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So, it's conference time again....

Thanks to everyone for attending this year and helpin

g to make the

conference a great success. In particular we acknowledge the
support of the agencies who sponsor events at the conference - full
list to be found in the Conference Programme. The agency fair this
year has switched to Thursday morning (previously it was in the
afternoon) and we have a comprehensive list of exhibitors and
expect a very good attendance. For those of you not able to join us
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cancer patients treated in offices too

In Germany 2 growing number of cancer
patients are being treated directly in the
oncologist’s office, rather than in the hospiral.
For reasons of cost containment and patient
quality of life, this trend will likely increase,
especially for certain types of treatment.

I + (3 Suisse estimates that 290°000 cancer
cases are treated in office-based practices in
Germany cvery year. Colorecral and breast
cancer are treated in almost all of these
practices.

With the cooperation of the German Assoctation
to Promaote Ourt-patient Treatment of Cancer,

[+ G Suisse recently completed a survey of 48
private practices specializing in office-based
cancer therapy. This sample represents
approximarely 25% of the rotal universe of
office-based oncologists in Germany. ‘The
results allow, for the first time, an assessment of

i Madrid - there will be a conference report posted on our web site

Bollllﬂellme may we wish everyone a very pleasant summer and
enjoy your well deserved holidays.

the importance of this warget group.

Overall, cancer cases have increased by an
average of 5% per year since 1995. There are
1’030°000 cancer cases treated in German
hospitals, according to projections based on a
representative survey of 828 specialized
departments in 309 German hospitals which
was also recently completed by the company.

Where are patients treated in Germany?

Treatment Location of Bronchus / Lung

Cancer Patients in Germany
3.6%
n anly in hoapiial
[0 n hoapral and
oltwces

Wl only in olficas

Sourcer oG Suisse, Structural Analysis - Germany 1999

Deratls about che distriburion of diagnoses.
stages of disease and complete cherapeutic
information is available for Germany, as well as
France, laly and the UK.
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The Yearbook will ance
again be available for
distribution at the annual
conference in June. All
agency subscribers ger at
lesst oinve free copy and this
will be mailed in July if we
do not see you in Madrid.




EphMRA organised
Basic Marketing
Research Training
Course

“Introduction to International
Pharmaceutical Marketing
Research”

Course Aim :

At the end of the course all
delegates (from both
pharmaceutical companies and
market research agencies) should
have a basic grounding in the
course topics outlined and be able
to put into practice on their return
to their companies much of what
they have learnt.

Who should register for the
Course :

The target audience for this basic
course is those who have joined
an international pharmaceutical
market research department or
agency within the last 18 months.

Course Convenors :

The course is being convened by
representatives from the EphMRA
Primary Research Methods and
Training (PRM&T) Committee -
Ann van Ganse from UCB,
Belgium and Barbel Matiaske from
[+G Nurnberg.

The topics to be covered will be :

* The Role and Scope of
Pharmaceutical Marketing
Research

* Available sources of international
data - both quantitative/audit and
qualitative.

» Case Studies - how to analyse
data etc

* Types of primary Market
Research - case study to prepare
pre launch plan. Early
differentiating between role and
character of qualitative and
quantitative research methodology
in order to maximise application
and value

* Basic primary Market Research

methods and technigues - benefits
and drawbacks. Translation of
business objectives into research
objectives. Sampling and
fieldwork issues, analysis and
interpretation.

Course structure

The course will feature iectures
and a high proportion of small
group syndicate work. Thus
delegates will have the
opportunity to work on a case
study and formulate market
research plans through leam
work.

Details and Logistics

Course Dates : 15th - 17th
November 2000. Course staris
09.00 on 15th November and
finishes 15.30hrs on 17th
November.

City : Brussels

Venue : Crowne Plaza Hotel,
Brussels.

Full programme and registration
form featuring the course fee and
rates for hotel accommodation is
available on the web site at
hitp://www.ephmra.org/

Further details can be obtained
from :

Bernadette Rogers, General
Secretary, telephone +44 [0]20
8466 8630 and fax ; +44 [0]20
B466 0767. 54 Sundridge Avenue,
Bromley, Kent, BR1 2QD, UK.
E-mail :

101570.1357 @ compuserve.com/
Visit the EphMRA web site at
http://www.ephmra.org/

lLogistics and organisation :
Janet Henson,

Avenue Beauvoisin 7

B 1410 Waterloo

Belgium

Tel +32 [0} 2 351 5657
Fax +32 [0] 2 351 5848

Email : hensonschnee @ skynet.be

PHARMA & INTERNET

A recent survey carried out by
Medi Pragma in March 2000 (over
10.547 respondents) has found
that usage of the internetin flaly
has approximately a 10%
penetration. This sample has
been calculated as being
representative of the Italian
population. GPs represent 16% of
the actual users, they use the
internet mainly for medical
updating purposes (25%).
followed by getting information on
products (20%), the results of
scientific research (16%), out of
curiosity {13%), for gathering
maore details on pathologies or for
having an opinion exchange with
colleagues(7%). 92% of the
respondents declare that the
internet contributes to their
medical speciality with news and
information (29%), followed by
providing the opportunity to be
continuous updated (27%), to
download professional software,
to get information about
international Meetings and
Congresses, and for a networking
(forum} itself (4.5%). The
attractiveness of web sites 1s
determined through their ease of
surfing, the range of news and the
specific focus of the site, and also
by an on line medical suppon able
to guarantee opportunities for
opinion exchanges. The support
and information given about
products scored 31% of the
sample - giving a high value to the
information which they can then
apply to their daity practice.
Heasons why respondents go to
these sites include the
seriousness/competence of the
information provided and the
opportunity to deepen their
knowledge on different subjects
The top 10 pharmaceutical web
sites most frequently visited were
MS&D, Menarini, Glaxo, Novarlis,
Yamanouchi, Fournier, Astra,
Schering, Medical Associations
and Medical syndicates siles.
Finally, GPs declare that
approximately 3% of their patients
ask for further details about
praducts which they have seen
while net surfing

Ll — .




A Classification of Market
Research Presenters
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Wednesday 27 September

Venue: Sheraton Hortel
Frankfurt Airport.

Following on from last vear’s
successtul workshop arrended
by EphMRA members and
ageney foundadon members
another \\'Url\'sh()p will be
held this vear o discuss the
results and implications of the
project commussioned with
Total research (as described in

will be issued at a later dace.

“Inoduction to International
Pharmaceutical Marketing
Research” - basic eraining
COUTSE.

15 - 17 November 2000,

Brussels.

EphMRA Annual Conference
- Atchens -
27 - 29 June 2001




“The Cost of Co-Promotion”

Companies have recognized that (o maximize the return
on new product investment, help may be required when
markening a new produce. This can be achieved in a
number of ways, such as:

+ Licensing the product to another company tor sole
murketing with a rovaly being collected on the
Arrangement;

+ Co-marketing, where two companies launch rwo
sepurate
brands of the same active ingredient;

+ Contracting with a marketing and sales organizaton:

4 Formal joint ventures lor a wide range of marketing
pUCpases:

+ Co-promotion

[his arucle will tocus on the specific aspects relating 1o
co-promotion, and the dithicubties that can he oreated
when  embarking upon what Jwould be a0 sound
markceting arrangement, When a semor director inone
of the world's top Five companies says:

"Soar D imes ont of 10
the co-promotonal agreenicnis endd tn faidure,”

it seems abour time that the indusery examined more
caretully what can be done to reduce the difhiculues and
problems which can arse. Inan article wnitten 1 the
Financial Times (USA) on November 23, 1999, 0
number of specific arrangements were ated which had
caused problems:

* Losed/Prilosec: 1999 sales equals $5.6 billion

In 1998, Astra had o buy its way out ol a4 restncine
joint venture with Merck i arder o merge ultimareds
with Zencca.

+ Lpogen: 1999 sales of $4.2 billion,

AmGen and J&'s arrangement has been fraughe with
legal difficulties over who has the mighis o which
muarket.

* Prevacid: 1999 sales of $2.0 hillion
[akida's US joint venware with Abbore may have seoved
Takida's purpose, bur extraction may be ditticule

¢ Drocardia/Adalac. 1999 sales $1.98 hillion

Baver licensed Plizer US rights 1o nifedipime. which was
marketed as Procardia. Baver has since launched it as
Adalat in the same marker as competition against
Procardia.

When co-promotional agreements are drawn up, it
seerms that many have a clause that allows cither party o
walk away from the arrangement ateer five years. Thisis
not always the case, however. For Celebrex and Lipitor
the arrangement was for the lite of the product. ftas nos
too ditficult to appreciate the sensitivines which can
oceur, given the range of mergers and acquisitions
which are taking place. [n the same Finanaal Times
article reterred o carlier, the tollowing commuent was
made:

“The fight berween Winer Lambert and Pfezer over righ
to Lipieer has waken the odusery by surprase.”

U Warner Lambers s foard which meers today, carries ot
sts threar wo veclizzoe Lapasor, it condd foree compaiies 1o e
exarnritne the whaole allioe concepi

[his issue 1+ now  of course history, and  Plizer
apparently fele i was worth paving 890 billson ton
Warner Lambert and Lipitor too! Lipitor sales i 1994
were estimated at 3.2 hillion

Co-promontional arrangements e not see up merely o
conare that o product s “backed™ by ot grearer
promotional resource than one company alone van
provide. While this may be a common objective, other
factars \Lth an

+ ACCEsS O COPLAN Lareet CUSIOMIEns, ¢ g, specttic
\Pc(i‘.lli.\[h;

+ Geographical: giving nise o the abiliny of one
company to market more elbicientdy i acountrn in
which ic is only partaliv or not at all represented:

+ Credibility: 1mproving the company s credibiling
within agiven therapy area

Although the co-promotional aim s otten to leverage
wiles, sadly che full benetits of companics thar cmbark
At l|u‘
heart of the problem seems 1o be communication ot the

ack of it”

upon these artaneements are rarely achieved
bl E

Ferame iy ouni expervience i speaking o othe
vepresentatives. you are basically on your own! Jou meiphe
picer Hp with oihes ORI TOpTE fedifalrees, friet
sinageent preolvement 15 kept o a miinion!

[COMmPy represenitifite ;

‘Hevernise 1 the LASA theve wre 3 or refs .r("m'i'.ru_q one
rerrtory. cveryane s specialiced widd cveryene s on enid
eycte, When you bring o another company s reps with
therr call evedes aned you 1y to coardonare them, i caaes
for of disruprion - there is ne clear nanagement guideloie
Iris very confusing for the decter, as they tart guestioning
b 1 pry representitive for such a produce?” " [company

TEPTESCRIAlLie !

Faen with regard o produce positioning and how this s
communicated. 1 wide range of dithiculties can e

caused when thiere is no ddear cut lines ot

communication. or cven when these are pur i place,

thev are ignoered

“There iy woneed fora .rf','r(f‘[lm‘.’],' to arbinate on
promotional issiees. T Leniar miager)

"There are alunays probiews when we get aroind o
reveneing sales atds ov jowrnal adverising.” (producr

pa e

While the problems above have been highlighted in

relation 1o promoetional issues both ae the representative

ot
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level and  within companies. the harmony ot other

Profcssional groups which should ware elawly _.,:._L:!l__,
swich s medical and clinical. also cause addiional
problen when i lear utdan From  top
TEAD Tenit ne feed

In 4 recent conference paper developed by Tl
Habegear (Advants Research anu Consulung, USA)
and Allan Bowditeh (CEO Global Healtheare, Manin
Hamblo /. the point was muade tha very linele inthe wa
of markerting rescarch is carried out 10 examine how

made o work
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¢+ Cualrurmal agreement - understanding the
e

* Agrecing the mission - prodict abjecrives;

 Idonuty the dedision making process;

+ Nale, murketing and medical weam
strucnre:
Promononal strategy - implementanion:
Management coordination:
Communicaniorn:

Sales toree/representative coordinadon:

Ihe boundaries - what are theys

+
.
+
* Esuablishing an advisory hoard N ATITE
+
+
¢ Ajuinn compensation strategy ;

-

Conthar reselution - agree the process

Within cach ol the above dements, there is a nced o

| 1
denut cat strvcre and moethodologn procediuro
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[ I 1 amiter ol i i which markening
ST e witien has 't previously been urilized s an
disderand A I el il sprarnotiomnal
A rcerent Ary By Gl broam suct TANECImenes
Ferst. market rescarch and marker ingel gence should by
more widely s WIRET assediine the muos 1P
partner lor ol P YRV O | 3 erecmen Frein
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others. g HIor osecutve: withon Mook mentoned

that there had been far more instances where the
campany fod nor constdered such arfanpgements beciuy
the Gl hie was happropriate than there was 3 real

possibility ot the arrangement workire,

It i ar this early sta i assessment where the dis
it murket mrellieence amd muarket research should huve
a maor role w plas. e i important o undertake a
pracess of “due diligence” which invoelves an exhaustive

assessment of the porential (rRITeNer. e L

o
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How is the parmer company perceived by
their CUSTOMIETS

MWt is the behavioral stvle of promation?
Whar are the strengths and weaknesses?
What are the competitive produces?

What is the company's poinr line likes
How s it stracrured?

Whart is the management stvle?

L R K JNE N

Haow successtul have thev been wieh ather
product lumehes, cre ?

Marketing research can also be used 10 establish

definitive st of arrangements  thar should  be

mcorporated into best practice as a result of inrernal

murker  rescarch conducred within the mwi P

ompanies. Such ovestgacions will vot only e lp to
break down areas of
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A third area for the use of marketing research in such

Tanpeinenes o 0 momimor and 1ok e psirive andg

neeative veues which may b developing dnce the new
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whiteved  bath qualitarively and guanntanvely wsing
ibjeCtive m asirements.  Many of the respondenis who
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£
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['he two-phased project will involve,
inidally, meta analysis of around 5.000
[ESPONSEs 10 numeric and semanaic
scaling exercises obtained from
healtheare professionals across the UK.
France. Germany and lualy. A tollow-up
phase ot primary researc howill be
undertaken among Earopean consumers
and peneral practivoners to vahidate and
consolidate the Tindings of the meta
analysis, Three, oc all tfour. of the
markets examined in the meta analysis
will be included in the second phase
depending on the findings ot the inttial

I.I'I\'(.'S{Igll[ll!l'l

The objectives of the rescarch will be 1o
expose and quantity cross-country and
inter-segmental differences in the ways
in which informants use both numeric
and semantic rating scales - with the
ultimate aim of claborating algorithms
capable of compensating for bias in
global marketing rescarch where
respondent assessmients tike place across
difterent geographical market places.
Taken as a whole, itis hoped that dhis
original project will answer some
(questions which have ranmalised

fecearchers or many vedars, llh]ltdill;;

How real is our qualitaive sense
regarding the cultural differences in how
physicians respond o a quantitative
battery at questions when assessing

IMpPressions and |1rcsuri|1ing intent afrer

miade available o all members ot e
EphMRA Foundadon. [ the words of
Brian Benedern, TOTAL S Directar co-
managing the project, "Foundation
members will then be able to make use

canoeept cxp()\urg.‘

i significant differences do of the algornthms developed by 1O A\l

] .
: o search, or creare their onwn, far use
exist, can they be quantified and Resears S Wy ¥

. . future projects where elimination ot bias
adjusted to provide more accurate LIS ettt ere el sl !

: : . . 5 s entcal 1o resea outcomes. Eithe
interpretacion of intended behaviour? critical 1o research outcome P AL

vay, this exciung, < il answe
Do the culwral nuances that way. this exciting project will answer

deseribe these response behaviours ditter some very fundamental questions which

greadly berween physicians ] have dogged researchers for vears and

= : yrovide our indus witl awtools [or
consumers, m general? That s, can provide our industny PR l

algorithms developed to adjust tor addressing chem,
cutturadd difTerences observed in

. i m jem H m K i . .
consumer rescarch be applied to Already, the meta analvsis has vielded

= o o an . some ey resals, as the figure
physician studies in ethical £ | Sl T the tigure

pharmacenticals? Alernatively, is there above shows. These datamay confirm

j ] . aespicions that continenral Europeans,
SOMME SYSLEITLLITC WAy N w hich UERIC) that contine 9l

'.ﬂgurithmﬁ Llc\'clnlwd AMONE CONSUITICTS and the Falians i P'”[KUL]T‘ sy tend

can he adjusted or modibied tor use w appear as “carly adoprers hile ther

o . Anclo-Saxo ) SpNLr T
among physicians? Angle-Savon counterparts scem rather

less sangume. However, the figures need
The resulrs of the first Ph.th‘ of this t be U"”P‘“C"l bath 1 real upl.ll\c

praject will be presented at the EphMIRA  CUIYSS tor new prowducts and w the

AC i i el i e el yen results of the complere meta analysis o

4 - 0 . \ . . . N i -‘ i
atong with an outline of the tollow-up determine whether this is simply an

cxample of wer-calural scaling bias

research. The final resulws at the

cotnpleted survey will be published and

5-point semantic scale comparison:

Totals across 3 different surveys n. = per market
initsals (F, G, |, UK | indicate statistically difflerences
to the 99% confidence level
(0 Which of the following best duscnlzes you?
I tend to try out B promising new drug a) bafore il 5 approved lor general use
b as soon as itis sppreved lor general use, o) after a fiew colleaguis have tred i successfully
d) once 1t is in tairty common use or €] ooly altas it Becomes a standard drug

France Germany laly UK
l3etore 1 is apprised tor . . ’
generit] use 27 5% 28.0% 14.9% 15.5%
As soon as it is approved I ;
for general use 36.3% 43 4% 56.0% 27 4%
Aier a few colleagues : T
have ried 1t successtubly 22.2% 12.6% 11.3% 29.2%
Once 1t s tairly o .

COMIMen use 8.8% 9.8% 8.3% 20.8%
Only aller it becomes o
standard drug 5.3% 6.3% 9.5% 7 1%

GP 200 Internet
Panel UK Acquisition

Taylor Nelson Sofres Healthcare
are delighted to announce the
acquisition from Le Ber
Assaciates of their GP 200
Internet Panel.

successful Omnimed, Comtest
and Comtrack businesses. This
acquisition is an important one for
TNS Healthcare as it is in line with
the company strategy of being a
leading provider of Internet
research not only in the UK but
Internationally

The GP 200 Internet panel has
been running in the UK for well
over 12 months and 1s a proven
product with committed client
support

The GP 200 Internet panel will be
complementary to the already




NEWS -

AIDS IN

ITALY

Deaths caused by AIDS are
decreasing in Italy although new
cases are increasing. This 1s what
was detected by SGR Internaticnal
through a piece of research carned
out twice a year in centres authorised
for prescription of drugs for treatment
of AIDS Results achieved with this
survey are in line with what 1s
detected by the COA Service of the
ISS {Istituto Supenore della Sanita =
National Health Institute)

The survey was conducted on a
representative sample of 100 of the
centres dealing with clear AIDS
treatment as well as with HIV-
sergpositiveness (both asymptomatic
and symplecmaktc), Physicians
invotved In each cenire reported
about 10 patients seen in the last
week making the total patients add up
1o 1.000

Through this piece of research is data
which prove 1o be useful for a
marketing operator who has an
interest in the specific sector. In
particular, data of interest are the
following

Drugs employed in new palients
and related reasons for use;

Knowledge and

Level of satisfaction and
compliance with various
antiretroviral drugs;

It is clear from the respondents how
reasons for reduction of monality are
10 be found mainly n the greater
availabihty of drugs - either
antiretrovirals or protease inhibitors -
which has made protocols more fitting
with therapeutic and tolerability
requirements of Individual patient
Protocols employed by respondents
include 3 drugs in the majority of
cases. 4 drugs In fewer cases and 2
drugs in rare cases.

The variety of the drugs available
allows you to face up to many
negative experences that are
encountered throcughout treatment
By this respendents refer primarily 1o
replacement of one or more drugs
within a protocol due to manifestation
of resistances of the virus or to
evident efficacy

Onset of side-effects or toxicity-
related phenomencns that can make
paltient's quality cf life even poorer is
also curbed by using products which
are well-known to be missing such
events

It is worth considering how it is side-
effects which actually put patients'
resistance to the test for a really
precarious life condition. Most
frequent reasons for discontinuing
and replacing a drug treatment are
actually those patient complains
aboul;

Gl disorders;
Allergies:
Headache,
Vertigo,

Insomnia

They make the patient's condition
unbearable

As far as the physician Is concerned -
in additon to what the patient
complains about - resistance and lack
of efficacy are said to be amongst the
objective parameters which lead to
replacement of a therapy

From the survey it 1s clear how
hierarchy of the drugs employed in
the various treatment patterns reflect
what 1s to be noticed by analysing
market data related to individual
products

Dr Silvestro Rossi - SGR Internaticnal

experience with new
antiretroviral drugs;

Most used products;

Comparison between
drugs currently available
in terms of advantages
and disadvantages;

Percentage of success
meant as a stabilisation
of disease achieved with
various protocols
foreseeing inciusion of
the different products;

Facts and Figures

Advertising rates and details are as follows.

about the Newslerter publication in 2000
Copy/Advertising Deadline : 11ch August Newsletter Issued : September

Copy/Advertising Deadline : 10th November Newsletrer Issued : December

Four colour and B&W ads can be carried. Prices are quoted in Swiss francs.

| Quarterpage | Hall Fage Full Page |
B&W 300 CHF 500 CHF 800 CHF
|Four colour N/A 750 CHF 1200 CHF

{details of which will be on the invoice).

Prices do nor carry VAT (EphMRA is a Swiss based Association) and invoices will be

issued in Swiss franes - yvou transker the relevant amount into our bank account




Adelphi International
Research

TRAINING AND STAFF DEVELOPMENT
To Learn is to Live'

In the drive to continually improve quelity ond dient
service, Adelphi has channelled o great deal of time
and energy into stoff raining dunng the post year

The Quality Monogement Team has developed o
customisad ocoreditation programme which hos been
designed to bring oll new stolf up to speed an Tools of
the trode’ compatencias oy well o3 fuher developing
the Imawledge of more experienced stoff. The
programme iokis @ honds-on approach, which
ncorpormtes watkshop sessions o5 well os ossessment
of ense study esmecise ond ultimarely project-bosed
work. The r{rire leveks ol gcoreditohon work n
hasmony with the career path of research ond support
staff cover a brood range of skills indudin]g
questionnaire design, report writing end IT.

In addition to this inifiative, oll reseqsch staff cre
warking lowords gaining tha Marketing Ressarch
Socisty centificote, recognised os the ‘gold standard’
within the industry. These qualifications provide yet
onother dimension to our bose of knowledge and
experience, and further encourage individuals to
extend their sill set and vision.

This gives chients the beneht of o highly motivoted
toom sitting very comfortobly o the tutting edge of
miarkating research skills and technology. The recl
outpu, u?fuur-ﬁ, is highet stundards ond even better
quality, and that mugt swrely be great naws for us oll

If you have ony suggestion regarding training and
development inifiatives, contact Troining Director Vas
Georgiou.

APRIL 2000 SEES THE
LAUNCH OF ADELPHI
RESEARCH UK

Adelphi has now sengthened their position in the UK
following the successful lounch of a dedicoted UK unit
of this year's BPMRG Conference

Focusing on their strengths in strategic market
reseorch, senior expertise and breadth of
understonding, Adelphi Research UK offers
appropriotely toilored solutions to UK clients ond
brings along the benefits of International Research,
Marketing Communications and Health Outcomes
capabilities from the Adelphi Group.

*enhancing

strotegic
performance”

* The Very Best Peaple
* Breadth of Strategic Thinking

Agency News

= Dagth of Therapy Knowledge
* [nnovotwe Techniques

The wnit is headed by Rachel Medcalf, who 10ined
Adelphi in 1997 following her prewious tole as Heed
of Business Infarmation and Development at Rache UK
and supported by Mike Benlord who has continued to
play on adtive tole in the UK

This will provide both appertunities for staff
development as part of our continued investment in
people and support 1 more depth for UX operating
COmpanies

New Taylor Nelson Sofres
personnel

Taylor Nelsan Sofres Heclthcore
ennounces two new Directors

Debbie Higham hos recently yoined TNS Healtheare os
o divisional directar in the International Ad-Hor team
Dehbie, who has previously worked for NOP ond
JORI, has eight years' experience n heoltheere
research I her new role she will be responsible for
projedt direction on internotiongl studies

Mark Phillips hos joined TNS Healthcare gs bogrd
director His main 1espansibility 1s 10 develop the
division's Web/ Internet capabilities, and 1o look al
iaternal and external communications s weli 0
global information sharing. Matk was previously o
director at ATP Ud, on IT consultency ta the market
research industry in chorge of web/ Internet ond
Computer Aided (CAl) services Prior ta that he wos
Vice President of Quontime Corg, the market research
software company naw SPSS-#R

New Colifornian Office
for Isis Research

ksis Research has taken on the leases of the Menlo
Biomedical praperties in Santa Cruz, Coliforni Harst
Wolf who has been with Menla Biomedical for the last
10 yeors is now working for lsis os Manager, e-
Resenrch Based in Santa Ciuz he will be warking
with Rebecco Azz; who has moved from Inferational
Conference Reseorch to hecome Manager, e-Research
bosed in Landen  In their new posts in {olifornia and
London they will be responsible for maximising sis'
use of the infernet

The Foundation now has 20 ngency members - all
committed to making the Foundation o success ond
supporting the work of EphMRA.

Ml agencies are encouraged 1o join and benefit from
being able to participate in exclusive warkshops ond
fraining courses os well as advertising in the
Newslettes

Members ore

Adelphi Group

Pentor - Institute for Opinion and Market Reseoich
(Poiand)

Comglete Market Reseorch

Dotamaritor

Perleberg Pharma Partner

|+ G Suisse

psymo international medical marketing research

| - G Germany

lsis Research

Quality Medical Feld

Mortin Hamblin

5GR Internationgl

Morketing Resources infernational

Skim Analytical

Medi Mark

Strategic Morketing Europe

Redi Progma

Taylor Nelsan Sofres Healthcare

Medicare Audits

Total Research

Any other agencies inferested in joining should
{ontact Us

News About Your Company?
It would be: great o fature updakes hese - just send them to
the Newslottor {sas Contoct Ls) for the nex edifion.
Mugshots and pholes welcome.

Letters
The Newsletter 15 happy ta recewve letters and

comments fiom recders - these will be published if
appropnate

The EphMRA Foundation Newslefter is available 10 all EphMRA contacts. Articles are accepled from EphMRA Faundation members {unless by
invitation) - these articles do not necessarily reflect the views of EphMHAA
News about agency personnel can be included free of charge for Foundation members



