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Contact Us

Conference Registration Hotline EphMRA Committee Meetings 24/25 june
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| Tel+41 26 402 58 81 EphMRA AGM 26 june am
Fac +41 26 402 58 82 EphMRA Agency Fair 27 June
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THIS YEAR
GOODY BAG PICK-UP
AT AGENCY FAIR

Company Delegate Goody Bag -
at the EphMRA Conference
Sheraton Hotel, Brussels,
June 2002

Vvhy not iNsert your promouocnal item into r/“

the compary delegate Goody Bag’ | L
ir

. you can advertise your COmMpany ’

e all hatre atranding from a

pharmacental company 1|

all those receiving the Goody Bag
are your potential customersy

© your gife will serve 13 a nice ade
memoire

this enabies you to pramaote your
company and logo

© it cotn you nothing L2 do this -
except provide |40 wems

if you find this interesting then contact:
Bernadette Rogers, General Secretary on 0161 304 8242
or email to MrsBRogers@cs.com

FOUNDATION NEWS
EDITOR WANTED

We are looking lor a new Foundaton Sews bditor - the
joh Lists tor 4 cchions and <o we would Tike ot
apphications [or e post Irom agemey excoutives

Please contact EphMRA for an
application form

Facts & Figures

about the Newsletter publication

Copy/Advertising Deadline: July 12th 2002.
The next edition will be the post Conference
Newsletter issued September 2002.

Advertising rates and details are as follows:
Four colour and B&W ads can be carried.
Prices are quoted in Swiss francs.

Quarter Page Half Page Fuill Page
[ 300 CHF | 500 CHF 800 CHF
[ our Colour | N/A 750 CHF | 1200 CHF |

Prices do not carry VAT
(EphMRA is 1 Swiss based Association) and invoices will be
issucd n Swiss francs - vou transfer the relevant amount into
our bank account {details of which will he on the invoice)y

PLEASE READ - AGENCY FAIR 2002

TMPORTANT]

I

The 2002 Programme Committee has evaluated and discussed many suggestions
from members and agences about the conference for 2002 One important
decisicn has been made about the agency far for 2002

A number of major conference sponscrs and agency fair exhibitors asked the
Committee, follewing the fair in Athens 2001, to consider opening the fair to
pharmaceutical company delegates and agency exhibitors only  Thus agency
delegates who have chosen not to book a booth space will not be able to attend
the fair in 2002 but this does not affect attengance at any other event at the
conference

The agencies who approached EphMRA abeut this matter felt that the agency fair
should be available only to those exhibiting. EphMRA has decided te suppart the
idea and in 2002 the agency fair will be open only to those agencies who reserve
1 booth space

To facilitate booking there will n 2002 be 3 price levels for fair booths

- the current standard single/double space

- the current small agency space fee (avalatle o those agencies who qualify)
- a new (lowest) priced booth for cne person consultants freelancers

VWe hope that most agencies will appreciate this new initiauve - which has come
abour because of agency request If you would ke to discuss this further please
feel froe 1o contact your agency representatives on the committee Allan Bowditch
Maren Hambhn (bowditch@marunhamblincom) or Julie Buis Aequus Research
buisi@aequusresearch com)

Many thanks
Bernadette Rogers
EphMRA General Secretary
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24 JUNE
Brussels, Belgium
Annual Conlerence
Segmentauen - How o
Eflectively Target and
Promote 1o the Customel

24 JUNE
Brussels, Belgium
Annual Cenference
incernet Research; Pushing
<he Boundaries

24 JUNE
Arussels, Belgium
Annuai Conference
Positioning Geruing 1t Right

t OCTOBER
Papers subrission deadiine
2001 Conference
Shaping the MR Puzzle

4-8 NOVEMBER
Brussels, Belgium
{nrermediate Pharmaceutical
Markeung Research Course
The Research Toolbox

12-14 MARCH
Madrid, S5pain
jntermediate Pharmaceutical
Markeung Research Course
Conjoint and Pricing

10-11 APRIL
Brussefs, Belgium
Effecuve Segmentation

PRM&T Spring
Training Workshop

11-13 JUNE
Madrid, 5pain
EphMRA Annual Conference

4-7 NOVEMBER
Brussels, Belgium
Basic Introducuion o
Pharmaceutical
Marketng Research

X

Eph™MRA
Tel +44 141 104 8181
Fax #44 141 304 8104
E.mail: MrsBRogersi@cs.com
Web site at hetpdiwww ephmraorg

HOPE YOU
ALL
RECEIVED

THE EphMRA

DIARY IN
THE MAIL

THIS SHOWS OUR

EXTENSIVE

PROGRAMME OF
TRAINING COURSES
OVER THE NEXT

YEAR OR SO.

STOP PRESS . STOP PRESS

BRUSSELS JUNE 27
AGENCY FAIR
RAFFLE WINNER

The first 25 agencies to
book and pay for their
stands in Brussels were
entered into a prize draw -
the prize being an extra
booth space at the agency
fair on 27 June.

The winner is:
I+G Health Research

Congratulations -
1+G Health Research
now have a double
exhibition space for the
price of one space.

STOP PRESS . STOP PRESS

CONFERENCE SPONSORS

EphMRA are most grateful to the companies below who have gener-
ously supported the Conference and AGM

SOLE SPONSCRS - COFFEE _BREAKS
Martin Hamblin GfK

SGR international

SOLE SPONSORS - POST CONFERENCE NEWSLETTER
Martin Hamblin Gfi

SOLE SPONSORS - WELCOME COCKTAIL PARTY
1+G Infratest + GfK Suisse

SOLE SPONSORS - BRUSSELS CABERET EVENING
WITH GALA DINNER 26 JUNE

IMS

CO-SPONSORS - EphMRA MEDIEVAL
EVENING 27 JUNE

EphMRA, SSRI, Medistrat

SOLE SPONSORS - AGENCY FAIR LUNCH 27 JUNE
Taylor Melson Sofres Healthcare

SOLE SPONSORS - CONFERENCE BAGS
Isis Research plc

SOLE SPONSORS - CONFERENCE PAD
I+G Health Research

SOLE SPONSORS - LUGGAGE LABEL
CAM

SOLE SPONSORS - FINAL CONFERENCE PROGRAMME
Healthcare Research Partners

SOLE SPONSORS - CD-ROM OF CONFERENCE PAPERS
NOP World Health (NCP Heltticare Strategic

Markeung Corperation:Market Measures Interactive)

SOLE SPONSORS - CONFERENCE SIGNAGE
Isis Research plc

SOLE SPONSORS - CONFERENCE PEN
Psyma International Medical Marketing
Research GmbH

SOLE SPONSCORS - DELEGATE LIST
Martin Hamblin GfK



| JHiydlarie on PRM&T Activities

New Member

We are pleased to welcome Jill Gregson of Novartis and
Carolyn Fenwick of AstraZeneca to the committee.

WE STILL NEED MORE MEMBERS

i you are interested then please contact janet Henson
00 41 256 402 58 81 - hensonschnee@bluewin.ch

THE COMMITTEE 15 ORGANISING
AND PLANNING THE FOLLOWING

COURSES - see the EphMRA website for more
details call Janet Henson or Bernadette Rogers

November 6-8 2002 - Brussels -
intermediate Pharmaceutical Marketing
Research Course - ‘The Research Toolbox’
The speakers for the course have now been announced,
and the full registration materials and
programme have been mailed, and are
of course live on the www.ephmra.org

Workshop Objectives
This course is designed as an intermediate course for
research practitioners who want to develop their skills
beyond a basic understanding. The course will focus on a
variety of research techniques and applications required by
the professional market researcher.

Delegates will leave the workshop with a better
understanding of

* Questionnaire design and scaling techniques

e Translating research objectives into methadology

s Sampling theory and statistics

s Culwral differences influencing research design

» The application of projective and enabling techniques
& Analysing and interpreting data

* Working with agencies

Who should attend!?

The training course Is aimed at researchers who have
either awended the Basic Training Course, or who have
over | year's market research experience

Convenors & Organiser

Representatives are converung and organising the workshop
from the EphMRA Primary Research Methods and Training
(PRM&T) Committee: -

Bob Douglas from Taylor Nelson Sofres

Catherine Franeau from UCB Pharma

Janet Henson, Workshop Organiser,

March 12-14 2003 - Repeat of Intermediate
Pharmaceutical Marketing Research Course -
Conjoint and Pricing - at the Melia Castilla Hocel,
Madrid, Spain.

April 10-11 2003 - ‘Effective Segmentation’ -
Annual 2003 PRMA&T Spring Training
Workshop - at the Sheraton Hotel and Towers,
Brussels Belgium

Workshop Objectives

This course is designed as an intermediate course for
research practitioners who want ta develop their skills
beyond a basic understanding. The course will focus on a
variety of research techniques and applications required by
the professional market researcher,

Delegates will leave the workshop with a better

understanding of

¢ The value and uses of segmentation in strategic and
tactical development.

s Important considerations before embarking on market /
CuStomer segmentation.
Outputs desired and inputs necessary

& The value of qualitative research to feed quantitative
segmentation

e Key analytical segmentation technigues (pitched at a
researcher level not advanced statistician level).

¢ Dara collection methods suitable.

Who should attend?

The target audience for this intermediate course 15 those
who have been working in an international pharmaceurical
market research department or agency for 2-4 years

Convenors & Organiser

Representatives are convening and organising the workshop
from the EphMRA Primary Research Methods and Training
{PRM&T) Committee: - Stephen Grundy - Martin Hamblin
GfK, Carolyn Fenwick - AstraZeneca and Janet Henson,
Workshop Organiser.

November 4-7 2003 - Repeat of Basic
Iintroduction to Pharmaceutical
Marketing Research

AT THE 2002 CONFERENCE IN BRUSSELS WE
ARE ALSO ORGANISING THE FOLLOWING
WORKSHOPS: -

Internet Research: Pushing the Boundaries -
June 24 - Internet workshops have become an estab-
lished part of the EphMRA AGM agenda over the last

few years. The focus for this year is more participative than
in previous years involving delegates completing an onkine
guestionnaire, break out discussion, and live debare. Fresh
topics such as advanced methods. Paradata and emarketing
will also be covered. Emphasis will also be given to case
study material

il

EUROPEAN PHARMACEUTICAL MARKETING RESEARCH ASSOCIATION
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Positioning Getting It Right - June 24/25 - this
is a repeat of the PRM&T autumn 200! warkshop

IN ADDITION THE COMMITTEE HAS JUST
COMPLETED THE FOLLOWING PUBLICATIONS

The reaction to the recent PRM&T publications of
‘Managing A Market Research Project” and ‘Research
through the Product Lifecycle’ has beert very positive
and many extra copies have been ordered fram
Bernadette You can sull order extra copies - here 1s
a reminder of their content:-

‘Managing A Market Research Project’

gives guidance to both pharmaceurical company market
researchers and agency researchers, as to good practice in
running research projects, The aim is to improve communi-
cation, working practice and to ensure that projects are run
to the satisfaction of all parties. The PRM&T Committee
drew up this brief with parucular assistance from Martin
Hamblin GfK and Taylor Nelson Sofres Healthcare,

‘Research through the Product Lifecycle’

is an update of the previously named 'Strategic Guide to Identifying
and Researching the Influencers on Pharmaceuucal Prescription
Products’ The publication and accompanying wall chart is designed
1o be a gurde that illustrates the main groups of influencers on
prescribing a pharmaceutical product. It also highlights the types
of marketing research projects that could be conducted during
the life cycle of a prescription pharmaceuucal product

| 3 MrA S

———
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The update of the **Options For Training" database is now

completed and 15 published on the wet site. This compnises of a list
of Marketing Research courses with content, venues, fength, pricing
and target audience  If your agency offers any courses and would

like o receive a questionnaire please contact Bernadette Rogers

I7th - 18th January 2002

ayiew

The two day EphMRA PRMAT Intermedute Level Forecastng traming
course co-convenad 9y Stephen Grundy (Masun Hamblin GO and Ulneh
Woster (Bayer) was 3 success its biend of presentanons, discussions and
workshon actvities provided mch

The course set out to further delegates knowiedge and understanding of
forecasting to enable them to adwvise then interral persennel and custamers
more effectively  Farccasts will always be wrong But wieh skills and appiieg
knewledge the oian s oo mprove forecastung to reduce error

The forecasung cycle was reviewed by Paros Kantzalis (Novarus Pharma;
from strategic tong term) o operauonal ishart termil, examining oplimum
approaches to dffering forecasurg stuatiors Concal success facters and the
who why what where and how af lorecasting were effectively demaonsurazed
mcloding how to act whena wrend fracture or trend shock — Gleurs

Terry Hardy (Radmes Lid)y reviewed "Getong @ Dore  with an sverview
from the development of a ferecasung plan ta follow-up and re-emphasising
tiesmportance of objective setting. A strong review of Inear forecasting was
delvered ana Terry graphically demonstrated the importance of reviewing
forecasts reputarly
orobably changed

if 3 pomts are higher or lower ther somerning has

In forecasung confidence stems from rabustness  saig Rickara Murgatroya
iMatzson Jack Groupr as he stazed the imporzance of constructng models
whsch bave patent as well 3s volure sales inputs

Inputs for forecastng can ve vaned, Alec Flaney (AstraZenec:) & David
Pearman (MH GAMMA) showirg that delinng and understanding the market
15 vital for success The forecasung model template should imclude all facets
patient llow cluding popwlaton, prevalence, diagnosis, total treatment drug
Ueatment by class taking into account mang and cemination therapy and
Brand level assumpticns

Some mylhs were unceovered (oo

o Accuracy £ Precision = Quality

e Consaltants are not all seeing oracles

+ Comprehensive camplex madels are not necessarily more accurate
» [t s not casy to know. pred:ct or measure the accuracy of a forecast

Alec Friney aiso provided interesting views on wnproving forecast quality A
guality forecast s fic for the purpase of deasion making - managing risk and
Markeong comparnies should focus impraving
forecasung quality i the short term (up w 2 years) and glebal teams upon
imiproving long term forecasts (up 1o 5 years)  Alec said. “con € confuse busi-
ness 1argets with the forecast and stressed ' you can't forecast your way out
of trouble

resource ailocauon s vital

There are many pitfalls in forecasnng. Ulnch Wasten highlighted the traps in
ume series analysis & dencfied them through patiern recognivan

The course ncluded interactive sessions ané actual forecasung was pracused
n the workshops run oy Frank Cuoco (Dynamic Research Soutonsiens Inc
The teams showed therr creatvity, but alse then understanding of the impact
of the "exit level” forecast

The group agreed that suzcessiul orgamisatons operate with one data set and
atways document ther assumptions Mareover, critical to suczess 1s serar
management suppart. 3 clear understanding of the customers requiremients, a
scund and agreed process links from strategic o operauonal forecasts <ross-
funcuiznal consensus, and reporting and acung upon forecast varance and fare-
CAsT accuracy There must be a willingness to take denisons and make
changes (1 deiegare)

Stephen Grundy

Mason Hambin GIC - o and on behalf of the EpaMRA PRMAT Committee
Course convenors Ulnch Wuster - ulnich wuesten uw @hayer-ag de

and Stephen Grandy - steve grandy/dimaranbamblin co vk

EUROPEAN PHARMACEUTICAL MARKETING RESEARCH ASSOCIATION




Researcher - Get out of your box

This column is meant to stimulate new thought and lock
at some of the criticisms that research faces.

To kick it off | rang some colleagues in European marketing posi-
tions and market research agencies and asked them when they last
felt that market research had thought “out of the box™ in a way that
had given a competitive advantage.

Interestingly, the agencies had numerous case histories. Some of
my client market research contacts could mention instances, but
only one of the marketing managers | spoke to could identfy how
market research thinking ‘out of the box" had helped.

This, | hear you say is hardly a comprehensive survey and | certainly
wouldn't put it up as anything except anecdotal but. if representa-
tive, it asks a few questions.

Is it that, as market researchers, we market ourselves so badly chat
our innovation is not recognised’ Is it that our innovation is not
creating actian and so is regarded as meaningless and ignored? Or
are we quite simply not thinking outside the box!

Does it matter if we don't think out of the box! | suppose we
could ask ourselves why bother to be on the planet - why did God
give us a brain! Yes, to me, it does matter that we add value and
are not just managers of a process!

A good test for yourself is to think over the last working day {or two) -
how many times did you put a stop to potential ‘out of the box’
thinking and how often did you encourage it? If the latter is bigger,
e-mail me, | will report how many 1 received in the next issue.

To prove that we do sometimes think out of the box we have put in
some examples. These have been given to us by a number of agencies
and clients, Some may seem more out of the box than others

Thinking out of the box

Using actors to act out a product. letting the doctors direct the
action to understand the brand character.

Using Focus Vision on the net for international research with real
time digital translation.

Faced with understanding patients views in a teenage market using
interviewers involved in child counselling services to improve the
quality of information collected.

When using brand projective techniques choosing ones which
interrogate all of a respondent’s five senses including taste. touch
and smell,

Separating the views of future thinkers and laggards in all product
development research,

Creating segmentation which is easier to implement by using moti-
vations and psychographics, not simply attitudes or behaviour.

PBIRG DIARY

September 23
Industry Networking Reception

tBasking Rudge ND i’-\“i;l
/]
October 21-22-23 2002 rPEIRG

Fall Education Workshop

(Princeton Nfi

Pharmaceulicat Business
Inrelligence & Reaedich Group

Integrating results of the debrief
into action by using neurolinguistic
programming (NLP) based moderation -
as part of an immediate post

debrief workshop

Creatng market research that is publishable
in peer reviewed journals - one example here
was a product wishing to "own” improved quality of

life. examined factors affecting Qol and then had this published

When using role play do it in threes. giving doctor, patient and
observer feedback

Doctor - recruit a doctor incentivised recruitment.

Driving a coach round and parking outside seminars to grab doctors
as they finished and conduct interviews on the coach

Using good guy / bad guy interrogation techniques for certain topics.

If you would like to contribute out of the box examples please
email me

Kim Hughes
The Ptanning Shop International
kim.hughes@planningshop.co.uk

Ep/MFA

European Pharmaceutical
Marketing Research Associalion

In Brussels during the week of the conference
24/25 June
Positioning - Getting it Right

24 June
Segmentation - How to Effectively
Target & Promote to the Customer

24 June
Internet research - Pushing
the Boundaries

6-8 November
The Research Toolbox. Brussels, Belgium

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

ONINIVYHL




NO NEED TO SKIP

THE DESK RESEARCH

Each of us has learmed thar when vou start @ new
mirkening rescirch project, the Hirse step s 1o start
with the collection and review of secondary intor-
nvtion { intormation that thae already existsy. But

how often does a4 rescarcher ump mta praman
work without reviewing the secorndany informuton?
When o muarken research agency receives g request
tor proposal 11 will not automancally review sources
that alrcady exist. Because these sources belong 1o

other vendors? Because their expenise is priman
research? Because it s assumed thar the client has
already gone through this process? Tuke ¢ure
primany rescarchers! Ofen there has not been a

Bl ES E

+ rhiv el I S
B~ .r‘.).fk.: ==t J

NMOVARTIS GlLOEA
1
TEAM WINE AWAIRID

Dr Panos Kentzalis as member of the Novartis
Global Sales Forecasting Team has won a

prestigious internal company award - the
first Global Marketing Team Award - which has been awarded
“for an outstanding team effort which goes beyond the call of
duty and creates bridges betweer groups and departments’

The Forecasting Team was said to have “estabhished a credible
and consistent process for bringing bottom-up unit forecasts
from the CSC's together into one global database. The Team's
diligence has improved the data quality to the extent that oth-
ers can rely on the forecasts for fact-based decision making”

Congratulaticns te Panos and the other Novartis Team members

proper analvsis of secondary intormation. Somenimes
the client does not know where to find this milorma-
non. and somceomes tight deadlines torce vour clicon
O jump o priory rescarch

In many agencres there is e knowledge on sccondary dava <ources. Will this change now that vendors of sccondan
information start to distribute their data through Internet? Sources wirh ssndicated cesearch (market rescarch that s
conducicd on behalf of several clients) have alwayvs been difficult 1o find, My mam belp in identifving these sources
are the membuers of EphMRAS medical data committee and their Review of Syndicated Sources. And now | lound an
Internet source that provides me wath an instant ovenview ol healtheare reports from virious publishers. | have found
quick mtformation. good value for money. What are vour cxperiences with marketresearch.com?

Nicolette Hunskes
NI
n huiskesi nhic nl

Via Nizza, 152 - 00198 Roma e,
M E D | - PRP\G MR Tel. +39/06/845551 Fax: +39/06/8411850-857 _:;.r“°
FROM INFORMATION TO KNCWI EDGE E-mail: medipragma@medipragma.com I L

Internet: www.medipragma.com ", e 91




Musing on Models

Dear Colleague,

So they did not like the forecast figure you gave them, and they
asked what would happen if they doubled the sales force and
cut the advertising spend. Well, what they really wanted was
not a forecast but a model!

Models are a scenario based forecasting method. The time series
forecasts we have discussed prove a sound estimate of the sales
elc. at a future point In time - assuming that the world remains reta-
tively constant, However, the world may be due to change and the
model will assist you to estimate the effects ol the change. However,
al the end of the process you will not have a single number to
defend, but a range of numbers each relating to a given set of
differing assumptions.

There are many kinds of models and we will look at the more com-
mon as we muse our way down the catwalk. The rules are different
from the generation of the time series forecast and firstly we will
consider these.

A model 15 a simplified version of the real world. The more complex
the model becomes the less understandable it becomes. and much
is gained in terms of knowledge of our markets from the develop-
ment of the understanding of the working of the model. The model
may be very small e g Sales Value=Unit x Price. If the units remain
constant and the price changes the effect can be seen on the Sales
Value. This simple equation carries some assumptions, for exam-
ple the number of units sold will not change with the price. There is
no price elasticity. A modet of this kind Is easily understood, but cnly
a few people directly involved in the maintenance of the model will
understand a government economic model and many users of the
output will be sceplical of the answers

It is important to understand that a medel approximates real life
through a series of mathemalical equations. Again simplicity assists
the end user to understand the model. but it is also the duty of the
model builder to ensure that the equaticns are fit for the purpose
There may be a linear response between advertising and sales over
a restricted period of time. However, this response may not be
direct in all cases and there may be an intenm period of "aware-
ness" e.g. most people are aware of 3G phones but as yet few are
purchased Because awareness is measured as a percentage of
population it is not linear. If we changed the sales equation to Sales
Value = awareness price unils the resutt would be of no use at all
because of the non-linear {curved) component being activated
against the direct relationship between price and units in the first
equation. In this case use would have to be made of simultaneous
equalions

Your model will be mathematical and the output will be a number
Models cannot be judgernental or apply gut feel. However some mod-
els can, and do. include Fuzzy logic which approximate these effects

The most important etement of the model is that the user controls
the input to the model. Therefore, the model has to be built in such
a way that the user can undersiand the inputs required

Why should you model?

The model allows you to test possible options without the need tor
a field experiment. This can greatly reduce the cost of the final
experimental work If that 1s eventually required. For example if we
know that 3 calls have 1o be made on a doctor within a six month
period before he will prescribe a product, a model can be developed
that considers the pessibilily of making those calls and the possible
numbers of doctors who could be seen. This simple model will then

allow you to caiculate the numbers of representatives required. and
assuming a prescribing rate what the resultant sales will be. In addi-
tion you could vary each of these assumptions to develop an up and
down side view. This model would be a classic planning tool but when
the plan i1s implemented it can also be used te monitor performances

You muslt bear in mind that the model will not make decisions for
you. It can help clarify the decision process and highlight areas that
require further investigation before a decision can be made
Alternatively it may also highlight the key risk areas within a plan. [t
is therefore critical that clear, firm objectives are set BEFORE busld-
ing the model commences. The objective setting process MUST
work backwards

1. What will be the output required and for what purpose?

This will determine the input data. It 1s extremely difficult to change a
model that has been built 1o cope with another purpose. If you build
a model to identity the share of patients for a new drug and specity
that price is not an issue, the resulting model may need to be
rebuilt if the eflect of price changes on patient numbers 15 subse-
quenily reguired. Such an error in the definition of 1he objectives will
result In a model that does not mee! the requirements and
one which will over run the estimated costs by a long way, Expect
1o spend several days on identifying the output requirements, indeed
discussion in this area may take as long as the building of the model

2 What will the user need to control?

Here simplicity is essenbal. Try to keep the varniable input down to
less than ten, preferably six. Computers perform massive calcula-
tions very quickly but the human brain scon begins to loose the visu-
alisation of the impact ol many changing vanables. Hemember you
need o understand why the model s proeducing a given result

However, If you know that a given element is going to be important
demand that it 15 included in the model but be prepared to lose
access 1o something that is unlikely 1o be subject to change

3 What time frame is required?

This will have a big impact on the design of the model. A model that
1S looking at a situation only one year away will be built differently to
one logking out over a 15 to 20 year ime period. In the former
change in the environment wili probably be small but (arge changes
may be required for the latter

This may alsc mean that you have 1o make use of surrogates or
methods that simulate information te drive the madel

Having developed the objectives. Consider the data required. It may
be that some of this has to be gathered by new market research.
other dala may be held in-house but in areas that the user of the
model 1s unaware. When you have identified the data. you will under-
stand the gaps that need fo be filled including the gaps in knowledge
This may then require further refinement of ihe objectives

Over the next three musings we will consider distribution models,
epidemiotagical models and finally promotional models

Regards,

Terry Hardy

Radmos

terry @ radmos.ireeserve.co.uk




Brussels Conference Update

There is still time to register for the conference and agency fair in Brussels -
please register on-line at http://www.ephmra.org

Here is the latest conference programme:

SNNr 9T AVASaNGIM

(9.00 - 18.00
10.30 - 17.00

Classification Committee

NFC Committee

10.00 - 17.3¢

Internet Research:

Pushing the Boundaries

10.00 - 17.15 Segmentation - How to Effectively 10.00 - 18.00 Positioning Getting It Right

Target & Promote to the Customer

Evening Free
e ——
v t 10,00 - 17.00 Executlive Commitiee
09.00 - 13.00 Pasitioning Getting it Right 14.00 - 17.0¢ Strateqic Business Analysis Committee
14.00 - 17.0C PRMAT Commitiee

09.00 - 18.00 Classification Committee
09.00 - 17.00 Database & System Commitiee 17.00 - 18.00 Joint Meeting of Executive Committees

Medical Data Committee & Commuttee Chairman

NFC Committee 19.30 Weicoma Cockiail Party hosled by
09.00 - 17.00  Sales Data Committee 1+G Infratest + GIK Suisss - Salle de Natons Room

EphMRAA Foundation Meating
09.45 - 10.45 For Agency Memkers of the
EphMRA Foundation only EphMRA Foundation - Salle de Nations
12,15 - 12.30  EphMRA Foundation Presentation
EphMRA AGM - Salo do Matioms Verification of the Internet as a Research Too! - Janriar Sione
E Peer Winuws - S, Rasesicn - Canade & UK
For EphMRA/PBIRG Members, Associate members and all I
pharmaceutical companies only - except by invitation 12.30 - 14.00 Lunch - Sponsared by EPhMRBA - iz fei
08.30 - 08.45 EphMRA Presidents Report
i Conference -5
08.45- 0855  Address by PBIRG President
08.55 - 09.05 Address by PMRG President 14.00 - 14.15 Introduction - Uwe Hohgrawe
09.05- 09.20  Glassification Committee Report —— : ittt
09.20 - 09.3¢ Database & Systems Committee Report Session One - The Future Power of Communication
(9,30 - 09.40 Medical Data Committee Repart Chawrman: Julie Buis - Aequus Research - UK
09.40 - 09.50 PRM&T Committee Report 14,15 - 14.20 Chairman’s Introduction - Julie Buis
09.50 - 10.10 AGM Delegate Coffee e 62 Mg 14.20 - 14.50 CRM: Management fad or enabler of success?
10.10-10.35  Reports of the NFC, Sales Data and PR Tasmns < P Canciiling 1M
Strategic Business Analysis Commitiees 14.50 - 15,20 Alllance Relationship Management:
10.35 - 10.45  EphMRA Treasurer's Report & Vote TG, Al it
Stuart Kliman - Vantage Partners - USA
10.45 - 10.55 Discharge of Executive Committee
Electicn of Officers: Presidant & 15.20 - 15,50 The Future of Effective Communication in the
Pharmaceutical Industry Lies with Global Branding
Vice President Larry Lannino - LM&P - USA
10.55 - 11.00 Incoming President's &
Vice Presidenl’s Address
11,00 - 11.05 2003 AGM & Conterence Announcement 15.50 - 16.10 Delegate Coftee
11,08 - 11,75 EphMRA Foundation
11.15 - 1215 Statutes and future role of EphMRA

continued over >>
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16,30 » 45,80 Ragked or Damp S::;uﬂ:; - Wl iy

wiz papet s DTC i Euraps takes G

Hardln Sodliey - Dgisy Mshlihieare - JK

I i o certan Sl OTE in Bortpd will hapoen 1 ore dhagpe or = Dot w®al o M
curwnl sl of FL e atersl imgalaton o 7T & milhvra. Sabetes o WY and whal
O i ey ikt OiierY 7 ey piroCeis curantly moid™ DT i Europs wil difter hoe
USA bt row 30d elal w Pe apporuries. and Pow 20 P ndusty copdaiie o Pee
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16,40 - 17,00 DTC Advertising - Tracking RO to
Stay Aheuad in & Changing Waorld
Mok Mizsaoteld - e Assccloies - USA
US OTC stwwmmemy - how & can be woed anad mestcred & ucorsetd D70 advetse
et it mof dnly e aflectve 0 Qarernting paler® awatenead. I Ml Bino JenorEhy
o mfSowel RO B mal de e by bngng @ palent BuTugh T oI EeaTTat
process enchiig with compliance  Dwpanding ot shshe ast ad B i fhe contru, it
will Favw & diference mpact on T paal’ gl P Tl

Chairrman,  Alan Bowditch - Martin Hamblin GIK Ing - USA
09.00 - 09.10 Chalrman’s introduction - Allan Bowditch

62,40 - D350

Prizing Rassarch plong the
Macication Lifie Cyela
Woiksr Jenssen & b‘J.lul Hilake - Simadn Kur.'hn & Partners - Gm-rmnv

Aol §l prcing reseanch mguined in o diffed et phased of The

ke cyche. winy it should be carried ool amnd f\h‘l.l regulls can !'.u anpeched
How 10 Use fesulls whon Oeiopeng B Comipnshaeniivg prcEng siratsgy.
oved Wil Macycls ol & reesy . DirDcuct

09.50 - 10.30 Priging Studien: Whan and How
Bill Mckenna - Siaegle Marksting Corparnibon - UES
1'l1|7'1-'u shafes ane parong e most Milky Debated eecs, 1Ths sk

peplores e valuo of ing whuchos and Madr chiltly B VRving wihsabions

wilh S ied usiicines The pretamrriaten wlll M0 Scomess e
vl OF industry leaders

Ao = 11.00 Coffos - Sponsored by SGR International

Session Three : Serandipity or Portfolio
Managemaent - Two ends of thae Spactrum
Chisirman: Migel Bunows - Pitre « Galy

039.50 - 05,10

Chainmen's Intaduction

0910 - G485 Franchise Cevalapmant - tha

importmnce of Pordfelis Mansgament gntd Smrarndipiy

Bvart Bovimen - Yoo Mackonris - UF

An owarnvary of corment Hctics wsddd Yoo TandT e IRl witfun the
Prarmaceutical Industry. The paper will also assess the incrmasing
eripnrtance of portoio management for compames o budd and mamam
iharapeutc franchised n o conscbdating moustry

Session Four: Can Marketing Research truly
contribute 1o the New Developing Pharma

technological ovolution?
Charman: Patrick Dans - Plizer - Balgium

08,445 - 09,55 Chairman's Introduction -
Patrick Denis
09,96 = 10,28 Customer Relationship Management

{CRM] Metrics - The Partnership with Markot Resaarch

Shzile O'Cosror - ENl Lilly & Company - USA

CHM b 4 burrsord of misny Bousines. whor COMmDanss are alampling
1o beecorme CunlomeT CantnG’, @ vty eapanEive undantaieng of Teme and
PRy Flryd ranad dparince illusiralng e partneeship maroe! ressarch
fusdd in CAM péiote i estabishng both Tand and ‘sofl matncs

16,25 « 1042 Coffes

17.00 - 17.20 Reflections on tha firsl theeg pepess
Allan Sowediich - daciin Mesabiin GIF ke - USA

17.20 - 17.45 Panal Discussion Clsirsed by Julie Buis

17.45 Presentitian of the Winner of Tha
EphtRA Award Far Conlgibution (6 Phapneceutics
Marketing Researsh

phdn Brogsels Cabaret gvening wilh
Gula Oliusar spansared by IMS ot the Plaza,
Diregs Foraml

11.00 - 11.40
Brian Lovett - Vision Hesltheera Conaulianey Lig - UK
|_. ;* the viires O payers loward pharmaceuticals, the peoed 1o
L roups and (P recponteereeit Aof New Mthdoionees are

Arm we geiiing any gyidanca’

OWE Eayers underelanding

Imtmrnctive Dalals - Chnired oy
idlgn Bowrgien

Agancy Fuw

Agaany Fair Opiegmm Bultsl Lunch i the
gaocy i - ponsorad by Tvier Malson
Solres Haalihcars angd Ephtaia

V8080 - 1220 AgEney Faig Coffee - aponsored
by Martdn Humbiie G

Brusghsl Madiavel Party at e

gham Callnr Teves - co-spongorzs! try EphidRa, tMecistral
SR Poclel Survey Rasaerch Information Ca, Lid) -
Cemas Srneet Cesusl

i
1

A - 1155
wail Rogers - Aslveiansce - UK ond Staphan Soderin -

Tevlor Meison Sotres Haahbooe - LEA

The preseriatson mrckrws wiork ongoing o evaiuabe 8 rmnge of possibie
rivEEATCh s for The ressareTes hal el parBoulaTty apedy D priciucts
wriging froem “high technology’. pariculaty bilechnology

Naw Toals for g New Warld

V128 - 1218 Chalengas of the Futurs for

Maorkzting Ressarchers - axtzenalfinternal e

Hwery Jomes - 2o Saiegy - UK - Exteranl Yiew

itorn Ceshlon - iavenis Phame 4G - Swizsdond - yemal Yiew

A prmvotaites ook Al e uluep lor Prharacetical Nark 0 FHessarchers
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1215 - 12.30 Quesation angl Sy sEsion
12.30 - 12.40 Clogisg memorhs - U*.'-.-Il Huhgriives -
EphMES Presicdant
12.40 - 1245 Presantation al the Jack Hayhurst

Award for Best Paper
12.45 - 14.00

Delegate Lunch |
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The ‘Consumerisation’ of Prescription Drugs ‘

Japn Sinopoll - Conaumel Hedm Scioncas - USA - DTG ard ne Roe of
Erpomessy Patasdy io be Mnowsedonaiss ibod wvd Evelved 0 thae Hoa® ey ]
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JANET WAGSTER CONSULTANCY (JWC)
JOINS EphMrA FOUNDATION

"With my consultancy now 2 years old and continuing to develop in terms
of skilis. knowledge and experience available to the Industry, it now seems
appropriate to join the Foundaton | believe that Market Research expert-
1s¢ has to be secured by harnessing the appropriate skills internally and
externally within an organisauon and knowledge shared 15 knowledge
gained Membership of the Foundation will help to keep my consultancy in
step with the latest Market Research experuse. thereby enhancing the value
of my consultancy to you

Entermg my 3rd year as a consultant, ]WC continues to offer solutions for
both Companies and Agencies  Examples of support available are: customer
satisfaction / image / feasibility studies. market and compeuror anmalyucal
reviews. evaluation of secondary information needs. competiuve intelligence
reviews and the provisicn of secondary informauon training courses”

JWC offers objectrty, flexibility and adaprability, with the abilty to fiil any
shortfalls in your resources on a project-by-project basis An understanding
of the role and value of Marker Research in the strategic decision-making /
portfolia analysis processes based on a broad base set of skills The ability
to train and coach less experienced staff

For more infarmation, piease contact: janetwagster@aol com

News from Martin Hamblin GfK Healthcare

Maniin Hamblin GfK Inc has recently appointed Susan
Rosovsky as Director of the company’'s US “Domestic”
Market Research arca Susan will be responsible for this
latest initiative. buelding on the growing healthcare busi.
ness which has focused on the USA marker aside from the
Global work conducted by the rest of the USA based exec-
utives and the large London based team. The company will
be investing in more staff to cope with the growing armay of
products and services emerging from the GFK group and
from external licensing opportunities, Susan has had over
16 years experience working in the USA at such leading
companies as NPD and Greenlicld-On-Line in developing
the custom based research solutions across a variery of
market sectors including healtheare,

MH GfK Inc bas also recently promoted Monique Rinner and Jila
Bick to Imternational Research Direcior siatus and Gustaro
Gurrieri to International Research Manager (Statistics) at tbe
company'’s Connecticut and Grafton Mass operations

The Healthcare group in London recently acquired the PMSI Market
research group from [MS and this has expanded the company’s services
offered to the UK Healthcare based compantes The services include adver-
using tracking procedures ncluding MARS, the important UK omnibus with
GP's- GENERATOR as well as specific qualitative research procedures The
company s parent operation GfK also acquired the Business Division of IMS
Health UK and Ireland which provides services to the veterinary business
area The core feature of the aperanon is the retal panel that records details
of virtually 100% of veterinary products purchased from all companies
involved in this marker sector in the UK and Ireland

The EphMRA Foundanon Newslerter soavailable 1o all FphMEA contaces

Service News - Networked Pharma Pharmaceutical
M&A unsustainable - peers must work
together to gain market share

Datamonitor's fatest research initiative - Networked Pharma:
Innovative strategies o overcome industry margin deterioration -
shows that pharmaceutical R&D and sales productivity is declining
The industry's preferred strategy 1o maintain growth has been o
invest more in current business practices, most dramarically via
M&A However, Datamonitor’s analysis of the relationship beeween
company size and productivity for all leading companies suggests
that there are no. or negligible, economies of scale in either sales or
R&D operations The implications of this are clezr: company size is
not an advantage in creating value for sharcholders

Transforming the business model - networked pharma

A new approach will need 0 emerge © ensure continued
success. Datumonitor presents 2 networked  pharmaceutical
business model: a flexible, rapid and radical alternarive strategy o
M&A or organic growth. in which capabilities and scope increase
without extensive ownership of physical resources, intensive post-
M&A restructuring or corporate burcaucracy. The new breed of
networked pharma will grow by downsizing It will keep
in-house only the inteliectval capital that is entical (o its competi-
tive advantage and outsource the rest in the form of wemporary
and long-term strategic alliances with peers and vendors. 1 will
succeed beaause specialist vendors and  (hiojpharmaceutical
companies are now arguably more cfficient and progressive at
what they do than are many pharmas. As Jennifer Coe. Strategy
Director. comments: “Future pharma will be about health
networks not health companies. In 2015, networking will be the
industny's preterred  competitive straegy. with peers working
together to gan marker share”

Personnel News

Datamonitaor: John Ensign JD, M.PH. is the Lead Analyst of Daramonitor's
Immune Disorders and Inflammation Business Unic Prior to joining
Damamonitor. Mr. Ensign was Senior Analyst at a leading pharma-
ceutical industry marker research firm and consultancy. Mr. Ensign was for-
merly employed in the capacity of Regulatory Counsel in the Office of the
Commissioner at the US. Food and Drug Administration. He was award-
ed a Master of Public Health degree from the University of North
Carolina. Chapel Hill and a Juris Doctorate from the New England School
of Law located in Boston, Massachusetts.

MEDI-PRAGMA STRENGTHENS INTERNATIONAL OPERATIONS
As of April 2002 Dr.Andrea Parodi jained Medi Pragma in the International
Department. Dr. Andrea Parodi obtained a scientific degree (Molecular and
Celiular Biclogy) from the University of Rome “La Sapienza™: he has been
working in the pharmaceutical field since 1992 and over last four years, has
been employed at Pfizer ltaly being in charge for the following positions:
Clinical Trial Coordinator, Market Resezrcher and Business Development
Product Manager. Andrea’s deep knowledge and professional experience
in three different areas (Medical. Marketing, Business Development) will
contribute to strengthen further the company’s International Department
and develop high and strong relationship with our European Clients. Medi
Pragma believes that Andrea’s professional expenences will be helpful to
better undersand and cover the request and needs of Clients, being a
strong asset for meeting roral customer satisfaction.

Aricles are acvepted trom EphMRA Foundaion members funless by ovitanien

these articles dbo not necessanly retlect the views of EpBMRA. News ahout ageney personned can be included tree of charge for Foundation Members
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Agency Foundation Members 2002

The following agencies have joined the Foundation since the membership year
started again in October 2001:
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>> Fast Forward Research

TOM REJEARCH WORLDWIDE

Other agencies joining are:
Arpo, Quality Medical Field, [+G Nirnberg, Jan Schipper Compagnie t




