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'he start of another vear brings us to focus, once agiain. on our annual conference - this year in
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Brussels at the Sheraton Hotelo Full details are on our web site at http: www.ephmra.org with
on-line registration now available. We have a comprehensive programme of training courses in
Brussels as well s an exciting conterence programne,

With regards 1o the Newslerter, tor Agency Foundation members we can feature vour company
news - services personnel updates free of charge - just email them o EphMRA

Many thanks

Bernadette Rogers

Foundation Administrator Il’l thiS ISSlle:

EARLY BIRD DISCOUNT PRM&T News
and

Staying Ahead Masing 4

PHARMACEUTICAL MARKETING RESEARCH -
CONFERENCE, TRAINING WORKSHOPS Add a ‘Pinch’ of
& 41ST ANNUAL EphMRA AGM Opilli()ll Leaders

VENUE: SHERATON HOTEL AND TOWERS,
BRUSSELS, BELGIUM
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Conference Registration Hotline EphMRA Committee Meetings 24/25 June
Janet Henton EphMRA Training Workshops 14 June
Tel: +41 26 402 58 81 EphMRA AGM 26 june am
Faxc +4| 26 402 58 82 EphMRA Agency Fair 27 June
Erail hensonschnoa@bluewin ch EphMRA Conference 26-28 June




Facts & Figures

about the Newsletter publication

Copy/Advertising Deadline: April 13th 2002,

Advertising rates and details are as follows:
Four colour and B&W ads can be carried.
Prices are quoted in Swiss francs.
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‘,Lﬂ\:'\' i ! LQuarter Page1 Half Page _ Full Page 1
| BaW 300 CHF | 500 CHF 800 CHF
Four Colour N/A 750 CHF | 1200 CHF |

Prices do not carry VAT
(EPhMRA is a Swiss based Association) and invoices
will be issued in Swiss francs - vou transfer the
relevant amount into our bank account
The new and third edition of the (details of which will be on the invoice).

Lexicon is available for purchase
at 9 Swiss francs each.

THIS YEAR
GOODY BAG PICK-UP
AT AGENCY FAIR

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

YWhy not wisert your promovonal item it~

the company delngate Goody Bag? ’ A\ i .'\I }
[ 1

¥ou Zan achertise your campany

Ey/MFA

European Pharmaceutical
Marketing Research Association

to 1l those attending Irom o
sharmaceutcal compary

10 those receming the Goody Bag
17e your potental cusiomers

your gilt will verwe 23 0 mice ade
memoire

thiy enabies you to promore your
company ind logo

< ateests you nothing to do this -
excepl provide |40 zemy

25-26 April 2002
‘Developing the Brand', EphMRA - PRM&T
Workshop, Geneva, Switzerland

If you find this interesting then contact:
Bernadette Rogers, General Secretary on 016] 104 8262
or email to MrsBRogers@cs.com
In Brussels during the week of the conference

2425 jun; Posmoin’ing - Getting it Right

FOUNDATION NEWS
EDITOR WANTED

Ve are leoking tora new Foundation News Editor - the

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

24 June  Internet research - Pushing

the Boundaries job Lasts tor 4 editions and so we would like to invite

apphcations tor the post frony agency exceutives
Full details on the EphMRA Web Site

Please contact EphMRA for an
www.ephmra.org

application form.
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PLEASE READ - AGENCY FAIR 2002

IMPORTANT

The 2002 Programme Committee has evaluated and discussed many
suggestions from members and agencies abour the conference for 2002
One important decision has been made about the agency fuir for 2002

A number of major conference sponsors and agency fair exhibitors asked
the Committee. following the fair in Athens 2001, to consider opening the
far o pharmaceutical company delegates and agency exhibitors only
Thus agency delegates who have chosen net to book a booth space will
not be able ta atcend the fair in 2002 but this does not affect attendance
at any other event at the conference

The agencies who approachea EghMRA about this matter felt that the
agency fair should be avalable only to those exhibiuing EphMRA has
decided to suppert the idea and in 2002 the agency farr wiil be open only
to these agencies who reserve a booth space To facilitate booking there
witl in 2002 be 3 price levels for farr booths,
- the current standard single:double space
- the current small agency space fee (availzble to those agencies

who qualify)

a1 new (lowest) priced booth for one persen consultants freelancers

We hape that mast agencies wili appreciate this new imuative - which has
come about because of agency request If you would fike to discuss this
further please feel free 1o contact your agency representatives on the com-
mittee Ailan Bowditeh - Marun Hamblin (bOWdltCh ‘marunhambhn com)

or Julie Buis - Aequus Research (jbuis@acquusresearch com)

Many thanks
Bernadette Rogers
EphMRA General Secretary

MEDI-PRANGMN

FROM INFORMATION 10 XNOWLEDGE

CONFERENCE SPONSORS

EphMRA are mast grateful to the companies below wha have gener-
ously supported the Conference and AGM

SOLE SPONSQRS - COFFEE BREAKS
Martin Hamblin GfK / SGR Internaticnal

SOLE SPONSORS - POST CONFERENCE NEWSLETTER

Hartm Hamblm GfK

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

SOLE SPONSORS - BRUSSELS CABERET EVENING "WITH GALA CINNER 3 JUNE
IMS Health

CO-SPONSORS - EphMRA, MEDIEVAL EVENING 27 JUNE

EphMRA, S_S_El_ 1502l Survey Research Informanon Co Lidi

SOLE SPONSORS - AGENCY FAIR LUNCH 27 JUNE

Tarlor Nelson Sofres Healthcare

SOLE SPONSORS - CONFERENCE BAGS
Isis Research plc

SOLE SPOMNSORS - CONFERENCE PAD
{+G Health Research

SOLE SPONSORS - LUGGAGE LABEL
CAM

SOLE SPONSORS - FINAL COMNFERENCE PROGRAMME

Health_c_:_gr_'e Research Partrlers

S0LE SPONSORS - CD-ROM OF CONFERENCE FAPERS

NOP World Health NCP Heytica e

Maracting Corsocanon Market Measures Interactse)
o sl b =3 5

Strategic

SOLE SPONSORS - CONFERENCE SIGNAGE
Isis Research plc

S50LE SPOMNSORS - CONFERENCE PEN
Psyma International Medical Harketing Research GmbH

SOLE SPOMNSORS - DELEGATE LIST
Martin Hamblin GfK

Via Nizza, 152 - 00198 Roma o,
Tel. +39/06/845551 Fax: +39/06/B411850-857 .:‘_.-"o

E-mail: medipragma@medipragma.com I | A
Internet: www.medipragma.com * mam [
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Dear Colleague,

You have now looked at the background issues related to the forecast you
are about to generate. Now all that is required is the simple task of creatc-
ing the forecast. Which technique should you use?

If you lock at the average forecasung package It will offer you a number
of methodologies for example

Single exponential Smoothing
Double exponential Smoothing
Holt-Winters

Box-Jenkins

Curve fitting

There may be many more, but which is best. You may have nouced that
{with the exception of curve fitting) these are all described as linear fore-
casting methods, this just means that they are all based upan projecting
a straight line!

Before you can begin to udge which method will produce the best results
you need to consider one final item - How straight is a curve! The defini-
tion of & curve is " line ar outline which gradually deviates from a straight
line for some or all of its length.”

In the above graph the average line passing through the data clearly deviates
from a straight line, this waould suggest that creating a forecast based upon
projecting a straight line would not produce a satsfactory result. However,
how straight is the curve?

The average line in the above chart contains 30 observations. If you pur
the numbers into Excel and graph the results you can then curve fir. Make
the graph active. select chart; add trend line, options uck, show equaton
and R squared.Yau can now test the straightness of the curve. The resulrs
for two curves are illustrated below

Whilst the data appear to have two clear curves the polynomial line {red
line) only gives an 89.8% fic whilsc the linear trend over the same period
provides a fit of B3.2%. Moreover the palynomial is tracking level at the
end of the serfes, whilst the actual is clearly increasing

The answer ta this situation is to change the time period on which the fore-
cast will be based. In our graph there is a prolonged plateau in the centre
of the series with growth at either end. Since the product 15 Now grawing
again it would be wise to concentrate your efforts on the latter part of the
series, However 1 finear trend fitted to the last | | cbservations will produce
a fit of 73.8%, worse than the fit for the overall dam set. In this simple
Jiustration you can see that even aver a 30-month period of ime the curve
does not deviate significantly from the straight line. In general this is true
for a very high percentage of short term forecasts. The methodclegies
available n your software help you to deal with this shight varation
A simple explanation of each is given below

Single Exponential Smoothing.

This method weights the data in the time series giving most weight to the
most recent data, This is called a “Level” and applies the foilowing equatian
1o generate the forecast Yt = a

This means char the sales level yesterday will be the same tomorrow or a
horizontal straight line. In over two decades of pharmaceutical forecasting
| have not yet found a use for this method!

Double Exponential Smoothing.

This is a useful understandable methad. It calculates a level in the same way
as Singte Exponential Smoathing. A weighted moving trend is also calculared
and the combination of the two metheds is projected forward. The result
is more flexible than a simple trend and whilst classed as linear over a period
a curve may be generated due to the weighting of the trend. By selecting
the best historical ume period this witl give very good stable results

The equarion for this methad s Yt = a + be

Holt-Winters.

Both of the above methods preduce a straight line forecast. but you may
need to forecast the monthly variation abaut that lne. The Holt-Winters
method uses Double Exponential Smoothing as a base, and then calculates
seasonality in the historical data and applies this to the straight Iine The
technique allows for a percentage of the trend to be applied (multiplicative),
or an absolute figure to be applied (additive) as the seasonal companent
When the multiplicative option is sclected the forecast should NOT be
projected forward more than 24 months at the maximum Ths method 15
most accurate in the 12 to 18 month range

Since all data (s seasonal, remember your accounting periad and Christmas,
this 1s 2 most appropriate method to use. Similar results will be obtained
from Classical decompositien which features in some software

Again the equation for this method is Yt = Sta + br)

In each af the above equartions Yt equals the forecase at each tme period. a
equals the Level, bt is the weighted trend and 5t is seasonality at cach time
period

Box-Jenkins.
This 15 simidar to Holt-Winters but it allows additional seasonality calcula-
tions and some modelling faclites

There are obviously many more methodelogies, but these are the comman
ones and will serve you well for short term forecasung of existing product
Longer range forecasting and forecasting of new products reguires modelling
technigues o obtain good results

The only thing you have to do now is check the accuracy of your forecasts
regularly as actual data become avallable over the forecast period, In this way
you will gradually improve your skill and develop accurate unbiased forecasts

May | wish you many years of good forecasting

Terry Hardy
Radmos Lee
terry@radmos.freeserve.couk

—
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Verification of the Internet as a Research Tool

The value of the EphMRA Foundation Award for 200

“For me, it's all @ question of reliability! Before comrmissioning an
Internet study, | need to be convinced that | would be able to rely on
the resufts. We need to make our decisions with canfidence!”

Such was the opinion of one market research manager from a
German pharmaceutical company when | asked him about wihy
he was interested in the results of this project. In recent years,
many market analysts have recognized the need to measure the
value of the Internet as a research tool for their arganizations
Some of these analysts have initated studies to do just this, and
raturally enough the results have usually remained confidential 1o
the pharmaceutical companies which paid for them

The annual EphMRA Foundation Award enables such projects to
be placed in a more open arena. The intention behind this Spon-
sorship by the EphMRA Foundation is to bring together pharma-
ceutical market researchers as well a5 research prafessionals
from the agency side who have a common interest in pushing the
limits of our research knowledge and experience

The project for 2001, awarded to PASIL Research, was designed
to consider how the results from an Internet study compared
with an equivalent study conducted by phone. There were two
overall objectives to the study - the first was to consider how the
“question quality’” compared between the two methodologies,
and the second was to compare “sample quality” 1ssues,

Thanks are also due to Novartis (and thanks are particularly due
to Jean-Michel Courat for his contribution) whe provided a
product profile in the area of diabetes, which was tested AMONEst
matched quantitative samples amongst a total sample of 600 GPs
in France, Germany, ltaly, the UK and the US. The Internet
research was conducted by P\S\L Research and phone fieldworlk
by Martin Hambilin.

The project should be useful to anyone considering conducting
an Internet study amongst physiclans. Maybe you are considering
how best to switch an existing service from a phone methodology
to an Internet methodology, maybe you need to do some fore-
casting based on a product concept or maybe you are considering
a hybrid approach of part-Internetr and part-phone interviews
with a particular study. In such cases, the results from this study
will make a positive contribution to your deliberations.

This study is not going to answer all the questions. Further
research needs to be done! Yet the study does provide a useful
foundation for understanding the value of the Internet as a market
research tool for pharmaceutical research. This study indicated
that the results from both methodologies were equivalent for
certain types of question. Yet for other types of questions there
were some differences and, intuitively, many of these differences
are not surprising'

EphMRA members and EphMRA Foundation members should
aiready have received a copy of the results on a CD, which was
distributed at the end of 2001, A short summary of the results
will be presented at the EphMRA AGM in Brussels this June and
we hope that this will provide another forum for discussion.

The topic for the 2002 Award is currently under discussion. This
time it will be jointly sponsored by both EphMRA and PRIRG and
the grant will be increased o 70,000 Euros.

Peter Winters

P\S\L Research

Peter Winters welcomes queries & can be contacted on
PeterW@pslgroup.com

Does The Evolution Of The Virtual Exhibition At A Healthcare
Conference Mean The Demise Of Conference Research?

The Vitaad Exhibition s 0 new feature
of the modern day medical conlerence
Conference hear the
alarm bells nnging 11 doctors na - longer
artend  the mdeed  the
canference. but merehy cetiend the cvent
how wre we o conduct market rescarch

studies warh theme

rescarchers oan

exhilinon or

The deselopment of coammunications
hus decreased the need for Lce-ro-face
meetings A sign ot ths s the evolution of
Onlime exhilvitions
Are b convenient way oo attend withaut

geographical or ume himitations. Exhibitoss

the virwal exhibinon

dre presented with the opporunin (o
LOMMWICAe to e wider audience. mdud-
ing thase without the funds or time o
arend Additionally those anending the
conlerence can use the victuad exhibinon o

pre-plan ther vesie e the oshibinon s
and those delegites wuh Inmited tme can
cach up onanvihing they ve nzissed onrhine
A Later date

Sowah the acrac nons of the sirtual event
why are doctors still yvisinng, the extubition
halls wd wall they conunue 1o visit in the
futures Well lets consider the reasons win
doctors atend exhibimons ke Amonpst
rthem s the persomal ineracnon with 1he
exhibitors LU is an mescapabhle e that the
cxhibition hall rich fernle
brecding ground for hoth sacl and pro-
hoth

provides

fesstonal interaction promoting

knowledge sharmg and protessional ban-
g This s parncularly imporrant s doc-
tors have more ome avslable 1o wik o
COMPANY rePresentaives it congress than
they have when thes are i ther hospoal or

otlice. Compuare this to the more sanitised.
purtle intormation exchange in e-world

bas fromy leading to the demise of the radi-
tonal exhibion tormar the virtual exhib-
e will not replace the Tive cvene mereh
vnhance 1t and increase the value of
the exhibinon bevond the few dins of the
conterence

Brectors will alwass have the desire tor inter-
acton Sothose ol us provding conterence
rescarch senaces should not conswder the
virtual exbubinon o threar In andem i waill
PCan asset o conlerence research provid-
mg the opponumit worcack 4 rew group
of porential cineneen ces

Vanessa Wee and Geraldine Hessian
lime Rescarch
o rimeresearch ¢o uk
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More rigorous brand planning processes are being introduced by
many pharmaceutical companies and we would like o focus on a
couple of issues refating to brand communication which can be
overlooked in the rush to formalise brand development

The first is one of the fundamentals for good communication - real-
ising that the response and the message are different, as shown
in the example below,

A comedian does not stand on this stage and tell the audience he
is the greatest, he tells jokes and the response follows. So it is
with brands we can define the desired response but we need
to use our research to help us understand which messages will
achieve that response.

A second and refated issue is that marketers are sometimes overly
optimistic about the receptiveness of the audience to the key
messages. Ve have a unigue opportunity in the pharmaceutical
world to use premarketing to mould the receptiveness of the audi-
ence L0 OUr message.

One example is from when the ACE inhibitors were first faunched.
It became necessary to create change in the clinician's views of the
mechanisms involved in hypertension.

For some brands the importance of these two issues when plan-
ning communication are underestimated.

A combination of workshops and research is often the most effec-
tive way to develop good communicanon The workshops should
be in conjunction with the premarketing communications agency.

Good brand planning processes - in our case Horizon Planning -
contain some fundamental steps outlined below but prior to0
starting Horizon Planning it is essential that the target groups
and their needs have been identified and that in itself requires
sensitive needs research

The first step in Horizon Planning is to define the ideal state of
mind that arget group needs to hold for a successful launch. For
each element of this desired future we then need to define the
present situation using research or sometimes just commaon sense

ldentifying the most
for new pharmaceut

rr
fiective ressages
|

In plotting the transition into the future state, Horizon Planning
considers that we will not leap the gap from present to desired
future in one go with one message, but rather than that there
maybe a need for sequential learning.

In the case of our ACE inhibitor example. in order for clinicians
to readily accept eg Zestril as a first line treatment for hyper
tension they had to understand the pivotal role of the
renin-angiotensin-aldosterone system in the control of blood
pressure, and in particular the porent vasoLonstrictor effect of
angiotensin Il.

For the research stage we would normally use a two-sfage
qual/quant approach. The gualitative stage uses technigues which
help respondents to deconstruct the future desired state such as
downward laddering. This helps us to understand what needs
to be achieved by careful deconstruction of the reasons for
rejection and from that to prioritise what it is really important
to change through premarketing.

Downward laddering interrogates using "' ¥What specifically!” cype
questions (see lfustration).

An example of the style of questioning in downward laddering

Questhon Besganss
'm nol sure aboul
what specifically gves you g this 1daa

cause for concem?
)

wha! specdcaily apout the (t sounds very differant

difference wornes you? =

. *
What specifically would you Reason 1 Reason 2
have 12 be shown [0 convince e Is the new MOA  eq safely
you the MOA was reievant” relevant?
L] ¥ v
ltem 1 tem 2 Item 3

| would need ic be

able to see a hnk
between Angotensin
and vasia constnction

The findings from this type of qualitative research are then quanti-
fied to confirm the steps in the communication programme.
Having established these the progress towards the desired future
can be easily monitored.

As we become more aware of the need for processes such as
Horizon Planning then the message can truly be accepted as the
response we achieve

Kim Hughes
The Planning Shop International
kim hughes@planningshop.co.uk
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Add a ‘pinch’ of Opinion Leaders.......

All of us have ralked about finding the best Opinion Leaders and
working with them to mutual advaneage If it works weill it will be
a symbiouc relationship lasting many years - from molecular
discovery to the eventual decline and fall in the market place.
Rarely do they work with a single drug company (for fear of being
seen in the pockets’ of that company), but will associate regularly
with three or four. Whether they are sought for Advisory Boards,
clinical trials, publications. communications programmes or mar
keting research, their views are valued and incorporated in the
development plan. And all being well their views will be sought
post-faunch - with a pos:tive effect on prescribing

Many drug companies aim to develop mnternational communication
pragrammes, whereas others tailor the programmes to take advan-
tage of local requirements Is it right to assume that our chosen
Opinion Leader. like salt. can be sprinkled liberally over all problems
to enhance their flavour?

Take Advisory Boards, for example. During the early stages of drug
development when the strategic direction has yet to be defined. it
is impertant to have a mix of experience covering a range of topics
And it is not just experts that see patients. Scienusts with experi-

ence of laboratery work contribute to a greater understanding of
brand potential Later, the focus moves to include clinical develop-
ment where experts with trial 'know how' are needed. During
launch planning. the focus changes yet again ta marketing commu-
nicatons where broadly-based Opinion Leaders with specific
knowledge of the chosen therapy area become appropriate

And at this point 'spheres of influence’ become important. Opinion
Leader spheres of influence are like a set of concentric circles -
each circle reaching further than the one before Centrally we see
Opinion Leaders whose iMluence extends enly as far as the lacal
health authority In the middle we see those whose influence s
limited by the boundary of their own country And at the perimeter
we see Opinion Leaders whase influence extends internationally.

As far as Opmion Leaders are concerned, one size does nat fit all,
and any manufacturer worth its salt must work with an extensive
team of carefully selected Opinion Leaders,

lan Dunham
MMR International
lan Dunham@mmr-international com

The EphMRA General Secretary will be on holiday from 22nd March until 4th April inclusive - ie over Easter.
Any queries about the conference during this period over Easter then please contact Janet Henson
telephone 00 41 26 402 5881 and email hensonschnee@bluewin.ch

UPCOMING MEETINGS AND EDUCATIONAL WORKSHOPS

2002 PBIRG Annual General Meeting, May 18-22

The Adam’s Mark Riverwalk « San Antonio

SUSTAINING CORPORATE HEALTH: Is Innovation Enough?

Now is nof the ime for “business as usual” for the pharmaceutical industry. Even before the tragic events of Seprember
11, the industry has been under increasing pressure to recognize their position in the quest for improvement in human

health on a worldwide basis

The industry faces new and different opportunities. new standards and new behaviours. increased regulatory scrutiny. Plan

to join your colleagues and industry experts as we:

® Capture, discuss, and debate these critical changes and the implications for our industry and companies:
® Hear leading industry experts challenge the industny's sttus quo posture:
¢ Work with peers and customers in developing ractics and key decision processes as the industry positions itself for the future

Featuring PBIRG Pre-Conference Education Series,
PBIRG Interactive Workshops, and PBIRG Agency Fair.

2002 Industry Networking Reception, September 23

2002 PBIRG Fall Education Workshop, October 21-23
The Nassau Inn e Princeton, NJ

PBIRG Headquarters, P. O. Box 755, Langhorne, PA 19047
215/337-9301 ¢ FX 215/337-9303 ¢ WWW.PBIRG.COM
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FROM THE EPHMRA PRM&T COMMITTEE

Primary Besearch, Methods & Training Commitiee,
the current members of the commifttee are: -

Mrs Janet Henson EpnMRBA Chair

Mr Gilles Relave Novartis Switzerland
Mr Erwin Douwes NV Organon The Netherlands
Ms Catherine Franeau  UCB Belgium
Ms Semra Grundy Allergan UK

Mr Geoff Kretzschmar ~ Eli Lily & Co UK

Mrs Cathy Clerinx Adelphi Belgium
Mr Bob Douglas Taytor Nelson Sofres UK

Mr Stephen Grundy Martin Hamblin ux

Ms Barbel Matiaske 1+G Germany
Mr Peter Winlers PLS\L Research UK

Ms Carotyn Fenwick of Astra Zeneca 15 considenng joining the commitiee

WE STILL NEED MORE MEMBERS

H you are interested then please contact Janet Henson
00 41 26 402 58 81 - hensonschnee & bluewin.ch

COMMITTEE OBJECTIVES - to maxmise the patential of new
methods and techniques in Pharmaceutical Pnmary Markeling Research

THE COMMITTEE IS ORGANISING
AND PLANNING THE FOLLOWING
COURSES: See EphMRA websile for more
detalls of all courses or call Janet Henson

of Bermadetie Rogers

April 25-26 2002 - Geneva - Developng and Evolving
the Brand - At the end of the workshop, delegates will understand:-

& The key lerms which marketers use in talking aboul and developing a brand
® How to gather informalion needed to assess any paricular markel

® Why understanding patient needs states is impartant in developing a brand
® How product positioning is supported by message development & delivery
® The importance cf post launch tracking

November 6-8 2002 - Brussels - Iniermediate Pharmaceutical
Marketing Research Course - The Research Toclbox

Workshop Objectives

This course 15 designed as an inlermediate course for research praclioners
who warlt to develep therr skills beyond a basic understanding. The course will
focus on a variety of research techniques and applications required by the
professionai market researcher

November 6-8 2002 - Brussels {Continued)
Delegates will ieave the workshop with a betler understanding of

® Questionnaire design and scalng lechmiques

® Translaling research objectives into methodology

® Sampling theory and slatishics

® Cultural differences influencing research design

® The applcation of prosective and enabling technigues
® Analysing and interpreting data

® Working with agencies

Who should attend?
The training course is aimed at researchers who have edher atlended the Basic
Traiming Course, or who have over 1 year s market research experience

Convenors & Organiser

Representalives are convening and organising the workshop from the EphMRA
Primary Research Methods and Training (PRM&T) Committee: - Bob Douglas
from Taylor Nelson Sefres. Catherne Franeau from UCB Pharma, Janet
Hensan. Worksnop Organiser

February/March 2003 - Repeat of Intermediate
Pharmaceutical Marketing Research
Course - Conjoint and Pricing

10-11 April 2003 - Annual PMRAT Spring
Training Workshop, Brussels

2003 - Repeat of Basic Introduction to
Pharmaceutical Marketing Research

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

June 24 - Internet Research: Pushing the Boundaries
Internel workshaps have become an esiabhished part of the EphMRA AGM
agenda over lhe iast few years. The focus for this year is more participalive
than in previeus years invelving delegates completing an anline questicnnaire
break aul discussion, and ive debate. Fresh topics such as advanced methods
Paradata and emarketing will aise be covered. Emphasis will aiso be given ¢
case study material

June 24-25 - Positioning Getting It Right - his < z repeat
of the PRMA&T autumn 2001 workshop - see later for summary of this workshop

IN ADDITION THE COMMITTEE HAS
JUST COMPLETED THE FOLLOWING
PUBLICATIONS

Publication 1 -

‘Managing A Market Research Project’
Tre document was 2rasn o o give guidanae 1o oolh gharmacewtical company markel
TESEAMCNETS 2Nd AZENCy feSeartNers as o 500 b e In URnIRG reseaich sitjects
The aim s 12 Impreve commanication. working oraciice 8nC 10 ensure ihal proects aie
un iz the satsfacten of an partles Tre PRMAT Commitee craw L0 s boef win
partogiar assistance from Marin Hamoin GK ara Tayior Nesson Scies kealincars

Tz ave an dea ¢l tne contents we fave Included as a separate ingert an nvaluatle
creckas! from Section |1 of the document - 10 bg Lsed when you prepars & mare!
research onet

EUROPEAN PHARMACEUTICAL MARKETING RESEARCH ASSOCIATION

- A
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Publication 2 -
‘Research through the Product Lifecycle’

S SRR D

This is an upoate of the gravicusly nameu Stralegic Guide 1o ldenttying and
Resaarching the Influencers on Pharmaceuticar Prescrgtion Products The oubl-
cation and accampanyng wal crar s designed 't be & guide Ihat lluslrates the
main groups of rlluencers on prescrbing a sharmaseutca: product It also high-
ights tne types ol markeling research proects inat couls be conduglec durng the
ife cycle of a prascoahon pharmaceutical proaunl

Tne o doTuments wil 2e seniio all EbhMRA memoers ang Foundanier memters

Options for Training

We are currently in the process of updating the “Options For
Training” database; agencies will have probably received a
mailing regarding this. This comprises oi a list of Markeling
Research courses with content, venues, length, pricing and
target audience. This will be published prior to the AGM in
June. If your agency offers any courses and would like to
receive a questionnaire please contact Bernadette Rogers.

REVIEWS OF COURSES RECENTLY CONVENED BY PRMA&T

e

—_———— ———

"Posttioning... Getting & Right"

This was the theme o the PRMT Autumn Workshop, which 1ook place m
Zutich carly Chtaber 2001 Seplember Tlih was sull fresh i evernone’ s
mind. Nevertheless, 23 delegates and 7 speakers managed o surmaunt
trave] restnictions, Swissan strikes and other adversities o be able t attend
this event, which was characlensed by excellent presentations and hvely

debates and discussions

Wintle 1t was elear that nobody debated the impontance ol positioming. o good
part al the lirsi session wats spent, delegates and speakers alike. agreemg on
But also other questions were

an adequate delinmon o postiomng

iscussed at length. such as

® The impartance of positionming
® [he menelationships between pasinoning and hrand development
® Where posttionmg (it within the product Lifeevele
® Creanny the bulding blocks 10 armve ata positioniny
)

B What do we mean 15 we want 1o do
B Writing 4

posinonmg generition research
poOsilamng statenient
& What are the roles of vanaus qualitative and quantitalive

'

lechniques 1 the pracess ol positiomng
® How o measure whether vour pasitionimg works

The “trade off” decision - to attend o not to

attend the Pricing an

d Conjoint Fducational C

Given the (ncreased difficulty of European travel 1o Brussels m the light of the
Sabena collapse, defegales that had expressed an interest in aflending she Pncing
and Conjoint Educanonal Seminar were faced with the daunling prospect of signid-
icanlly :ncreased travel complexities when considering whether to atiend Ihe above
meeling. In the even?, vitually everyene who indicated their inlention to attend did
In fact 4o so and on the basis of the course assessmenl forms the “trade off* to
atiend was fully justified

Many aspects of Ine course were raled excepticnalty highty While all of the speak-
ers received a paricuiarly gh raling, Roger Brce s review of the differen? pricing
techmques avalable and when !0 use them was certanly muck appreciated
In acditon, despile some lasl minuie changes which needed to be made 1o the
conjaint seview, Dawid Hanlon's inmal explanation of conjoint and the imporiance of
caretully evaluating and checking lne aftnbutes and. where necessary, leveis
within atlzibutes that need to e lesled was also highly regarded

Desprte 1he complexity of he subjects covered and Ihe need for a high degree of
corcentration, all the soeakers introduced a variely of different audiovisual aigs
which netped maintain & hgh level of inlerest and even provided a high level of

L Importance af internal conpmumication m the positionimg

process and the role af marketing rescarch

[he workshop did nor give a toalproal reeipe of the tvpes of research 1o

conuct m order o amive e h posihonimg [or o new pmglm_'t m dey L'|n|)-
ment.  Thankially, fite 15 mare complicated than that, and hence maore
exciling lar eur professions i marketing and markeling research
However, the workshop clearly ddentlied patterns and critical success
factors. Posigonimg remams a delicate art, which is built on solid founda-
tons of mivemation. This deheate art reqguires skills such as insight, lateral

thinking. and wrue communication s make it work

In arder to give more marketng and marketing rescarch professionals a
chance 1o continue the debate, the warkshop will be i again at the
EphMRA Annual Canterence m Brussels commencing en Maonday 24 June
at 1000 and ending on Tuesday 23 June ar 13000 We hope o see vou
there! Plesse see the EphMRA Website for regisiration for the conterenge.
which mcludes registration forms for the workshop, The werkshop is tlsa
open o markenng personnel, so please pass on the details 1w your

Marketing Departments

Cathy Clerinx (jomt course convenor with
Carolme Sagaen of UCH Pharnia

Adelpli Research

cathvelermaiadelph co uk

enlertainment” none more 50 than the excellent exercise set by Volker Janssen
This was an Interactive case study. which was a "war games” exercise on how to
compete wilh a compelilive company that decsdes 10 adjust price in an efiort 10 gain
markel share. The “second guessing” that went on between the competing leams
llustrated the commitment ang intensity associated with the “will to win® As a resull
ol the *agory and the ecstasy” which came lrom the linal verdict. all were able to
commiserale ardlor congratulate the winners al the bar! The exercise demorsirated
the dangers of aggressive price reduction in an aim (o cagture volume!

It1s naturally pleasing for the committee and the arganizers lo find that the eflarts
putinto such a course o make i successiul were much appreciated by those who
attended Indeed, Bernd Grobe an expenenced and sentor researcher in the
industry commented thal the course was cne of 1he best that he had alended which
EphMRA had organized, praise indeed!

Aryone wno missed oul on atlending this course 1 November 2001 wil have
anather opportunity 10 ether attend themselves or to send other colleagues as a
similar course will De reconvened in 2003

Allan Bowditch (join: course convenor wiln Dan Locahar of EN Lilly & Cao)
Marin Hamgin GIK
towditch@martinhamblin com

EURQPEAN PHARMACEUTICAL MARKETING RESEARCH ASSOCIATION




Medi Pragma - Dr Grazia Mereu
joins the Company

As of November 2001 Dr Grazia Mereu joined Medi Pragma in
the International Department. Dr Mereu obtained a BA (Hons)
Degree in Modern Languages & International Business from an
English University. Over the last two years, Dr Mereu has been
employed by British Airways, and she has now joined Medi
Pragma as an International Researcher.

Grazia's languages knowledge (English, French and Spanish) will
contribute to strengthen further the company's Internauonal
Department, and her area of work will be focused in particular
an our European Clients. Medi Pragma believe that Grazia's
professional experience as well as her knowledge in the qualita-
tive field, in particular on behavioural analysis, will be a strong
asset for the company.

ALTIS Research International and ACS

ALTIS Rescarch Intemational and ACS merged on Jan st
2002 1 become A+A, a leading global Healtheare Market
Rescarch agency. Both market research companics have
more than 12 years experience in global Healtheare Market
Research. The newly formed compuny, A+A. is a powerful
International Healtheare Rescarch Group with sales of over
8 M USD, a permanent staff of 60 and offices in Europe
{Lyons and Paris) and in the USA (Martinsville New Jersey)

MS\L Research

Colin Boylan has recently joined PAS\L Research’s expanding
e-Research Europe Practice as a Research Executive in the UK
office. He holds a degree in Psychology from University College
Dublin and a Masters degree in Psychological Research
Methods from the University of Plymouth. Prior to joining PASL
Research he worked as a Data Manager in Quintiles.

New appointments and promotions at

Medical Marketing Research international

MMRI are delighted to announce the arrival of Phil Howe as
Rescarch Director. Phil has responsibilities within both quali-
ative and quantitative global market research across o wide
range of therapy areas. Phil's previous posinons include Head
of Business Information at Sanoti and prior to joining MMRI
he was a Dircctor at Martin Hamblin

MMRI also has an international ficld and tab division (GMRC-
Global Marketing Rescarch and Consulting) and Phil Howe
will be responsible for the pharmaceutical sector Phil s
supported by Cluire Ajdukicwicz who has also just joined
MMRI1 from Martin Hamblin. The noo-pharmaceutical sector

of GMRC is headed up by Paul Donnelly. Paul was Head of

Global Data Collection at Research Europe (the European
Data Collection arm of ‘Total Research)

William Russell Bse MS¢ PhD has recently been promoted
within MMRI to Head of Qualitative Research Management
Watliamy's previous role was Rescarch Manager at MMRI

TNS Healthcare expands its client
service office in Princeton

Taylor Nelson Sofres Healthcare anncunces new team members
and some team movers

Following the successful launch of the TNS Healthcare office n
Princeton NJ, during 2001 - Kate Marlar will be joining the
Princeton based team on a six-month secondment starting in
January 2002: she will be replacing Stephen Godwin wha launched
the office in June 2001 and who now returns to the UK,

David Luery has joined the TNS international healthcare team in
the US as Senior Vice President from Intersearch. Dawvid brings with
him 15 years of market research experience, he is known for his
expertise in the application of advanced statistical methods to help
solve healthcare clients marketing and market research needs.

Patricia Davis also joins the US team as Senior Vice President
based in the Princeton office, she brings with her a wealth of
healthcare experience having previously worked for TargetRx,
Merck-Medco Managed Care and the Total Research Organisation
amongst others, Patricia’s new role will utilise her key experience
in strategic marketing research, sales and consulung to the
pharmaceutical industry.

Martin Hamblin GfK acquires
additional healthcare market
research services

Martin Hamblin GIK is pleased o announce that on
31st December 2001 it acquired the following PMSI
services based at High Wycombe from IMS HEALTH:

® Generator, the face-to-face monthly GP and
Specialist Omnibus

e MARS, the advertising assessment ool

& Dewail Follow Ups

These services and the research seatf who manage them
will now be merging with Martin Hamblin GHK's
Healthcare Division, operating in the UK and globally
PMSI and its Scriprrac and Prospector services remain
with IMS HEALTH

‘The acquisition gives Martin Hamblin GHK one of the key
omnibus services in UK healtheare. The established
services of MARS and Detail Follow-up test (DFLU) include
databases wirth vears of normative data

This acquisition follows Murtin Humblin GIK's recent
purchase from IMS HEALTH of its Vetennary rescarch
business including the British Veterinary Index and the
Veterinary Sates Territory Services a few months ago

I'he EphMRA FPoundanon Nessleter ss avaidable o all EphMRA contacts
Articles are accepred from EphMRA Foumdanom members unless by invitanon)-
these articles do not necessanly ceflect the views of EphMRA News about
agency personnel can be mctuded free of charge for Foundanon Members




| Agency Foundation Members 2002

! The following agencies have joined the Foundation since the membership year
started again in October 2001:
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! Other agencies joining are:
| Arpo, Quality Medical Field, I+G Niirnberg.
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solutions?

..we prescribe Omnimed International, online, every week:

Omnimed: quality online research at a click

With the introduction of the new weelkly Omnimed service from TNS,
- at last you have a way to get quality results on-line from a representative
Now includes samphﬂf healthcare professionals. Omnimed International is designed as
access to the ultimate weekly resource for researchers who need 1o know the opin-
US doctors ions of doctors on a variety of topics across major European markets.
For more information, call Bob Douglas on +44 (0)1372 825 825,

email us at healthcare@tnsofres.com or visit our website at
www.tnsofres.com/omnimed

Qualitative * Branding * International Omnibus * Lipid Monitor = HIV Maonitor * Cardio Monitor = Antibiotics Monitor




