Welcome . . ..

Hope evervone has had a very pleasamt
Christmas and New Year - this
12 months age the Millennium
celebrations were in full swing and vet
the time seems o huve passed by so

quickly ..

Chis is 1 bumper issue with regards 10
generaing adverusing  revenue o
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thanks o all companies who  have
booked adverusing space tor  cthis
have such

edition it great o

patronage. From feedback 1 appears
the Newsletter has made an impact
and s speatically targeted ac the
healtheare wrena but needs support w
keep it going. Thank vou very much

sor tar.

Hope vou will soon all receive our

Conterence Programme and

support the Newsleter. Many muny registration detatls in the maill and

Letter from the editor

Dear Colleague

We are aiming 1c make the Foundation News one ol the mos! relevant and interesting
Newsiettars that you receive

in this ediion we have three articles on Internet issues Humphrey Taylor's analyss
discusses how the Internet will be used by pharmaceutical manufaciurers health
insurance and managed care groups o buld relationships wilth patienis, and the impact
At thus could have on the doctor-patient relationship On the qualiative front
Chnstiane Perleberg compares the results of conventional focus groups with those Irem

« chal groups  The second of three Internet anticles from Martin Hamblin provides
some very useful websites for healthcare researchers Parallel imponahon s a key 1ssue
for the industry: we have included an ariicle which identifies those factors which have
slowed the growth of parallel importation in France Roger Brice's second pricing anticle
discusses research 1o understand the role of price and research o help sel a product
price Last but not least Wood Mackenzie has provided a summary review of factors
influencing pharmaceutical market growth over the last twenty years

We plan to introduce some new features 1n future editions. inclucing

® People Moves

When you have new staff join your company why not send us a tew details of the new
person and their posihon so that we can include 1t in this section

® Bookworm

If you come across bocks or articles on Pharma research which you feel are very
interesting or useful. please send us a reference and a short commentary on why you
liked it

@ Working Abroad

Many of us have expenence of working in difterent countries |l any of you would like 1o
nclude a short article on the pleasures and pitfalls of werking in another country please
et us know

| hope you enjoy reading this edition of Foundation News
future editions please lel us know

Il you have any suggestions

Group Director TNS Heallhcare Surveys
Tel +44 (C) 1372 803 039

Fax +44 (0) 1372 725749

Emait 1an mackenzie@insolres com

NEWS

don't forget to book carly 1o henetic
from the Farlv Bird tees. This yea
Agena Foundation members pav a

lower tee than non-members da.

O next Newsletter will appear o
Marchicarly April and so look forward

o seeing vou then!

Bermadette Rﬂgc’r_\‘

Fowneation Adwnistrator

In this issue

Pricing Research -
Further Reflections
*

Review of the
Pharmaceutical
Industry
L
Searching on the
Internet for New
Products

Contact us




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 rescarch agencies) should
have a basie grounding in the
course topics outlined and be able
to put mto praceice on their rerurn
to thetr companies much of what

thev have learnt.

Who should register for the
Course :

The warget audience for this basic
course is those who have joined an
international pharmaceuatical

market research department or

agency withio the last 18 montk

s [ he Role and Scope of
Pharmaceuucal Marketing

Research,

* Iypes of primary Market
Research - case study o prepare
pre launch plan. Early
ditterentiating between role and
character of qualitative and
quantitrtive rescarch
methodology in order o

maximise application and value.

Details and Logistics:

Course Dates
28 - 30 March 2001,

Course starts 08.30 on 28th
March and fimishes 15.30hrs on
30ch March.

Venue @ Sheraton Hotel, Brussels,

Bclgium.

* Basic primary Market Research
methods and wehniques -
benetits and draswbacks.
Translation of business
objectives into research
objectives. Sampling and
tieldwork issues, analvsis and
MIETPreanton,

* Case Studhes - how to analyse
dara.

* Available sources of internarional
data - both quandative/andic
and qualitative.

Bsw | 30CHF
Four colour ! NA

Hope members of the Foundarion
received their pack of 10
complimentary Lexicons. It is a
very useful booklet - over 50 pages
long - and is available to non
members at 10 Swiss francs each -
6 Swiss francs each to Foundation
members.

Facts and Figures

about the Newsletter publication

Copy/Advertising Deadline :
28th February 2001
Newsletter Issued : April 2001

Advertising rates and details are as
follows.

Four colour and B&W ads can be
carried.

Prices are quorted in Swiss trancs.

: Quarter page I Hef Page | Fil Page
500CHF | 800 CHF

| |
T ' B i

i_ TOCHE | 1200 CHF

Prices do not carry VAT
(EphMRA is a Swiss based
Association) and invoices will be
tssued in Swiss francs - you
transter the relevant amount into
our bank account {details of
which will be on the invoice).

— — .



EphMRA Sowwecdation

Report from the Foundation
workshop tn Frankture at the
Sheraton Horel in Frankfurr on
27th Seprember when 33 company
and agency persons met to hear the
study resules from the Total
Rescarch Foundation project
“Assessing the Cultural Impact on
How questions are Answered: An
Application of Bias Correction”.

The workshop was convened by
David Owen trom Tavlor Nelson
Sofres who introduced the audience
to Karen Hyver from Total
Rescarch who gave a very detailed
account of the study findings and
overall implications. The findings
could have wide ranging,

Agency Foundation Members - 2000 - 2001

There has been avery good tesponse this vear to agena
membership and pracically all agencies have enewed their
membership and we have now more members than betore

Ihe currene list of memshers s as tollows:
Agencies renewing their membership :

Adelphi
Datamonitor
[+C1 Germany
[+ Sutsse

[<iv Rescarch
Martin Hamblin
Medi Mark
Medi Pragma
:\[L'dil..il’l.'

lentor - Insticute for Opimon and Market Research (Poland?}

l’crlchurg Pharma Partner

oy international medical marketing research

Quality Medieal Field

SGR International

Skim Analveical

Straregic Marketing Furope
Tavlor Netson Sotres Healdheare

New Members :

ARPO - Spain

Cox Markering

Medical Markerting Research [nternanional
PASS T¢I

The Planning Shop

Radmaos Lid

Waood Mackenzic

implications tor study design in
terms of the use ot scales and the
application ot bias correction
tactors. There was chen time tor
questions and a lively debate on
whart rescarchers can do with the
findings betore presentations from
guoest speakers.

Philip Howe trom Martin Hamblin
gave insights into the markering
naplications which could be
deduced from the study and what
companies might do with the
intormation. Phil drew on his
extensive company background to
give the audience insights meo his
recommendations. This was
followed by a detailed presentation
from Kevin Mahoney trom
Diagnostic Decistons who focused
on the use ot bras correction factors

and other approaches which could
be used to manage the data. Finally
the workshop received a paper from
Angelina Dolan of the Adelphi
Group who gave a usctul ‘hands on’
overview about what the results
mean in pracucal terms tor dara
meerpretation and sample design.

The workshop was complimented
by all those attending and the venue
and hotel were positively received.

All presencations have subsequently
been put on a CD ROM and
distributed o all EphMRA
members and Foundation ageney
members. I you would like any
more complimentary CDs [there
are still a few spares [eft] tor
colleagues then please feel free o
contact the General Secretary.

Service %ﬂlﬂﬂ Database Career Opportunites
Conferences, Events and Training Courses
Medical Image Library Opinion Leader Database

" Disease/Therapeutic Area Raviews
Service Industry Reviews

Industry News
Useful Links

PHARMA-ID.COM saves you TIME and EFFORTI!
a pharmaceutical world of difference

pharma-id.com

Web: www phamma-id.com Email: mail&@ pharma-id.com
Tel: +44 1932 790036 Fax: +44 1832 TO0037




Pricing Research

I the last issue of the Newstereer |
reflected on the development of
pricing research wichim our industry

Betore going on o con

merits and applicabilit
various research technd
appropriate (0 consid
mean bv the term “pricing

rescarch . [n my own dealings wich
clients over recent vears two broad
types of research emerge. These are
research to establish the role of price
in the preseribing deasion and
rescarch to assist in seteing (o1
reviewing) the priceof a product.
This distinetion has realimpact on
the applicabiliey of research

techniques.

Related to this consideration,

pricing rescarch tuhniq:wﬂ.
convenmently divided

groups: those chat are based on a
trade off approach and those thar
relv on the concepr ot willingness o
pav. Irade off techniques (e.g.
conjoint analysis, discrere choiee
modelling) assume that the uptake
ot a new produce can be estimated

from the uulity scores associzted

with a set of product atrribures. The
attributes can. of course. include
price. By varving the value of the
price attribure and keeping other
attribures fixed a pricL‘f\t)IUmL‘
relationship s produced. This
approach is fine for establishing the
relatve imporcance of the price
vartable in che
purchasig/prescnbing decision and
for determining the extent to which
price is traded oft widh respect o
other atrribures. Tam tar from
convinced of their general
applicabilicy i the setting of the
opumum price for new products.

| he one CXCCpLion ro this i rerms
ot rescarch eehnique ts brand price
trade oft (BPTOY. certaim torms of
which have proved very usetul, tor
example, in considering a price

change tor an exasting product

[he price that is acceprable. or the
volume thae will be
purchased/prescribed ac a given
price, is a tunction of the value
placed on the product otter, This
determination of price should be

carried out as near o product

laanch as possibic. At this pome the

product probile will be known and
respondents in the pricing research
will react according o ther value
assessient ol the new pmduu otler
relative to those products currendy
available. Trade oft techniques do
not start from this pramise and. it
aseed, will require the introducnon

ol vartioons in aceribures where, so

far as the new product s concerned.

none exists. Perhaps more
mmportantdy. they do not generally
address the netion of value
assessment. The one exception o
this. where a trade off technique s
required s when the final ourcome
ot the regulatory process on a very

important attribute s not Lnown,

By "value™ in this price setting
context we mean the difference
berween product pertormance and
its price. In terms of value tor

money this means

Product Value = Performance /
Price
and Volume Use = f(value)

Graphicallv, chis gives reladionships berween value and market share of the tvpe shown in the following two charts:

1. If Price is a Variable &

Performance (s Fixed

Miarksl Share

Product Price

Markel Share

2, if Performance is also a Variable

Product Price

——
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Chart #1 shows the general case
where product performance is
tixed and variations in the
perceived value of the offer as
price increases eesules in declining
market share. Chaie 22 Jhows the
cttect ot also L‘un.\idcring product

performance as a variable.

Market Share

Product Price

The kev pre-requisite before
designing any price setting
research is to understand the
components of produce
pertormance; identifving thase
thar will influence value
assessment.

In trade otf based techniques
we very often limie ourselves
to performance characteristics
that retlect produce labelling.
This resules in aceribures
within the domains of efficacy
and satecy together with other
product feartures such as
formulation and daily dose
frequency.

Changing product pertformance
results noconly in a higher price
being acceprable ata given market
shure but also allows the
consideration of increasing share
ata given price, This latter point
is partcularly important when

cicher produce cost is high or

Market Share

However other endpoines can be
as or more important. These
include impact on healtheare
resources {e.g. time in hospital,
physician visits, tests) and
impact on the patient or carer
(¢.g. ume away trom work,
quality ot lite). To this musrt also
be added the product
postrioning and the effectiveness
of its communication. With this
informartion respondents can
assess product value and research
techniques used chat relate
willingness to pay to volume use
(Gabor Granger, Van
Westendorp, monadic test,
CONsSant sum),

external factors impose a
maximum price. The consequent
importance ot understanding the
dnvers ot pertormance and
working on the product profile
Lo MaxiMise its perceprion is
illustrared in the tollowing,

two charts.

Frodbot Prica

My conclusions at this point
are that we muse distinguish
between price role
understanding and price
settng rescarch, and char ic s
crucial o have esrablished
value drivers and product
positioning before price
serting research is undertaken.
In the next Newslerrer T will
offer some personal reflections
on parvcular rescarch
techniques.

/\’agc’r Brice - A(fc’/pflf




EphMRA Primary Research Methods & Training Committee |

This EphMRA Commitree is very active within EphMRA and its members are currently involved in the

tollowing:

® Basic Training Course - [ntroduction to International Pharmaceurical Marketing Research
® [FphMRA Spring Training Workshop

@ [nterncer workshops held during the annual conference 1

There are also other activities in which the Commirtree is involved - concerning Focus on new methods and

articles on marker research.

o

The Committee currently consists of pharmaceutical company EphMRA representatives and agency
representatives (currently Baerbel Matiaske of [+G Germany: Bob Douglas of TNS and Cathy Clerinx of
Adelphi). It is 2 benefit of being a member of the EphMRA Foundation that vou can apply to join the
Committee when vacancies arise and this also applies to the Foundation Board. So, joining the Foundadion

means you can get more involved.

1
Review of the Pharmaceutical Industry 1980-2000 '
1. Introduction |
Wood Mackensie began covering the pharmacentical sector in the carly T980s. and over the ensumg 20 vears the
indusery has changed dramaticallys This article examines tre kev trends thae have been witnessed within the
pharmacentaal industry during that extended period.
Figure 1 Value of the Value of the Global Pharmaceutical Market
Pharmaccutcal Marke Sbn
1951-2000
350
300
250
200 [
150 f
100 l
50
0
1981 1986 1990 1995 2000 1

I'he value of the pharmaceutical market has grown from an estimaced ST0bn i T981 to a torecast $323bn o
2000, representing a4 compound annual growth rate of 9370 The signiticant growth of the pharmuac cutical

market refleers several kev dvnamic factors:

® [he agcing population and greater life expectancy in developed countrics, thus fuelling the demand tor |

Inovative (prentem priced ) healthcare reaiments. |

® {lic success of emerging cconomies in achicving more industrialised litesevles, thereby increasing the demand

tor modern pharmaceutical trearments .




® The fuelling of consumer demand through more innovative markering rechniques, including direct-ro-
consumer advertising, greater media publicity and, mosr recently, the advent of consumer healtheare
information via the Internet,

® The discovery and development of drugs to treat previously unmet medical conditions. These include
products designed ro creat the underlying discase condition racher than the more taditional method ot
treating the symproms (e.g. Immunex’ TNE receptor Enbrel) or more specific trearments which have the dual
advantage of potentially limtaing side effects whilse improving efticacy through cheir selectiviey for the discase
stare (e.g. Geneneech's Hereepring.

® Such medicattons can command exceptional prices, which have further helped to tuel market growth. The
expanding cost of pharmaceuricals wichin the healtheare industry has come under Increasing scrutiny from
healtheare pavers,
While government led healtheare pavers (tor « wimple in Europe and Japan) have focused heavily on curbing
the rising cost of pharmaceutical trearments by pla g tight limits on prescribing budgets, almost the opposite
is true in Noreh America, The advent of managed care in the US has placed a greater emphasis on the overall
cost of healtheare treatment. The science of phurmicocconomics (detailed in Pharmaborum No. 44) has
Hourished as companics attempr o illuserate the Broader cost advantages of premium priced pharmaceaticals
over alonger ume period.

(exrracted from Wood Mackenzie's Pharmatorum No, 45, Seprember 2000)
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ONLINE RELATIONSHIP MARKETING:
THE COMING BATTLE FOR THE HEARTS AND MINDS OF PATIENTS

Odur latest data show that aver 100 million
adult Americans have gone online to lovk
fur health or medical information, We <all
them “evberchondnacs.” In the United
States, physicians. pharmaceusical and
health insurance will soon be fighting an
online battle for the hearts and minds of

health care consumers,

The explosive growth of the [nterner will
transform the doctor-panent relationship,
Befure long mose doctors and their panents
will be using the [nremnet to fix
appointments, w rekill preseriptions. o read
about the larest medical rescarch. w ask for,
and provide, information and advice and
(such is the Interner) many things we have
not ver thought of. But physicians are not
the only people who will use the Interner o
build relations with health care consumers.
The big barralions wiane 1o build their own

on-line relationships with patients

The Lntertret is, by a wide margin. the
fastest growing technology in history. ltisa
revolution that has only just begun and
nobody knows where i will take us
Inicially. like all new wechnologies 1t is being
used to do old things betrer, faseer or
cheaper - and it will do a lot of that
Increasingly. however, like all major new
technologies, it is starting w be used and
will increasingly be used. 1o do completely
new things that nobody could do at atl, or
at an aftordable cost, previously.

How all this will transtorm the healchcare
marketplace in the long run. we cannot eell,
But the effects will be huge - whatever

they are.

by Humphrey Taylor
Chairman, The Hareris Poll
Harris [nteracuve

Right now the Ph.lrlll.lu.‘LI[iC.ll compares
are investing huge amounts of maney
what they call “retationship marketing,”
"dircet 1o patient marketing” ot “database
muarketing.” This is different from direct wo
consumer {DTC) advertising using

wradicional TV and print media. Tomeans

bunlding databases of the e-muail addresses of

paticnts with parsicular meelical conditions
with whom thev can have a onc-on-one
relutionship using the Interner. For
example. drig companmies are butlding ¢-
nuil databases of people with hypertension.
diabetes, archricis and allergies. [f they are
successtul this wilt change the docor-
paticnr celacionship in so far as patienes
will, in etfect. be gerting medical advice
(including "compliznce management )

trom sumeone other than their docrors,

In che United States the healch insurance
and managed care industey is startng,
build e-mail darabases of their own plan
members so that they can also have doser
relacionships wich then. They want to
band with their members and (the general
unpopularity of managed care
nutwithstanding) they probably will 10
some extent. Most people are sull
reasonably satistied with their own health
plans even it they think managed care, in
general, stunks.

One reason why “direct-to-parient” on-line
marketing will grow very quickly is thae
the Interner makes it possible to send highly
personalized messages, tailored o the
specific needs and interests of millions of
individual patients, at a ridiculously

small cost.

® (Communications must be secure o protect patient privacy.

@ Physicians must know how to prorect themselves from unreasonable malpractice claims.

@ Physicians need to be compensated appropriately for providing care on-line.

And patienes can reply from their homes ac
a0 cost to themselves, This s as hig a
communicacions revolution as Guetenberg's
pl‘lllrlllg prress.

[he managed care and insurance compuantes
want o huild relanonships wich their
members for “demand management”
{getting people to seck and receive medical
care when, and anly when, appropriate).
case management and ” member retention,”
[he drug companics want to build
relationships with patients so that they will
ask about their drugs, use their drugs
appropriacely and retill dheir prescriptions
when necessary, Nane of this s inherenty
had for physicians or patients - and much
of 1t is good. However, the risk o
physicians is thac their patients may come
o relv more on advice from others and
become less dependent on advice from their
doctors, weakening the doctor-patient

relationship.

Physicians start with a huge advantage: they
have carned the truse and respect of their
patients w 1n exient that pharmaceuncal
companies {let alene insurance companics)
have not and could not. Bur the health care
industey bas enormous financial resources
and will invest very heavily in building one-
on-one Interner-based relationships with
the public. If physicians do nothing much,
they will Jose this batele by detault. Until
now only one in twenty American patients
have etther contacted, or received
communications from. their physicians on-
fine. Four major ssues need to he

addressed before this is commonplace:

@® Physicians must be able to connect their pavents t a good online “library” of relevant medical informanon.

All of these issues are now being addressed and will. | believe. be resolved soon.

Our latest datz show almost 50% of Americans are online from home, and over 6
university or library. In a few years almost eve

most effectively now. The battle 1o determine who controls the patients — or at

0% of adults are online from home, work, school,
ryone will be using the Internet as well, and as much, as the 10% of the public who use it
Jeast who most influences them — has only just begun.

— . p— —
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What are you looking for in good qualitative research - I mean the good old
conventional qualitative research methods like focus groups?

You certainly are fooking for the exchange of views among vour group participants and an alerr, involved. curious moderator. capable of
leading the group withou dominading i and well familiar with the product Held or indication area of interest

It is the undertving motvations vou cin detect “berween the lines”. the gestures. the mimics and spontancous “aahs™ or "oohs” 1o vour
new clinical dara thar respondents are assessing. Finally, choosing tocus groups tor certam scudy types? questons only and the analysis
complete the prcrare

With the emergence of tnternet rescarch, we have to ask ourselves it this approach can be replaced by new media. by online-chats 7 Or
should we hetrer ask: : What role can online-chats take specifically in the medical field 2

Mujor benetis of interner based research are said 1o be speed and cost-effectiveness as well as quality twith somertimes a question muark?

Phere is no doubt aboue speed and cose-cttectiveness being associated with online-chats.

speed at least through princing out transcripts immediately atrer che
tocus-round chat

cost-effectiveness : saving el expenses, no ransenbing of tapes, no hall-rental, food or
beverages for group paracipants (aboue 10% cost saving compared 1o

live groups)

But : what abour quality? Qualiry can be assured by

® rudivtonal ways of recruitment w make sure whom o include (avoidance of convenience samples}
® incentives (comparable w traditional groups)

® pre-checks ot software-compatibiliey / browsers

® corctully selected study topesf contents
According ro our experience from chat-groups with physicians and with patgents (HIV)Y i can be concluded :

® nswers are much more w the point than in eaditional focus groups;

® [ conformity to group pressure, more individual starements:

® (he higher the specialisation of physicians the higher their readiness w participate and the higher the moderator
requirements as to moderavion skills and familiariey with the mdicarion areu;

® punicnn groups are challenging to moderate, due 1o respondent’s strong interest o chat abour experiences

suttereng:

We have compared the results from conventional focus groups with the ones from online char groups (8 tocus rounds in oml, of
which 4 were with cither medium and 2 ditferent targer groups). For all groups the samie discussion gutde and sumalos marerial (product
profile) were used.

question/ aspect finding

® description of a typical patient indication X : samie characteristics in both, live group and online-chat. Online-chac : even more
precise descriptors ta detine the rvpacal patient.

@ indications of percentage figures for patient rypes : identical information

® understanding of severity stages for indication areas : idenucal information. clear picture of typical symptoms in both groups

® product segmentation/ understanding of the market : identical intormation

@ awareness of latest technologies/ product innovations for product field : more precise information online (OLs/ centres).

® reactions to product profile : very precise in both groups.

Conclusion :

As long as the research objective does not require a work-shop style or involves handling aspects, online chats appear suitable for many
subjects traditionally covered by focus groups.

Encouraged by the experience to date it appears a charming new research option for certain study ypes, offering the best of both worlds :
individual starements and (some) group dynumic.x.

In anv case for the medical held ic requires a very expenienced moderator highly familiar with che indication area.

Christiane Perleberg - perleberg pharma parmer




Barriers to Parallel Imports in France

France is in no hurry to encourage Parallel Imports
A new pricing convention in France has prompred a
small move towards higher "European prices’. However
barriers stll remain betore compentively priced parallel
imports {(which successtully address the issue ot the
vignette required tor reimbursement Hlow in France.
I'he French authorities lack of enthusiasm will alse not

help 1o speed things up.

Low prices in France have in the past led to exports,

but that could change

Low average prices. as a consequence of being one of the

world s highest volume consumers of medicines, has
made France a major parallel experter. For many vears,
usage of French-orngmated producrs has accounted lor

more than 20% of |m1|.1||r| HNpPOTTS recorded in the UK

by the TS P Monicor,

However, maost French companies have signed up 1o
new pricing conventon under the 1999 framework
agreement {accord secroriall, The Healdh Produces
Pricing Comminee « Comird Econvnnguee des Produns de
Sz 2 CEDS) is now committed to awarding "European
price levels to mnovative new products chat the
Transparency Commission classities [ or 11 on its ASMR
scale of improvement in medical benefic. As a result,
some prices are no longer low in comparison to those of
other member states. While this could theorerically
begin to reverse the direction of parallel trade, obseacles

still remain.

Changes to the authorisation for parallel imports
still some way off A system of abbreviated marketing
auchorisation to allow entry of parallel imports into

France from elsewhere in the EU/EEA in accordance

with Communication C115/3 (O] 6.3.8271 trom the
Furopean Commission does not ver exist. Under
pressure from the Commission, probably acting alter a
complaint t 1t by a trader. ad hoc regulation is in the
process of being drawn up by the Health Products
Satery Agency (AFSSAPS). This process has alreads
taken more than two vears. Recentdy a draft regulatory
text has been noutied o che Commission. and should

be in force by lare 2000 or carly 20017, an AFSSADPS

spokesperson contirmed

Price setting and the 'vignette' remain difficult issues
Even alter the above regulations are enacred two turther
major barrers wo paralich impores in France reman
Firstlv, like anv ether product. they would need to have
their prices set by the CEPS. The Commirtee has not
even begun to discuss how this would be done. and
would probably award the same price as tor the
domestic version land certainly the same remmbursement
rate would applyi. Scecondly chere would be a barrier o
reimbursement of the pharmacist as toreign packs would
[RIRY \.UI\[JiH [Ilr h.n—kndcd \ if_’,ikllc lll.lt HL'CLI\ Ler I‘L'

detached and athixed o the presernipuon form. Vigneres

are incorporated into the label by the manatacturer.

The French authorities are unenthusiastic

Innovators should be encouraged by the marked lack of
enthusiasm shown by the French authorities tor parallel
imports. There was a critical mention of parallel trade
in Article 11 of the accord, bur unlike the situation in
the UK with the PPRS, no complaints were received
from traders. CEPS is fearful of companies disinvesting
trom France with products being supplied trom

elsewhere,

France is not alone in being slow on the parallel import issues as Spain is also being criticised

by the European

Commission for not having parallel import regulations in place.

Article reprinted from the Pl Journal from Taylor Nelson Sofres
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Leading edge
healthcare research

Are you looking for more from healthcare marketing
information? We offer solutions tailored to your business needs:
years of experience; UK and international expertise; sound
advice; creative ideas and actionable recommendations.

For more information on how we can support your
marketing information needs call:
Bob Douglas, Kate Marlar or Stephen Godwin.

Taylor Nelson Sofres Healthcare
Kirkgate, 19-31 Church Street,
Epsom, Surrey KT17 4PF

Tel: 01372 825825
Email: healthcare@tnsofres.com
www.tnsofres.com




Internet-based Research: Searching for New Products

By fuedre Condon {evy, Marrin flambiin, D
ned Mrchelle Boreen, Mot Hamblon [ed

Dhiv i the seconed of three articles abont how profesiondds o0 osr owdusiny Gon e the Lutee tedmology 1o best adcaniage mr gamineg wealth of
tnfarmaiion quickly  This aride speks o the gatheving of Diformation on new pluarmacentical produce: the bt will cover the irea of srirket

teligenice

BB S TO D W hat s the mark of wisdom among men?”

FLOYSLE R o rend anght the presencand ro mare howith the occasion

Vhe Contest of Homer and Heand, o Fesiod the Homeree Hymns and floperica iy Hesiol

Aaennant s che NS Mmoo nezls wels e oo e e i

Hesiod and Homer were not dircctly addressing marker researchers, though they could have heen. Tnour profession, we musi not only
work to accurately read todav’s pharmacentncal markeplace: but must also contmuawsly find and tollow intormarion an new products

that will define s turure

[he Tnternet can be used extensively . and suceesstully, as 1 st soarce o rracking recent developments i pharmaceutivals through sites
that have the lazest produar news and pipdine informuion. Much ot this mformuarion s free, though some of the more extensive

databases can be accessed only by subscriprion.

As a genenal guideline, most ot the web sites ottering peneral pharmaccutical intormation and news have s secrion dedicied to clrugs
and drugs in development. [ these sites are nor spedific enough. enit vou do sot have a brand o even genenc name thow nuny ot us
have tried tvping a compound identitication number int o search engane, with the eesult o Ganons tound 21 iy pharmaceuncal
company web sites. Most ot these have a page oudlining theie pipe ine producs toten hidden in lastvears compuny sepored. Orvou

can alwavs tov patient support web sites - they are ofren surprisimgly useful, with up o dace new drug information

I he tollowing serves only as a brich introduction we numerous websites that can keep vou up o date on phanmaceutical news and
developmenta

www, grhealth.com Here vou aan subscribe to tree newslerers, delivered regularly o vour email address, covering the larest

pharmaceurtical dev clopments by discase arcas Licensing news is also available

www pharmabusiness.com has monthly mdustey news by category, indluding Drugs in Development, R&D. Advanding Drug

PYscovenes, Now Deug Approvals, Partners in Climeal Trals, and Recenr Discoveries and road Resules. The site alse sells database

products such as "What's i the Pipehne

www [ext com/new  drups.hun

Lexi com provides “timely, condise, and unbised” drug information on medicanons recently approved by the FDA o those likely 1o b

FDA approved within the nexe vear, They also sell an index of new drug monographs on CD-ROM w hich ts updated cvery quarter,

www medscape.com/E Tome! 'opics/pharmacotheraps! pharmacoetherapy.heml This site contains "Todavs Pharmacotherapy News Cand

a4 "Tournal Room” that has regular featured articles. There are also lmks o rrearment updates and pharmacotherapy resources

For biotechnology there are specibic sites such as www biotediinto com and www.recap.com  that contam informanon on
biotechnology news, allances, companies and elinical trials. The Recap site has a Clinical Trials Search Builder thavallows you to

wearch their database of brotech <linical wrals

For intormation on dinical tials or pipeline informagion 1o track the development o specific new drugs. usctul sites include:

il

e e i, A i i— i

s i —— — ——




www.dinicaltcials.gos  This iUS1 e provides patients. bumily members and members ot the public swith carrent mfoemation dout
clnical research studies Information can be searched by disease, locaion. temaent sponsor, etc. Yo can also browse fur vadies lsted

by discase, condhinon or In tunding vrganization here

www phrmaorg/scardhioures/newmedsy This darabase allos s vou tasearch tor informarion abow medicines in developrent net only by

discase: b also by indication or drug name.
www.centerswatch.com 1his site has informuadion on more than 41,000 indusery- and governmeng-spensared dincal trials as well as new
drug therapics recently approved by the FDA Tnis designed 1o be a resource bath For patienes intercsied in partiapaning in inical teials

and fur researdh professionais

www.lnnhdrnl.uml/diI'L'&lm'lc\/phrlml-lhfimlcx.h[ml Fhis site conrams a database of contace details for pharmaceutical and healtheare

companies. W ebsites for the individual companies vany by content Websites fur some companies contan hiele intormanon. bur mans
others are much more sophisticared, olleritg temendous sources of intormation ahou the cherupn areas they are working in and che

rescarch and development ongomng within the coImpuy

Lasthy dor those colleagues who may be new 1o the industry . and o the topic of dinical trials in particular, a relativels fun and informative

site Iy \‘-'W“.\C-HIL'IK‘JH|1HL'I-L‘l‘r11fDi|_:w|1nc.htm|. Fhis site hoses | he Pipeline Game, the tira game o give plavers the apportunity to learn

the business ot drug development in game fashion, based on the US drug development sestem 1t vow're a winner, vour imsestigation.)
compound will pass through the many phases ot tesnng, and get 1o the macker quickly. 1 vou're 1 loser, vour compound fails hetose

getting to murket. requinng vou o stare the process all oser again

E)/ MFA

MEDICAL MARKETING RESFARCH
International

THE GLOBAL SPECTR]

Medical Marketing Research International is a rapidly growing
Agency with over 50 full-time staff The Company has
sustained 1mpressive growth 1n recent years and has
ambitious plans to achieve even more - and In order 1o
maximise this growth MMRI ts urgentty seeking additional

Executives for both qualtatve and guantilative market ;
research Venue — Athenzeum Intercontinental Hotel
— Athens — Greece - June 2001
Research Directors '
With a track record of generating sales in
Europe and/or the United States EphMRA Comnutree Meetings 25/26 June

EphMRA Training Workshops 26 June
EphMRA AGM 27 func am.
Senior Research Executives EphMRA Agenev Fair 27 June

Project Managers

Research Executives EphMRA Conference 28 June - 30 June

Sc. if you feel you can hit the ground running. please write ADVANCE PROCHRAMMI
or emaii enclosing a copy of your c.v. - or why not ‘phone % o ‘
b e T oo UERR REGISTRATION & RESERVATION FORM

Dr M H A Sacoor MECHE MRCP
Managing Drrector
Medical Marketing Research International Lid
32 Stahon Approach. West Byfleet
Surrey KT14 8NF

Tel 01932 351733 Fax (1932 341472 WWW.ephmra.()rg

Email me sacoor@mmr-international com

for maore deails visit the ephimra website ¢




2001 PBIRG ANNUAL GENERAL MEETING
Market Intelligence for Global Leadership

May 19-23, 2001
The Peabody Resort Memphis

Seize the opportunity to talk with the industry experts and leaders who make key decisions at major pharmaceutical
companies. The 2001 PBIRG Annual General Meeting, will present an exciting and challenging forum in which
delegates can interact with, discuss, and benefit from the insight of these key decision makers.

Join PBIRG delegates as we:

< Learn what key leaders think regarding the pressures on the furure pharmaceutical industry.
< Hear how MEGA brands are developed in the competitive pharmaceutical landscape.

< Gain insights on how CEO's think about mergers, their benefits and drawbacks.

< Discover how Market Rescarch can influence the decisions of these leaders.

Participate in workshops geared to provide insights and valuable tools to enable you to frame your market
intelligence activities to best address the information needs of key clients.

Registration Opens February 2001
www.pbirg.com Tel: 215/337-9301

MAIN CONTACTS: Via Cesare Pascarella, 46

w
00153 Rome {italy)
Or SILVESTRO KOSSL Telephone: 0039 06 5810366 (ra)
SCR l . | Managing Drector Fax: 0039 06 5895834
Iy niernaliona Dr. PIERGIORGIO ROS5 e-mail: info@sgr-international.it

Health Care Marketing Research Director url: www_sgr-international.it
WHO WE ARE MEDICAL AREAS
SGR International Health Care Marketing Research » AIDS + Growth Hormone
is an independent company, established in 1986. + Cancer / Hematology « Dialysis
+ Pain Therapy + Bio-technology
WHAT V_VE PROVthE . «» Cardiovascular + Diagnostics
: LthE';ll?ﬂ O:ikl?a:i RESICELS + Vaccines « Antibiotic Therapy
o | Dibetiogy/ Obesty - Pl
« Drawing up of Reports in ltalian, English and German . Lramp:anm;l;: * hiat . ,EC)::I ic Fibrosis
+ Presentations in Italian and English E eurs: ogy fu yomarny ar |osu:gery
- Recommendations for Future Strategies » Ereclile Dysiunction * Dermatology
= Gastroenterology « Surgical Instruments
METHODOLOGICAL SKILLS / Hepatitis « Infectivology
SGR International Health Care Marketing Research » Osteoporosis » Alcoholism
has an expertise in pharmaceutical / health
aad body vare research, and carries out both QUALITATIVE  STRUCTURE
and QUANTITATIVE studies. « Office located in the centre of Rome
+ CATI positions
TARGET GROUPS . ; » 2 meeting rooms with:
- GPs 4 5 ::hosp"a' / Retail - viewing facilities, one way mirror, CCTV system
= Opinion Leaders armacists - Sound System with Simultaneous Translation

+ Hospital / Office Specialists « Nurses / Care Givers . i
« NHS Managers « Patients - gw {video-conference on line)
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2ns| meﬂ'nod for identifying Tup Oplmon Leaders.
W Cﬁnlcai Triallsts in any topic and any country or regon
(ET RESEARCH STUDIES
mes, PA.TIEHTS _
' '_ ysician Rmrch Dlmctor support adds another layer of understanding to

yuur mxdies, eﬁsunng that you gain the deepest insights into your specific market and that
subtle medical marketing implications are not ovérlooked

anmﬂvs ADHOC MARKET RESEARCH STUDIES -
WITH GPs,Srscqum Oﬂmm LEADERS, PATIENTS

A dedicated team of Project Ca—ardmamrs with expertise in all techniques/methodologies
Resources include an international CATI centre, an international network of face-to-face e
interviewers, an international postal department and facilities for web- based sur\reys

L_meu LEADERS SEMINARS/ADVISORY BOARDS

! 'Bringing together the top national Opinion Leaders for a |-or 2 day Seminar/Advisory Boarc
- to address: SPBCIﬁC issues of strategic importance to your company

-

MMR- Internati nal, 32 Sml:ion ‘Approach, West Byﬂeet, Surrey, I(TH 6NF, UK.
Tel +44 1932 351733 Fax +44 1932 341472 E-mail: mml@mmmntemaunnal,mm
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We are pleased o feature here some dates of training seminars and agency events it vou

feel free to send vour dates to us tor inclusion in the next edition.

Agency

Martin Hamblin

TPI

laylor Nelson
Sofres Healthcare

'TPI

Martin Hamblin [Patient and DTC

'Martin Hamblin | International NPD

'Martin Hamblin T.Young Researchers

Title

Improving Brand

Management

| Pharmaceurical

Marketing Planning

| General Open Day -

Introduction to

Marketing Research

| Pharmaceurical
Marketing Research

Research

Seminar

SGR International, Italy

Date

January

2001

19-23

February
2001 and 2 -
6 July 2001

T Vst March

2001

12-16

March 2001
and 15-19
October
2001

" April 2001

. September

2001

November

2001

Vernue

-

Connecticut

[ The Clifton
Ford Hotel
London, UK

1 Epsom
Downs Race
Course,
Epsom
Surrey,

| England
The Clifton
Ford Hotel
London, UK

Paris

Germany

| London

Contact

.

Contacet ;
Ipergola@martinh
amblin.com

Conract :Sally

4
[

-

T

Woolman on
01932 351 333

Conrtact : Louise
Hamer
01372 825825

Contacr : Sally
Woolman on
01932 351 333

Contact :

anna.dewey@mar
tinhamblin.co.uk

Contact :
anna.dewey@mar
vinhamblin.co.uk

Conract :
anna.dewey@mar
tinhamblin.co.uk

are a Foundation Member

| Price/Audience |
Price : Free.
Pharmaceurical
company
personnel only

T Price £2100 +

|VAT. For

| Pharmaceutical
Company

] |’t‘np|u.
Price : Free

| Price £2100 +
VAT. For
Pharmaceutical

Company
People.

| Price : Free.
Pharmaceutical
company

Eersonnel only.

Price : Free.
Pharmaceutical
company
| personnel only. |

Price : Free.
Pharmaceurtical
company
personncl only.

We are pleased to inform you that SGR International has doubled the size of its premises. This initiative allows the

company to have an additional meeting room bestowed with all necessary technological supports such as one-way

mirror, audio- and videotaping system (both 1n [talian and other languages) as well as FocusVision

videoconferencing link. Both rooms allow high-quality audiotaping since they are built so as to be sound proot.

ThaEphMFlAFounda&onmmmmumm.MMWMEﬂMMme(MW
invitation) - these articles do not neceesarily reflect the views of EphMRA.
News about agency pemonnel can be included free of charge for Foundation Members.

|
|




