this workshop were to:

« Identify and quantify potential product characteristics that represent drivers of
success.

« Forecast future market developments in terms of unmet needs, market size,
and share of existing core market products.

« Estimate sales potential of a new product (the business opportunity).

» Understand the nature of internal customer needs and expectations to achieve
buy-in to analyses and findings.

The course was convened by Alexander Rummel (Psyma International Medical
Marketing Research) who moderated the event and by Werner Gorath from
Nycomed and Henrik Zéller from Griinenthal.

In total 26 delegates attended the training course and on the first day Chris
Godfrey from Merck Serono opened the course with an interactive session.
Typical market research questions were gathered regarding early life-cycle
products, including licensing opportunities. It came out that the strategic
question“Where does the company want to go?”plays a key role in the evaluation
of a business opportunity, and all other questions posed to market research must
be seen in the light of certain strategic company interests. Keeping this in mind,
typical questions addressed to market research are: What is the patient potential
within a certain core indication? What is the number of actually treated patients?
What will is the current sales volume? What will be the future market
development? What are or what will be the growth drivers? Further analyses cover
the market environment: Which therapies are currently used? What unmet needs
are left open by current therapies? What is the R&D pipeline? Which doctors treat
this indication? And finally: What will it cost to bring a certain product to market
(preclinical and clinical development, royalties, down-payments, marketing and
sales force)? The latter points emphasize that a business opportunity should be
evaluated in terms of its expected net present value.

Gary Johnson from Inpharmation took the next step to provide methods that
answer many of the above questions. A case study dealing with an obesity
product showed how important it is to have good estimations not only for patient
numbers, but also for diagnose rate and treatment rate (both rather low in
obesity). Knowing the market size and its future growth potential, the next step
is to estimate expected market share for the product of interest. Here Gary warned
us to adopt the simple strategy of taking a single existing product as an analogue
model for our own forecast. Too often we ignore that a current“gold standard”has
evolved under different circumstances, or had the advantage of being the first
product to enter this market. Finally, price considerations play a central role in
evaluating a business opportunity. Unfortunately it is not easy to estimate a
realistic future price with fair accuracy, but utility functions may help to find a
range of price acceptance. These are the building blocks of the formula“product
sales = market volume x market share x price’; and to achieve a meaningful result,
every factor has to be estimated as precise as possible. In the second part of his
presentation, Gary provided further tools and models for product evaluation. To
his opinion models should be as simple as possible. In contrast to that, in a highly
complicated “multi-parameter”forecast model error variances will summate. Thus,
increasing complexity does not necessarily increase precision. Nevertheless,
parametric forecast models are to be preferred over simple historical analogues.
Finally, the time-order of market entry is a major critical variable of success,
therefore sales loss due to position in the order of market entry should be taken
into account.

Alice von Loesecke (Decision Resources) presented data sources and primary
research to identify unmet needs of physicians, patients, and stakeholders. She
listed Rx and sales audits, omnibus surveys and other periodical multi-client
studies as well as different libraries and commercial databases that give insight
into preclinical and clinical development of emerging drugs. Conference tracking,
web research (covering also patient communities and blogs) and sales force
feedback can provide further information. The large number of data sources
mentioned by Alice demonstrated how much information we can achieve with
secondary data alone. With three different case studies (covering the role of
atypical antipsychotics in major depression, the restless legs syndrome, and type
2 diabetes in China) Alice showed how secondary sources and ad hoc research
can be fused to get deep insight into existing and future markets. Alice closed
her presentation with the same three demands she had opened it:“Use a variety
of sources’,"Include all stakeholders","Focus on actionable data".

In the next session Maiko Midena and David James from J&D Associates
demonstrated how we can explore future markets with analytical (desk top) tools.
In their own approach all relevantinformation feeds into an intuitive, transparent,
and applicable forecast model that can be customized to certain market profiles,
to special situation constraints (like availability of market data), and to internal
customer objectives. In fact, evaluating a business opportunity always starts with
some sort of market profiling. Modelling concrete future scenarios can be done
more roughly (if there is high time pressure) or more carefully, for example when
it comes to due diligence of a certain product. Consequently, Maiko and David
classify different model approaches according to their degree of precision and -
highly correlated to that - to the degree of time pressure: Depending on the
special customer demands the analysis can be done by a simple scoring model
that rank-orders different opportunities, or by a tool that provides complete
forecast and NPV calculations for different scenarios. At the end of the
presentation Maiko illustrated in detail an EXCEL-based forecast spreadsheet by
the example of the assessment of a new drug compound.

Christine English (English International Limited) closed the first day of the
workshop showing how to evaluate an in-licensing opportunity under high time
pressure without doing it “quick and dirty”. Her approach uses KOL interviews
which can be done in very short project time but nevertheless give deep insight
into a certain topic. Typical situations for such a client request are the threat of a
contract that needs to be signed, answers to questions from an advisory board,
the need to react promptly to a recent publication, or a fast statement to an early
phase development or some newly emerging therapy area. Instead of
quantitative data, the KOL interview provides you with a range of sophisticated
arguments favouring (or questioning) your decision strategy. KOLs are known to
be highly educated and specialised; often they represent trend-setters within
their domain, and they are closely related to pharmaceutical companies and their
R&D. Therefore KOLs are ideal “trend-scouts” and competitor observers.
Unfortunately, KOLs have their diaries booked month ahead. Furthermore, their
incentives are high and their representativeness for the mass of prescribers is
sometimes questionable. Nevertheless, many examples from Christine’s long
market research experience transported the insight that some verbatims of a KOL
are often ten times more persuasive to top level management than a series of
100 tables and charts.

The first day ended with a wonderful welcome dinner in Brussels’ perhaps
most exciting restaurant.
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Dorothy Parker (Fast Forward Research) started the second day of the
workshop, focussing on qualitative primary research to investigate
customer needs. She opened her huge toolbox of qualitative research
methods and convinced the group that there is almost no business-
related question that could not be treated by them. The next stage in the
process of opportunity assessment (following desktop research) is often
qualitative research. It serves to understand market needs, key drivers
and barriers, and it lists relevant factors that can be quantified in the later
research process. There exists a huge amount of qualitative techniques
that go far beyond the classic interview, for example word association
(its tradition going back to Sigmund Freud) and sentence completion,
role play (adapted from Moreno’s psychodrama), laddering, the shopping
bag, or projective techniques like creative drawing exercises and
collages. Most of these methods can be done in face-to-face setting as
well as with groups.

Alexander Rummel (Psyma International Medical Marketing Research)
then changed roles from moderator to speaker. He turned the stone to
quantitative research methods and demonstrated how to apply conjoint
measurement and discrete choice models in the evaluation of early
lifecycle projects. Conjoint measurement has a long tradition in market
research and is especially suitable for determining the utility of different
features (attributes) of a product concept as well as the utility of the
concept as a whole when compared to other products. Market
simulations can transform these utilities into potential market shares of
different product variants. In the evaluation of an early lifecycle project
we often ask which product feature would be the strongest driver for a
doctor’s decision to prescribe the drug. Would it be the class of
substance, mode of action, degree of efficacy, tolerability, safety,
convenience of administration? Conjoint measurement give us their
relative utilities, as was demonstrated by a case study showing the
decisional weights of various attributes of a new Gl product. Alexander
did not forget to mention that often some qualitative studies should
precede a conjoint measurement in order to find out a practicable and
relevant set of product attributes. Secondly, we should keep in mind that
conjoint does not give us reasons for a certain preference choice, which
again have to be explored by other methods.

Bernd Tischer (TNS Healthcare) followed with a quantitative approach
to patient and physician segmentation. He forced the audience to recall
a basic rule of customer research: Before we can effectively target the
customer, we have to know him - Identify customer segments, quantify
them, and find out how customers communicate and react towards
specific stimuli. Following this rationale, segmentation is the foundation
of product positioning, communication strategy, and advertising.
Segmentation of doctors reveals their medical attitudes, prescribing
criteria, information seeking behavior, but also their needs and emotions
regarding certain trigger features to prescribe a product. From a
methodological point of view, segmenting patient target groups is nearly
an analogue to doctor segmentation, and it seems to be much more
important in OTC markets than in the Rx domain. Interestingly, Bernd
stated that the traditional “hard attributes” of segmentation, like gender,
region, age, work experience do not correlate much with the willingness
to prescribe a certain product. This can be predicted much better by
knowing some “soft attributes’, e.g. certain attitudes, therapy needs, and
brand commitment, the latter being strongly suggested from experience
in FMCG, Automotive and other consumer markets. Multivariate
statistical methods like cluster analysis can extract the segments out of
a huge amount of structured questionnaire items. In a case study Bernd
showed that patients can be segmented successfully according to their
attitude towards steroids (steroid phobia) with a questionnaire called
“Emotion Profiler “, and another case study demonstrated that a set of
relevant attributes within physician segmentation can predict the
acceptance of a new product.

Sandra McAuliffe from GFK, as the final presenter of the workshop,
focused on the fundamental importance of communicating our market
research to all stakeholders of the market research project from the very
start (planning phase) to the end (presentation of results). Her “research
to action” process consists of 7 steps that should help a project team to
ensure actionable market research instead of pure “data feeding”. Sandra
convinced the audience that doing good empirical research is one thing,
but it is communication that makes market research a powerful
foundation for action.

We all know that it is impossible to become a specialist in forecasting, desktop research, conjoint,
segmentation, KOL research and qualitative techniques within one and a half days. However, it was
possible and well accepted by the audience to present a wide range of methods that exist to evaluate
a business opportunity. And once more it became obvious how important it is to get in face-to-face
contact and share personal experiences.

So if you are struggling with some questions, do not hesitate to contact the speakers and convenors.
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Contact EphMRA

Please contact EphMRA as follows:

Bernadette Rogers,
Minden House

351 Mottram Road
Stalybridge, SK15 2SS
Cheshire,

UK

Tel: +44 161 304 8262
Fax: +44 161 304 8104
E-mail: generalsecretary@ephmra.org

EphMRA Mobile +44 (0)7904 836 008

Janet Henson,
CP16,

Mont sur Rolle,
1185,
Switzerland

Tel: +41 21 825 4954
Fax: +41 21 825 4955

Nicole Collingwood,
Yew Trees, Rogers Town,
Holtye Common,

Kent, TN8 7EH,

UK

Tel: +44 1342 851 206
Fax: +44 1342 851 210

Michel Bruguiere-Fontenille
7, rond point Minangoy,
Résidence l'oliveraie,

06250 MOUGINS le haut,
France

Tel: 433611335725

General Secretary
« General point of contact for enquiries including

» Membership

- Web site

* Yearbook

« EphMRA Board

« Invoices and bookkeeping
- Mailing lists/database

Also Foundation Committee support

Chair - Primary Research Methods
& Training Committee
prmt@ephmra.org

« Contact for overall Training enquiries, future Training plans and
developments, Committee activities

On line Training
online@ephmra.org

« Contact about on-line Training

Training Course Logistical Organiser (face to face courses)
training@ephmra.org

- Contact about current advertised face to face training courses

« All organisational aspects of face to face training courses

EphMRA Treasurer
michelbruguiere@hotmail.com




Finally — see you in France in 2009 - Registration opens in mid January 2009






