
as the Erussels 2002 Conference brought what people expected from it?
The first signs at this moment are positive. The most appreciated presentations

provided us "new tools for a new world" and gave us the dire(tion towa.d5 "the
luture for market resear(hers". lt was not easy to make a new start after the
very successful congress in Athen5 where we celebrated the 40th anniversary of
EphMRA.8ut, a5 optimistic people say "life really rtarts at 40".50, EphMRA is still
young enough to take up the challenge in this new millennium.

Much work has been done n the last f To build on the suc(essful rvork ol com-

twelve months, by the Foundation, the mittees tn organislng their work in a way

commrttees, the Exe(utrve, and by the 50 that a fair baldnce and prioritisalion of
Former Mernbers Coun(il(FMC) Wththe the necessary work wrth the available

endorsement of the EphMRA Execur ve people in EphMRA rs ensured

the FMC came uD !e th a proposalon new
statutes, whrch have been subsequently I A better tuning of the a(t vit es and work

approved by the annual members meet' of commrtteer, working groups, Foundatlon

Ing (AMM) Thrs approval marks the 5tari and Programme Commrttee We hope that
of a new era for EphMRA, wrth new a better harmonrsation of the various

opportunitles for success, grolvth and act vrtle5 lvr I lmprove the rmage ot EphlMRA

g loba invo vement ahead
All these point5 are qurte rmporldnt and
come together in the presentatron o1 the
p'ogrdr't 'or the AGM The Exe(utive
comnittee has already de(|ded to make
thrs a 5pecal fo(us point for the Vrce.

Presrdent HeAhe will lraise with the
Programme Committee of the AMM to
5e(ure tnr5

All the work and planned activities (ould
and can only be realised thanks to the
(ontribut on of .nany ha,dworking peo.
ple in committees, working groups, work-
shops and tfaining sess ons Withoul their
involvement EphMRA could not have
survrved for more than 40 yea15l

But in the (omrng years, your support 15

continually neededl The (hall€nges in the
market place as well as the fast develop'
ment5 within the pharmaceuti(dl industry
urge us to look ahead dnd to strengthen
the (o operation wrth our counterpart5
In the U5 and elsewhere where possible

This is the only way ahead: working
together on global rsrues, harmonr5rng

cla55rfr(ation5 and Introdu(rng un rform
gurdeline5 and standards to pertorm
pharma(eutrcal market resea.ch and
busine5s intelligen(e

We, as the Executive commrttee, are ready
to take up our role and responsrbility to
serve you and we look forward to your
(ontinual support to mdke it all happenl

AndrE Boer
Strategic Intelligence Manager
Ya manou(h i Europe 8V
President EphMRA

The new stdtutes r,vil open the door to a

broader member base, covennq the
whole health(are rndustry, pfovided they
fulfi I the (fltera ds defrned rn the new
statutes From now on!!ardt larger
lnvolvement trom market research agen-
cres n the (ommittees wi be possible a

benefrt package lor the associated
membership of agencres in EphMRA has

been malled out already

Thrs ner.v srtuation for EphMRA wrll
requrre the necessary work and time for
rmplementatron and therefore the focus
por"t5'or the (omr^g per,od wrll be

I To .ar5e the awarenes5 tor EphMRA

among current and potentra member!
and vvhat the benefrts of thrs organ sa.

tron can be
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Notc:'

Copy/Advertising Deadline February 13th 2003
The next EphMRA News will be issued

March 2003

Advertising rates and detai15 are a: follows
Four colour and 8&W ads (an be carried.

Prices are quoted In 5wiss francs

Quaner Page Half Page Full Page

800 c flf

RtssaYch

I

I

I

;

B&W 3OO CHF

N,/A 750 CHF 1200 CHF

Pri(ee do not (arry VAT

EphMRA r5 a 5wirr ba5ed A55ooatron and InvoLces

wrll be rssued In Swiss fran(5 - you transier the relevant
amount Into our bank a((ount (detai s of whi(h

wlll be on the invoice)

-

Ephil$Aglarr 
2003

i*Jtl'ffi,-,|[.tlll-
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In four past edhions of the ]{ewsletter I refleded on
aspects of pricing reseanh. This fifth article in the series
attempts to help with the frGquently asked question of
-which tednique rhould I use?'. occasionally the guei-
tion is phrased as 'which question is th€ b€st?' This
latter question is rather like asking a physician to nomi-
nate the best drug within a class. Whilst the most
frequently used can be nominated as being such, the
response will often (should) be qualified with 'it dep€nds
on the patienf . I am sure that we all <an nominate the
pricing research technique we find ourselves uring most
frequently. However this is not because it it -the besf
but becaure it is the mort appropriate for the type of
pricing rcseanh we find ourselves involved in most often.
Like all research the <hoice of technique depends on the
obiectives of the rcs€arch and, if a product is involved,
the stage it is at in the product deyelopment procesi.

The following chart summarises where each of a number o1

techniques r€lat6 to this'objectives/product development
process' logic in so far as the latter can b€ expressed in terms of
the ertent to whi(h the product prolile is known and fix€d. (A

more detailed review of pricing r6earch techniques, incorpo-

rating the p.oduct life cycle, written by David Hanlon and David

Leury of TNS, may be {ound in the Q4, 2002 of the International

Journal of Market Research).

Early on (or well before launch for other reasons) the obiectives

are often to understand the impact of price, to determine the
presence and nature of price "barriers" and to understand the
value analysiVpricing pro(ess. In these situations the obiectives

do not include determining a price-volume relationship.
Therefore, this i5 where te(hniqueg that have no volume meas-

ures but fo(us on the determinants of value assessment and

the nature of Drice hurdles have a role.

As we move towards needing to understand the price-volume

relationship in quantitative te.ms, other te(hniques are appro-
priate. The main determinant of the technique selection it
wh€ther or not the product profile is known and then, if it it
not, the number o{ attributes that need to be varied. This latter

consideration is not necessarily determined by the number of
unknown product attributes (i.e. at this nage, variables within
the product profile). lt should reflect the number that are, as

yet, unknown and are also imponant in that variation from a

target product prolile is likely to have a real impact on ev€ntual

uptake. The need to include competitive products whether exist-

ing (source of business) o. new not yet launched (impact on

busines, value evaluation and price-volume-revenue relationship)

must also impact the research design

After this the debate then moves on to "conioint versus non-
(onjoint" (onsiderationr. My own view is that each of these

broad approaches has its place. Conjoint, and other trade off
methods (e.9. dis(rete choice models) should be used when

there are unknowns in the product pro{ile and the need is to
understand the role of price relative to these. Whelher the
resulting data can then be used to develop a price-volume

relationship that can be used in revenue modelling is debatable.
Again, personal experience suggests that care should be used.

Typically, theee methods will produce steeper pri(e-volume

curves than monadic or Gabor Granger methods. Many

<onsumer researchers report favouring the relationrhips result-

ing from conjoint methods.

However, I am not aware of any theoreti(al basis being reported
for this and assume it is bared on personal experience of market

behaviour. Conversely compared to thit my own teeling is that
this finding does not apply in pharmaceutical markets - or, at
least, not yet. However, given the theoretical basis of choice-

based methods with a choice (as opposed to a resource alloca-

tion) question that finds favour with health e(onomists, I have

placed these approaches in the price role and understand-

ing sector but overlapping into the price setting technique
group. Academic health economists have qu€stioned the theo-
retical validity (a3 they tend to do until it is proven) of choice

models with the resource allocation question, although to the
markel researcher the thought that the physi(ian is "thinking
across all hiy'her patients" has obvious appeal.

B.and-Pri(e Trade Off (8PTO) is an interesting panicular example

ot a choi(e-based technique. lt is a two-attribute conjoint or dis-

crete choice model (a(cording to the question asked and how
the data a.e analysed). lts role must be at the price-setting end

ot our continuum. yet the same concerns that we have with any

conioinl (or related) method must apply. Certainly, if BPTO is



indicated, lwould advo(ate the use of random combinations of
brand and pri(e levels rather than the unidirectional nature of
pri(e change used in the earlier versions of BPTO

The (on(lusion has to be that the selection of and reliance on a

single pricing re5earch te(hnique for a particular studv (as well
as in general) has to be questioned lncreasingly I am drawn to
the view that more thdn one approach should be used and the
results integrated in an interpretative manner - this probablv
meanr the inclusion of qualitative questions alongsrde the
quantitative ones of the seleded pricing research technique
This is (ertainly the case when the research has to incorporale
the views of other (ohen small) groups su(h as payerj and access

de(ision makers (e g. NICE and formulary (ommittees). Integrating
the findings from those who can influence (over-ride) the in(li.
nations ot physi(ians, should they be operating in isolation, is

an issue that will be addressed in my next article

Roger Bri(e

roqer.bri(e@adelohi co.uk

The EphlelfiA office will
be closed from

Monday 23 December
and reopen on

Monday 5 January 2003

EUROPEAN
PHARMACEUTICAL
MARKETIT{G
RESEARCH
ASSOCTATTON

FIL-\

Details about directory
entries for the 2003 EohMRA

yearbook will be mailed
out early January 2003



Dear Colleague,

Llst tinrc rr\und \c til\c somc thought to thc blsic n:ttttrc ol-l
mrxtcl. but modcls cotnc in a nunrhcr ol dillcr!'nl tylL-s l-hcsc lan

bc gcncrrliscd irs lirlkrt'r s;

In most oI thc nndclling srlualions thll vott rcqutrc. thc rcsttlttng

rnodcl uillcontuin clcnrcnts Iiotn ottc or more ttl-lhcsc muthodo[)'

gics osr.'rrr. tvc' rrill consitl:r caeh in tunt slaning $ith

l hcorclrcrl \'l(xlcls

-l-hu tcnr l'hi)fcticrl ivlodclr nttklts thcsc motlcls soltnd as il-tlrcr

ma1 bcof lirttitcdrlluc l-hisisnot lhcc sc Thcs!'nlodclshlrcitll
bccn dcrircd liont rcadcnic xcti\it\ scckin! to glin irn rtr dcpth

unrJcntandrng ol thc $a1 nroducts pcrl-ontl \\ithin thcir nrarlcLs.

Thrcc such nrodcls arc ol-raluc rrithin tlrc phirnr)lcctllic.ll nrilrhct

tiach ol'thcsc ntrxicls nrlv bc uscd to con:idcr thc tltliitrttrn t'l .l

prorlrrct through r nrarkct. but lalc citrc. somc lrc lrcqttcnth uscd

lor thc dcvcl()pnrcnl ol-itctir itr tltat thcr do ttot tirlll ruppon

Rogcrs Diffusion
This n)odcl is thc rr()st licqucntly uscd ntodcl sithin thc Phitr'

nlucculicll industry unrl lt hu:' bcconlc rridclr ueccptud in nllrkct'
ing circlr-'s. lloucrcr il docs harc scrcrc ltmtlltions -l 

hc nlotl,:l l:.

basctl upon thc cli.tssicul distribulron uunc ol innolalorr. llnd il-
lhis is dc\clopcd cunrulltircly it produccs a comlirnablc S-shapcd

cunc li)r lroducl dillusion This is rllustrulcd in thc traph bcltr*

Thc basc idca hchrnd lhis thcor] i\ thitt nrolttolton cro rno\ c Ihrou[h

thc dillirsion procl'ss. untl spccd up thc procc:s \\ ltilst rl is Fo\sihlc
lo i:'olrtc rhc dillcring groups rc(folPcclr\01). il pcrlomli p\x)rl\

rrhcn tirrcclrtrn!r thc frroecis ( ompuntcs irtlctnnl lo idcntilr thc

lnno\ ut(lrs rnd c rl) adrrptcr. but thun thcr usc :irlcr |trrqes ol l sizc

lhll cnsurc\ that thc rtrirloritl ol thc prrpulltion ilrc il\allilhlc li)r
dcmiling. rhus iqnorrn...! thc \uppr)\cd \ itluc ol lhc thcon

Bass Diffusion Theorl
Ihsr t1969)proposcd irn rltcnriru\c dr\lrihution lhc(rD [-ikc Rogcn

ha postulrtcd thlt lhc drlllir(nr ol u nroduct (l!'pcndcd trnon lriul

ol-tlrc pR)(luut ud pcrr inllucrrcc

lhr lbLrrc grirplr illuitrlLcs thc thcon. rrhich lcccnl\ lhitl c\lcrnill
inllucoccs triggcrr trill ol thc products. atrd lhal thcrc r\ill thco

!cncralc irnrtalron. Ihc th()r\ \\ork\\cq $cll stthnc\ tcchnolo-

glc: \\llhrn tllc induilr). httt rs 1,.'r: clli'ctirc lilr lilrccasttng thc

lcrii)nnrncc ol lndr\ rdurl protluct'

lhrs l)illrrsirrn rs onc rtl thc utost rrtclcl) LLscd itrtd rrlidittctl
modcls ucrtrrs itll inrlustric' It is r,.'rnarkrthll prcdictirc rrnd:houlrJ

hc onc ol lhc proecr\ci consrtlcrccl in carlr rugc \( lt dctcl,rp-

nrcnts. liy dcrcloprnv tltc []irss [)rllirsron cunc lirr rtn \( l:. rt is

possihlc to u\c thirt cur\c during thc launch phasc lo nronrk)r lhc

pctli)rn) ncc ol lhc nro(luct. lDd Io (lctccl citrlr ttnr.lcr pcrhrnnitncc

(urrcntl\. eo|l\i(l!'ritblc trork is bcing urttlr:nlkcn In lllu LS'\.
inrcstr!lting lhc uic ol llrsr to prcdtct thc clli'cts rrl orclur ol'

llrrrrch. unJ thc rc.Lrlt. urc l,','ling te4 intcrc\lrn!

Dirichltt Throrv
Ihis thcory ir prttbrthlr Ihc nost \\rdcl\ usutl thcon ln consurltcr

lootls. harinr bccn tcstcrl rnd rirlidltcd in a rcrr littsc nunrbcr

ol cirlcqoflc\ rnd rorrntrics Ihrs tlrcon rs rridch uscd itt consttntct

too(ls

I)r P Stcnr ol \\.rnlicL Ilusint's School hiLs durclopccl l)trtchlct
o\cr thc lilst dcc ,,lc lirr thc phlrnraccrrticrl indu\ln ll r5 licqucllt-
ly slrrl th;rt pharmaceuticul produr:ls pcrlirnr dtll!'rc ll\ lionl lhosc

r0 (,thcr nrilrkct suetor:. l-hc rcusoninu lirr this i: Iitr{clr rslatcd to

Bess DilTusion Theory

This thcon dcpcncl,i upott a Trait ol lnnoratircncrr" in thc hunlan

bcing \\'ith rcglrd to thi\ Kollcr (lr)9ll il lcs: no onc hls d(' on-

strutcd thc c\i\tLncc ol l gcncral pcr:onalrtl trlrt callcd innrrr rtlir cncss

Indir itlulls tcnd to bc innor ittor.i in ccnltn arcns dnd lllssrrd: in tnh'

crs lndccd. d('clors nrr\ bc bolh, c\cn in lhc santc dtlunortrc irrca.

llthough thcy irrc ntorc ltkcll lo innoritlc in rcJ\ ol \Pccill intcrcst-



thc d(rel(rr not l.crrrs tlrc rc.rl !rrl\untrf. lnrl Illc hcil\\ rcllxltrc rlfr(rn

fcnci[ frc\. h ]! \ tlltI) thc tdu\rr\ Ihc rrrrrl, unilcnlrLcn br l)r
\tcrn. iind l.c\ r!\l\l\ nrc\.ntu(l hr hrrl r,r lrph\lll \ relirtcs brrrh
it\\llllllltl(rtl\ lhtfc t. r thrr[!l]t nr(reess IhJI \ll{!a\t5 lhul I\l( (j
nf(\iLr!l\ rlr! lrr tltc rrtlc \u!!c\l\ [il.l \10\tn! lr0ci ( on:rrrtrcr
tlrtrcn llorrurcr. r (l()rlor r\ lrlclr ro prcscrrhc nrorc \S \ll) s rrr

il !lii\ lhirrr thc.L\ca:r!c pu\()n lrtrrhlr\c\ hrcutl tn u scck
I'hlttntaccrrlrelrl. lrrc thr lurlc,t rnor, rrr! !tr(\l\: () l\ thc rl()rl()r lr thc
tlttct ntc(ltJr\ e(rn\untcr

\\ hrt i\ Dirichl{rt 
.l 

hcor\'.'
It r. ir ntrrrjcl (iJ h(,\\ lcrrfl!. lurclt,r\c thil ltolJs lrLrc lilr th( plrrr-
n)Jeclrlr(ul nrJrlcl Ihc rrtr,ricl ur." lirur.l\5LlDtpttrtn\ ith(\ t nrc-
\cflbIt! lr)(ldcn!r auil hrlrnri tlrorcc.

| | aeh ihrttor lrrrr rr \tc.tLi\ |rr()h.thlltl\ (,t-prr.ffrhll! 1i)r.i (.trtSo+
I lltcrc r. lt \trlr(,lll rii\tnhult(rr) ol ltcu\\ 0t,JLitUIt r (l ll-!hl

Jrr c\!r that\ uar{)\\ tltc f(rIUlulIrI
I llrelr tIretrrr htr..r drLrt lrrnlrrlcrrlJnunt \\ttl] \lCltrl\ Ix(rhithtltlci

ol uh,rric
-l .lLr.t lrlc frc\enhlt! rr)(i(lcnr( tllc\c hrlnLi chLrrcc prrrhuhr rtrcr

\l \ \rD()rrlh \ .t(tu\\\ lhc I\rnUl. t(nt

Ihrr lirllirrr. Ilta Iir crn, .cit In thr f(It\unlcr !(\r(i\ tlclrl unJ hir,
hccn .onlirntctl h\ c\illllrlt(rl ()l (['clor\ |rrc,!fthtn! llllrlt. tn

lottlrtLrrlrnlrl Ilttlc t riJlrhil'(. I,.crrtrullr cJ(h (i('ct(rr rrrll Lrsc lr

dtllcrerrl r.rn,..tc L)l ff\\luet\ li'r tlrc Llru!rrorrr but \\ltltin lll,tl !Rrul
(rl fr('(lurl\ ronre rr Lll hc Lr.crl torc licrlucntl\ lll.rn (r(hcr.

( itlctllulrrt-! llrc Irr\,hulrlltttc' (,1 prc\arrhlt! lirr aJah rl(r1(rr 11d

nrodUcl tt r: ptr.:rhlc tLr rlcrelrrJ. u rrrodel L)l lhc lllkcr birscd ulrrl]

fcnclrirtt(\n ilId lrcqucnc\ ol nrc\crihin! Such a modcl *ill bc

\cr! prcdr!lr\c ol tlru aclutl t]ti.Lrkct lhc Dt{\lcl \ho\\\ rl!'itrl\ lhc
rclirtr,.rnslrrp bcl\\c!'n ntitrkct 5hilrc n:, I Iunclion rrl l)L'nclritlton
rnd lfcqusnc\ r,l frc,icrrbrng lr ulso rllu:trilr(r thilt il lj not
por.rblc trr hrrrc 1pr1j1ua, r\ilh n hl1'lh pcncrrilti('n xnd lo\ m rkcL
\hirrc. (rf lhc !()n\cr\c llo$c\er. tl xl\o \h()\\\ thilt lhc licqucnc\
ol pfcs(nhrnu lirr lclr,,lint product: s rll t,nlr bc 'lrr:hrlr ltrshcr than

'or 
lhc lo\\ In:rrkcr iharc producl I-hc onlt rlilli.rclec bcttrccn

laruc prrrrlrrct: itnd intitll p()du!ts ti thlr ntofu doclors urc thc
Irrntt,Jr (ltxn lhc Iitttct

I)irichlct theon itll(\\\i \ou ro \cl pcnctrrllon l,trl]ct\ thrt \\ill pro-
\ rdc \ou \ rlh prc(lrctublr n]rrl'ct sllrrc t0(l f]ro(iIft usiu.:c Ijuures

Ihrs thcon ullorrr lirr ntlrlcrrnu to:ttltcl:alcs. hut Lrnltlc Rogcr,
tl Joc\ nLrl ltlcrrllt t() rdcnltl-\ Indi\iduill\ l)rrichlct su!ltcrrr. irntl
r)lodcl\ Lr\r(l hr rrrr.cll. conllrnt thtt il a snrlll nurnbcr ol-dLr!rorr
lrc llfl.:ClC(l IhC oIl\ rc\ult l\ t() CrCittC iL nornlitl dislrihuu()n lilr
th'r nroriIer irr rlrc rc.trictcd t]l rkcl In olhcr \\ord\ ntarkcI|nr
!rclrlu\ nrrllc pn'rltrctr. *hcn thI popul ti()t] lrtldrc:rcrl rr rctjuccti

I nltkc Il.r:,s I)rliir.i(nt. [)rrrchlcl can bc LrscLi irr lll lrrclr ol the

l)rrrdu(r llcr.ifch\ lilr hlrlh nc\\ iut(i c\i:lln(.r froducls

lhc lhorc lrc thrcc i11)pontnt dtstrihutron thconcs \ll of thr othcr
nroclclling t.'ehniqucs :hould takc rl lcxsr Ilas\ xnd [)rrrchlcl rnro
c(rn5rJcr:rlron \c\t lr te \\L' $ rll Irrok irt I)lttir [)rrrcn rnodcls

Re r.:ardr.

lcrrr llardr
Itrf\ r/ fltdnt()i fr) ul
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we are pleased to welcome the following nevv members

who have ioined the committee in the past year:

This workshop will provide delegates with pra(ti(at guidan(e
on the breadth and depth of marketing research techniques

covering conjoint and pricing approache5 that will enable

everyone to make better-inlormed decrsions in the5e (halleng-

ing (ircumstances The cour5e will be of beneflt to pharmaceu-

tical company and agen(y personnel.

workshop Objectives
On completion of the course, all deiegates should have tur-
thered their knowledge and under5tanding ol the topi(s
covered, addressed \erth tpeakers dnd in Syndr(ate group work
issues of relevance to their darly work in order that they can

better implement and action survey result5 on returning to
their companie5 delegates will be able to more eftedively and

appropriately advise their internal and external (ustomers

Who should attend?
The target audience for tht5 intermediate course is those who
have been working in an international pharmaceuti(al market

research department or agen(y for 2-4 years

Couise Convenors
Allan Bowdit(h - lv'lartin Hamblin GtK Inc - USA,

David Hanlon - Taylor Nelson Sofres Healthcare and Roger

Brice - Adelphi UK

Mrrdr 12-14 2m3 - tlepeat ol Intetm€dist Pha.maceuti('l
Marketing Rere:nh course - Conjoint and Pricing -

at th€ Melia Crnilh Hotel, Madrid, Spain.

Annual 2003 PRM&T spring Training workshoP - at the

Sheraton Hotel and Towers, Brussels, Bclgium.

lntroduction

For su(cess it rs essential to understand your customers and
their need5 in detail segmentation 

's 
a valuable tool; enabling

"insights" and "foresights" for portfolro development and
marketrng to (onsumers, patients, prescribers, opinion leaders

and other healthcare orofessionals alike

"...fhe opportunity to identify commercially viable segments
of a ma/xet, where customet needs differ frcm the nom and
to develop a competitive advantage exists.."

Segmenration is both a strategi( and tactical tool that.esearche15
have long had in their "toolbox" However, despite the above
faqtors, it has only recently (ome to promlnence In 9ome

Healthcare companies Marketeert trom our sector are now
finally following the lead of successful consumer-based
companie5; making a serious attempt to understand their cus-

tomers'true needs'a5 opposed to merely selling products

I

i

voted 3rd in the EohMRA Award for Contribution

to Pharma(euti(al Marketing Research lor their

work on the PRM&T (ommit'tee

Aprir rGrl 2003 -'Segmentation - How to larget
and Promote to the Customer Effectively'-

lntroduction

In the in(reasingly complex range ol market srtuations that
companies have to assess, it is necessary to provide market

re5earch approa(hes that can help management to have bener
insights on many challenging questionr

These can include:-

i) What product feature5 a product must po55ets in the
future for it to succeed

ri) What modifications to the p.odud's prolile will affect the
chances of success poritively/negatively?

iii) How potential new(omers will influen(e existing and

other new market entnes

Conjoint studies are able to assist with these diflicult questions.

Given the pres5ures worldwide on the introductory price a com-

pany may wish to (harge not only in Europe, but in the maior

tls market, understanding the "value drivert and the way thi5

can enhance the product's perceived value is vitally imponant
N4arket research has mu(h to ofter in helping to guide the de(i'
sion-making wrth regard to price. How and when to (onduct

such studies requires ludgement and expertise



Furthermore, ft-rnding pressures within the health(are environ-
ment, (oupled with scientific progress towards genetic identi-
fi(ation of potential responderg to therapy are leading payors
t consider tafgeted therapy lavourably pattent seqmenta-
t n mdy be(ome a 'rnust-have'.

Asto why?', rhere is a 5chool of thoug ht stating seg menratjon
only limrts marketing opportunrties - why segment at all? As
to 'how?', there i5 5till a great deal of debate on best practi(e
In segmentatron and di5agreement a5 to ,,how it should be
done" The optrons would appear ro be limrtless

I
I
a
a

When should segmentation be carried out (i.e. when alonq
the prod.rct5 development (ycle, In which therapy areaJ
crr(um5tan(es?)
Who should you segmentT
What parameter5 should be used for effeclive seqmentation?
How should eftective segmentatron be pertormed?
How can lt be tmplemented to maximise strateqtc and
ta(tr(al effe(trveness. whdt is rts reat value?

ln thi5 newly developed program, delegates will be grven the
opponuntty to hear some Industry expens and also, via several
workshop sessions, develop thetr own thouqhts, consolidate
learning o. new mdterrars, and present {rndings ba<k to the
wrder group Finally .they will ledrn how to (reate a (ompet
rtrve advantage for their produ(t(s) using segmentation

The seminar wrll be truly lively and intera(tivel

Workshop Objectives

The arm wrll be to give delegates a thorough groundrng rn
segmentatron within the unique environment ol the healrh-
cJre lndustry The need to (onsider (onsumer, patient and
healthcare professionals will be reviewed and the additional
(hallenges to health(are segmentation, which are not encoun_
tered in tradttronal consumer segmentation, will be expo5ed

Delegate5 will leave workshop wrth a better understanding of:

r Why segment Business issues whrch segmentatron can
help addresg

I When to seqment
. Who to segmenl , physician, parrent, con5umer or olher. How to segment -quantrtatively or qualitatively using needs,

attrtudes, behavrour, demographrcs. psy(hographics etc. statistical options - key strengths and weaknes5es
. How to rmplement the outputs from segmentatron and

create a competitive advantdge for their companv

Who should attend?

The course is atmed at erperienced Market Researcher5,
Business Analysts and Marketing personnel from (ompanies
and agencies. Anyone can attend, but Epht!4RA Full and
A99OCrate members have pnonty for pla(e5 Agencies murt be
Asso(iate members of EphMRA at the time of the (ourse in
April 2003 in order to attend and qualify for the reduced fee
The interactive format of the workshop will allow for a maxi
mum of 30 oeoole to attend

Convenors & Organiser

Representatives from the Ephl\iRA primary Research Methods
and Training (PRM&T) Committee are conveninq and oroanis_
ing the \toorkshop as follows:

Steve Grundy'loint MD Martrn Hambiin GfK Healthcare - UK
Carolyn Fenwi(k International Ma.ket Resear(h l\4anaoer
Astrazeneca - UK

t{oyember 4-7 2(Xr3 . Repeat of Baric Introduction to
Phsrm*eullcal Mar*eting trescardr
2003 - 2 day Derk iesoardrcn Workshop

June 2003 - Conference Workshopj -
T-uesday i^o June - Value and Pricing:
A continuous Ghallenge

Workshop Ba(kground

Pricrng and value are in(reasingly viewed to be (lorely inter,
twrned. Thls pose5 (hallenges for marketrng and marketing
re5ear(h. A multttude of target audien(es has to be <onvin<ed
ot the value of a product, ea(h wtth its spe<ific drgument5
Payors often remarn an elusrve ldrget audren(e with some
trme5 mythr(al drmenstons Hedlthcare systems never (ease
to evolve EphNy'RA'r Primary Research Methods and Trainrng
Committee believe tt is ttrne to provide dn update of thes;
issues, and to stimulate a debate on the different aspects of
pr(ing and value, and its impli(ations Ior the marketing
rerear(h (ommunity

Workshop Objectives

The key objectives of thrs workshop are:
. To review the drrvers ol prrce and vd ue In pharmaceutt(als
. To provide an update on the healthcdre systems in the

mdin markets
. To discuss the impli(atrons for marketing
r To evaluate the implt(arions lor marketing research

At ihe end of the workshop all delegales should have a basir
grounding In the workshop topict outlrned and be able to put
into practrce, on their return to their (ornpantes, mu(h of
what they have learnt

Convened by Cathelne Franeau, UCB pharma, Cathy Clerinx,
Adelphi International Research, and Stephen Grundy, Martrn
Hdmblin GfK

I



Workshop Background

Establishing a strong brand is es5ential to building and marn'

tarning a 5olid (ustomer base. Buildinq and maintaining brand

eauitv is at the (ore of modern pharmaceuli(al marketrng

TuesdaY 10 June '
Brand Equity Measurement

Measuring brand equitY allows (om

panie5 to define a brand's core value

to cuslomers and which characterls-

tics dre driving value on(e a base'

lrne is set it i5 imPortant to track

changes in rts brand equtty over tlme

Changes in the quantitdtlve meas-

urement of brand equity will enable
(ompanies to as5es5 the value of their

brand investment5 thus helpinq them

to set marketing and management
priorities Brand equltY meatu re-

ment has been a cornerstone of con-
gumer research adivrly, but as yer ha5

not been fully adopted b}/ the Phar-
maceutical indu5trY

Workshop Obiectives

The workshop will address the e5sential questions aroLlnd

brand equity reiearch

1 Whar i5 brand equitY?
2 What contributes to my brand'5 equityl
3 Why Measure Brand Equrty?

4 How do I measure brand equity?
5. How do I r.rse brand equily to my advantage?

Convened by Bob Douglas-Taylor Nelson So{res,

Kurt Ebert - F Hoffman La Roche and Jeremy Lontdale-

Aequu5 Research Ltd

The Research Toolbox
Brussels - 6-8 November 2002

31 delegates particrpated rn the Resear(h Toolbox, an excellent

turnoul, from 9 different countries and 20 different compa-

nies 19 delegates were from Pharmaceutical (ompanre5 and

l2 trom agenoes

The (ourse was designed as an Intermedlate (ourse tor

resear(h practitroners who rvtrhed to develop their skills

beyond a basic understandlng The course fo(u5ed on a varrety

of re:earch technrque5 dnd applrcations requ red by the pro

fes5ronal mdrket re!edrcher

Delegates gained a better understandinq of

/ Questionnaire design and scaltng te(hnrques

/ Translating re5earch oblectlves into methodology

/ 5amPling theory and stall5tlcs

/ Cultural differences rnfluenctng research design

/ The appli(ation of proiectrve and enabllng te(hnrques

/ Analysing and InterPretrog data

/ Working wLth agencres

Course Convenors

Representative5 (onvened the cour5e from the EphMRA Prlmary

Resear(h Methods and Trarnrng (PRM&T) Commlttee, Catherrne

Franeau from UCB Pharma, BeLg um and Bob Douglds trom

Taylor Nel5on Sofres Healthcare, UK

The (ourse wds hrqnl! nlera(trve wrtl'(ase study 5es!ions

Feedback from a delegate...

Whdt drd we learn durrng the recent EphMRA trdlrling courte

"The resedrch toolbox" ?

1n what determrnes the success of a market research proJect'

one major take home messdge lva5 detlnitively that rt's a lot

about knorvrng the full market research Instrumentat on bul

also at least a5 m!ch about havLng (ommunrcallve skills dnd

standards detined

Consequently, the course did not loctrs solely on the pre5entdtlon

of the market research in5trument5 that are avai ab e throughout

the life (ycle of a phatmaceutical product, but put 5pecrd empha

5rs on the fa(t that t rs (ommun (atron that ultrmately !v ll deler

mine the qlalitatve outcome of dny market research a'trvty

Only in a trl.re parlnersh p bet!'leen aqen(y and pharmac€utr(al

company will market fe5earch a(tlv ties be opt ma ly re5olved'

This w I be achreved for the benefrt of both partne15 Fronr the

implementat on of dtttinct comm!nr(ation standards evenlua Ly

turther 5takeholders on both 5rde5 !1/il profrt

In additron u/hat rea ly made thrs course worthwh le was the

great opportun ty to meet other market researchers from all over

ihe world, wh ch were more or le5s at the same 5tage of therr

professrona careers we enloyed a frrendly and open atmosphere

and could make many interestrng conta(ts that mrght turn out use

ful at many occasrons during future market research prolects

In summaryr A good workshop with excel ent and lvell prepared

speakers, wel organised by the PRM&T comrn ttee

Markus Koster
Bu5rness-, l,4arket Re5earch & Analy5r5l\4anager Merck KGaA 6errndny

Many thanks to all the spedkers who (ontrrbuted to the

su(cess of the cour5e:

SANDRAMdULIFFE AstraZene(a
CAROLYNFENWICK AstraZene(a
AILAN BOWOITCH Ma.t r qarrblra GfK

ANNE DELANEY Datamon rtor
HOWARD PARR fu4anin Hamblin GfK

JANE SHIRLEY In5ight Medr(al Research nternatrona

MATTHEW NEWMAN ''5rqhl Med (dl Resedr(h l^ter-dl ondl

LORNA WALTERS NFO N.4iglrara Kaplan

VASOULLAGEORGIOU Adelph InternatronalResear(h
KURT KESSLER ZS Associdtes

GEORGES ANDRE UCB PhATMA

CATHY CLERINx Adelphr Interndtional Rerear(h

ln the next edition of the newsletter there wrll be a full
urrite up about the course from the convenors



'fTCITYIf)UNS:

a solution to the spiralling costs of conjoint studies?
(irn.lotnt \tldtc' huc hctrrrnr: 'r, crJrunrirc.
rllrlrr\ eonlfrJntc\ ri t n0 lonqcr tllilfJ lllcDr
loflunalcl\. rc!cnl r!\citr(lt .hr'*, tltlrt
srntplcr unrl ntuclt lcrr crncn:rrc tcchnrqucs
itre:tt lcltst ltr 1.t(\(l

\l hat is a conjoint stud\ ?

\ cLrr)l()rnt \tu(l\ rnrolrc. rhorrrn{ rc:,pon-

dcnt' pr,rdu.r protilc. and u:.krnr.: rhcnt trr

llldr(llC lrn ir \tflcl\ ()l \J\\l h(j\ ntu(h
thcr lrkc t'r prqlu thc\c ulrcnrurir.'frrodLrct
protilc\ SlJtt\ll.\ urc rhcn u.etl lo !\otL oul
tllc contfrhuttlnt tltirt clreh Jrr'otltret lttrihutc
l\ rrirltn! to thc rrr crirll ' lrLcJbllrt\ " ol lllr
n[(\lucr( ll

\\'hr arc thrr so popular?
-lhc 

!rcitt Lhrn!:,rhoLrt c(rr)l(rinl slu(lrc\ l. lhtt
o !c \ou In()\\ h(r\\ otttc]t lttrr gtren

nl(\lLlet ilttnburc ci)nrrihutc. to thc likclhrl,
rl\_ rrl il nr()Jrlrt. \(rU f.rn c\ltnllt( lhc hc-
.rhtlrl\ ol rn\ nr0rluct frrolllc lhrrr roLr can

rrll:rrLrnc - lrlr, lllJl (rl llt!' unctpcctcd nc\
!()nrfclrt(rr \rrrl. roLr tlrn qrr.rntrlr thc hcn,
clit ol rrnprrrr in-u rotrr pn,.lucr' prolile - :irr,
lront l nr Inlccltrrlt lo ()ritl itdnlnt\lritlon_

\\ hr arr tht'r so crpcnsirci)

L o!)l(rnl \tU(ltf\ Jrc \Cr\ c\p!|l\l\c hC(tLtsC

l\hcr lft)pcfl\ norrcrcd) rh rc(lLlrrc hir
:unrplc' llrcr nccti rhe.c hru rantplcs
l)rcitu\a tht\ rnlcr tlrc uorrlrrhtrlrrrrr Io rrr.c-

ruhilitr ol caeh arrrrbutc br \rltr\lrc\ \l\o.
bctlrusc ol rhtir lrrtrplcr.rtr. thcr rcqtrrrc
c\pCn\l\ r llec-l{r-lucC inrcrr rCrr.ll }

\\ hat is thc sinrplcr altrrnatirc?

( ,rrl,'lllt ,t.r(1t... .rrt rrrtlrriil t(illntquc.
lhc\ d{}l t .rsl Itrrs rnrpLrrtunr rlilli'rcrrr
nRrLluet rttflhut!. nrc. thcr rnlc'r Ihrs rr:rnr.l

\lllu:lre\ lllc ul{crrrurire i. l(} .t:,1 lirr lhi.
tnlirrrnlrlrrrrr rlrrcctlt Ihc lirreelr.ting lrtclr-
llrrc i. lill ol c\i nfrlc\ ('l \riuscflD!l\ \ rr-

plc tcchnrque. bcrrrg.iu't us grlrrl .rs eonrplcr
leitrlcnrre leehnrque. ({ )nc .tntu\tnt c\llnt-

plc a rtLtrlr rcucltlr .ltoscrl th.Lt ruthcr rltrn
Ltstng hrrrtc uortrnlcr qLlc\tionniirrc\ lo drt!r-
ntinc tl pittt,:nt' \\crf (icnrcrrc!1. it r' 1,r'.rr-
hlc to rrbtltn cquullr lceulrtc irn\\(cr\ h\
irrkrn! l.ln!l! quc\tton lhc qLrcrtron
'' \tc rou tlcnrcr.cti ' r

Can sonrething that is less compler
and much less erpensire reallr be as
good as a conjoint l
I hc rt lir tr' unsrr cr this ir lo pcrlirnn u .r s-

lcrlltrc rc\ tc\ " o1-lhc acitdcmic lrlcraturc to
lrrrrl lirr rndcpcndcnl sludics co lpdnns
tlr!'\c r\\o t\pu\ 0f tcchnrquc fonunlrclt.
\UCll il \\\lClllitlta fC\tC\\ \\it\ fCCCntl\ DCr-
lortrcd h\ Prolc\\of llcnrrk Sattlcr ol tht'
[. nr\ cr\rl\ ()l Jcnnl(.1) \\ hilr drd thc rc\ rc\\
\ho\\ ' Ir .h(r\ud rhur rhe sirrrplcr anri Itss
c\Pcn:r\c \ell-c\plrcatccl rludics urc Jr lr!\l
ltr lood ils !onl(r lt \ lc\\ \ludic\ lit\ourc(l
\clt-c\pltrillcd. :r Icrr studrcs litorrrcrl con-

lornt irnd rr{).rt shorrcd n0 dillircncc
but\\ ccn thc t\\ o tcchnl(luc\

Results from 23 independent studies

Sqi 6r*ated 8dr eqtrfty Co.rjqlt httrl
b.nfl good

llorrcrcr. scll-crplicittcd \tUJrcs |l]il\ actu-
rtllr hc rupcrror to c('ltl()tnt :lu(lic: .\

nrrnoritr ol-studicr Lrol,cd al rcill \ono
trlthcr lhun luhr lirrcc.L:t: llcr.' :cll-crnli-
cillaLl \tudtc\ rrcrC llslNr as gortl ir or
bcttcr thirn !onl()rnl:lnd nc\cr !\('r\c

\\ hat is thr signifirancr of this for
market rosearchrrs?

I hrsL' rc\ull\ \u!l!tc\l thlrt ntlrrlct rcsclruhCr.
(ln 

-rct lhc \iintc cn(rnlo{r\ hcncllt\ ol coD-

l,tllll ,ll ir lfi,il,rrtr ,'l lllu i,r\t h\ u\tn,.: lhC \itI-
pl,.'r. 'tltttstttlllr lc\\ !rCcd\ xn cit\tcf lr)

tunrlcrstanrl llrlhodolo!) ol rcll crplrcutucl
.tu(lrc\ lhc onl\ pr('hlc|t \ttth \cll-c\fltcnl,
c(l studrc\ t\ thc llel rrl l cirtcht nanrr.'

(;nn.lohnson
lonhlnrrl()n
txa\ rr tfltitnnillton co ul

Johnson. (i . [:r idcncc Bascd

Forccasting Ior Pharmicctrticals

1999. tlcnlo on Thirmcs. England;

lnpharmation.

Lrban. (1.1,. and J R llaurr'r. Dcsign
itnd iUarketing ot \crr Producrs

1991. Enqic*rxld ( lifl.r. \cu Jcrso.
Prenticc [{al

Sattlcr, H ud l{cnscl Bomcr.,\
contpilnson ol conjotnl ntcilsurcrncnt
rr ith scll'-cxplicarcd lpprolchcs. rn

( on1oinl lllcasur!'mcnr: llcthods ud
r\pplicarions- .\. (;ustal.\son.

.\. llenmann. irnd F Hubcr. Fclrrors

100 J. Springcr-\c'rlag Bcrlin:
Ilcirlclhcl:

I
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The Associate Member brochure inviting
you to join EphMRA was mailed out

in October and is available on the

web site http://www.ePhmra.org
where you can applY on line'

Any market research or business Intelllgen(e dqency/sLlp
plier whose activity en(ompdsse5 health(dre marketrng

research and/or bu5ines5 intelligen(e, and whose actlvltles

are mu ltrnat ional in s(oPe

Members of a(ddemia, universitles, etc

Associate Membership fees are linked to the number ot

employees worldwide as follows:

Annual fee in CHF 3El(5 r,.r,r !

Up to 1 emPloyee lvorld w cle

Up to 3 emPloyees \./orld lvrde

Up to I5 cnrPloyees !/orld !\rrde

Up to 50 errtPloYees worli:i \,1,rclc

Up to 150 enrployees ivorld rvtde

Up to 250 enrPloyees \'vorld !,'oe

More than 250 emPloyees wor d ',r'de

Membership will be lrnked to the company aodress dno a

maxrmum of 3 sites wrll be d lowed to Jo n per company A

maximum of 8 persons per Assocrate filember may regrster at

lhe members fee for conference5,lnd irdrnlng cour5es _

remarnrng delegdtes to p,ry the non rnembers Iee.

For tho5e dpplyrng as compdnre5 $.' th 1 or up to 3 employee5

the membersh p dpplie5 only to lhe nanre on the application
{orm and t not transferable

The nrembership year run5 front 1st O(tobcr to 30th September

the following year lf you lorn n Febrr.rary you r"'rll need to
renew your membersh p on lst October thc sarne year

Member5hrp \rurll be dutomatrcally renevJcd at Ihe end of thc
nrember5lr p year An invorre for fees w I be ls!ued unle55 you

6ous q6lqqlled your ntembcrshrp by h.'tvrng prior grven 6

month5 lvfltten noti(e to leave at the end of 5epterYrber

Asrocrate nrember5 u/ | be adnr ltecl on the bds s of the to otrrnq

I Can attend the AGM to hedr (ommrttce reports ano Inc

rna cornpdny foru.n.it the AGM

I Member5hip Committee

Th s commrttee lvrll be rlrt ated dnd dr ven by the Asso( ate

members to prov de a veh (le for their 'vorce .'lnd they w ll be

lorned by the EphMRA P,lst Pres dent to provrde ,'l (lo!e I nk

betlveen the MerrtllershLp and ExecLlirve (omrn ttee By Invrtd

tron, thrs comm ttee w I fegularl! glve representdtlon to the

Erecut ve Comrnrttee .lt the Exe(ut !e quarterly meetllrqs Th s

qrve5 the A5so.rate nre|nbers grc.lter nfl!en({] on €phMRA

act vrt es dnd more denrocrd(l

I voting privileges

bers a vote {eq st.rtule chdngesl

I Committee membershr P

Certain conrn)ittees v'rrll of{er Asso(iate membe15 the oppor-

tunity to Jo n dnd th s r"r ll be according to the established
rules of e:rh (ornm ttee Some commlttees may be closed to
Asloqate l.nenrber5 Associate mernbers are also able to apply
to rf thc' Conference Programme Committee, the Foundatlon

Bo d and the Strategrc Eusiness Analysis Committee The

PRM&T Commrttoe, already with agency members for some

trme no!J, fras drawn up guidelines on workinq wlth agency

membefs orr commrttees and other comm ttees may use these

as .r bairs tor their or^rn gurdelrnes

I New Committees

OpportLrn tres to Initiate and drrve new (ommlttees are

avar ab e and could be formed with Associate nrenlbers to
provrde valuable Servr(es to all members- Topics such as

Forecast ng or Business Intelligence are possible areas tor
ne,"^i commiltees once approved by the Executrve conrmrttee

I Foundation Proiects

A(cess to Founddtrotr projed results as and !'rhen avaLl.'lble

There 9 no onger a separate fee to join the Foundatron

I EphMRA logo

Assocrate members wr I be able to use the EphMRA o9o on

their publ (at ons 5r!ln fyrnq they are an Assoclate merYrber

this rvr be supp red by EphMRA In an electronic f orm.rt Th s

logo only s gnrfres rne'nrbership and does not corr5t tule
endor!enrent by EPhMRA

r EphMRA News (fatmerll the FoLtndatton News)

Menrbe15 (an nc ude rn an Assoc ate Menriler! prol le !e(tlon,
lheir oqo ,rnd d shori wrrte trp.rbout the r a(tlv t e5 Ofrce a

yedr the frrll lr5i Jnd detarl5 of nlenlber5 !J Ll featLlre dnd there
afte r 5UbleqLre|lI edrtronS lutl the r)e!'r mcmDer5 Jo n ncj

I E phMRA Yearbook

All A55orate Menlbers !1 | recetvc ore pdper cop!' ot Yedrbook

5t.rrt nq |l 2001, the Yedrbook cotrld be dv.lLl.rble n tlre FLrll

and A55oc aie Members 5e(tron of thc lveb site 
'.^, 

th rnks tronl
agerr(y entr es to the r o\,!Ii e\'entsr'(otlrses et(

I

I
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a Web site

There will be created a Member5 area in the web 5ite,
ac(essible by Fulland Assocate members What is included in
thrs area will be suggested by the Membership committee
and approved by the Executive The current Full members
area ot the web site containing the full committee minutes
will rematn exclustve to Full members only

As a member servtce on the web 5ite it wtll be possible to post
up lob vacanctes on the web stte on a complimentary basis.

I Confe.ence and Training Course Fees

There wrll be attra(tive {ees for the annual Conference and
Trainrng workshops with Ful and Asso(iate member fees equal
This meang thdt Associate members sendrng higher numbers of
delegate to the (onference will benefit greatly by becoming a

member - they will rave more money on fees by
becoming a member. Those who are not Full or
Associate Members pay more. For the Agency fair
Exhibition Asso(iate members will pay a lower
registration Jee than non members.

Payment:- The relevant amount for your member-
ship should be transferred into the EphMRA bank
account as follows:

U85 AG, Aeschenvorstadt t, 4002 Basel, Swrtzerland
Account Number: 0292 10260805 0,
Account held in the namei EphMRA
Bank Swift <ode is UBSWCH ZH40M
You musi pay the bank transfer fees sorry, but we
are unable to accept (heque5 of (redtt card payments

It will speed rhrngs up r,f you fax a copy of the
bank transfer document to EphMRA An invoice
will be issued for your accounts department
once payment has been received

Membership benefits will be(ome avarlabte
onCe pdyment is re(eived not when the appli,
(ation form is received.

lf you have not previously been a member of
the EphMRA Foundation you may be asked to
support your applrcation by supplying the
names and addresses of two current pharma-
(eutical/healthcare clients - this rnformation is

treated In confidence You will be conta(ted
about rhis i{ necessary

All Asso(rate Members should read the
Assocratron's Slatute5 whi(h give dll detatls on
the (onstitution at www ephmra org

Asso(rate member5 agree to dbide by the
EphMRA and ESOMAR Codes ot Condu(t for
Market Research

Please address membership queries to

Bernadette Rogers
Minden House
351 Mottram Road
Sta ly bridge
Chesh ire 5K 15 255
UK
Tel 0151 304 8262
Fax 0161 304 8]04

E-mail . Mrs8Rogers@aol com
Visit the EphMRA web site at
http://www ephmra org/

I

Membership Committee -rnEerested in Joining this?
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The EphMRA web site has recently been updated and modified to
accommodate the new Associate member status.

The frrrt page you see when visit the site merely invites you to

Enter the 5ite '

fl
a

E .' }|7 

---
--
I

--

Cli(k on lorn EphMRA - takes You to
the details for Full or Asto(iate
memDer5n rp

Training workthop5
Regrster on-line lor all our Tratntng
pr09rammes

g .r- 3 g.+ rl 9r s

-\

where you are taken to the Site Map whi(h can

help you to locate the pages you are looking
for Here are some lips to help you make

rhe mo5t of the web site dnd find what
you are looking tor

Annual Conlerences
the <onference registration and
programme detarls will be avdilable
in January 2003

Members Forum
As a Full or A59o(iate member you have

accesr via your password to thlS area

Skylark DeJign
The (ompany who maintain and update the web site

Publication5
Here you (an a((ess the EPhMRA

Code! of Conducl, Lexr(on, and the
EphMRA Newsletters (back copies

inc luded)

Member Servi(e5
ReCrUttment - advertr5e here your
job vacancie5 free

Articles published In the EphMRA news do not
necessarily refle(t the opinrons of EphMRA
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Q12-14 MARCH 2003

Intermediate Pharmaceutical Marketing

Conjoint and Pricing

Madrid, Spain

10.11 APRTL 2003
'Effective Segmentation' PRM&T Spring Training Workshop

Brussels, Belgium

11-13 JUNE 2003

EphMRA Annual Conference

Madrid, Spain

4.7 NOVEMBER 2OO3

Basic Introduction to Pharmaceutical Marketing Research

Brussels, Belgium

Full details on the EphMRA Web Site
www.ephmra.org

Research Course




