
f he approoch ot Easter brlngs ue to iocut, onoo agaln, on our

! annual conierenca - thls ysar ln Madild at the Mella Castllla

Hoiel. Full dctalls alo on our wob 81ts 8t http://uftf*oPhmra.org

wlth on-tlne reglstratlon fully avallable. We have a comprehen'

sly€ programms of balnlng courl68 In Madrld as well aa an

excltlng conference programme. Urlth tegards to tho EphMRA

Newq we are featurlng here detallt of th6 Assoclato membera

who have Jolned eo far plus fccdback from tho ffrst sgency

Assoclate membe]l meGtlng In January.

Many thanks
Bernadotte Rog€r3
EphMM Genera.l Sacrctary

Strategic Buslness Analysls Gommittee
This is an important area for development lor EphMRA and he aim is t0 initiate

more frequent and proactive meetings. Anyone lrom Full or Associate member

companies interested in activity ioining fiis committee and attending a meeting

then please conhct EphMRA (MrsBRogers@aol.com).

l0.ll Aptll - Brussels, Belgium.
'Etfective Segmentation' - PRM&T
Spring Training Workshop.

I l.l3 June - Madrtd. SParn.

EphlvlRA Annual Conf erence.

4.7 Xovembet - Brussels, Belgium.

Basic Introduclion to Pharmaceutical

Marketing Research

5.6 l{ovember - Brussels,

Belgium. Usrng and Understandrng
Desk Research
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Dear Colleague,

Just as the boundaries of Ttme series Forecastrng and
Modelling are unclear, so too are the boundaries ol
i,4odelling and l\4arkettng Research Analysis Each ttme you
analyse a quantitatrve survey you are in effect creating a
model of the market. and using one ot the Data Driven
modelling techntques However, we are gorng to consider
those thal have a signifrcant usage In the development of
models ralher than the more usual forms of analysrs We will
look at three groups

Discrete Choice [,4odels
Promotional Sesponse l\4odels
Statrstical [,4odels

It has frequently been satd that the pharmaceutrcat Industry
is rich in data Thts rs rndeed true However. thrs flchness
also has considerable dtsadvantages The mutnplicity ol
data sources frequently pfovtdes a multiplicity of resutts
based upon the same measure Th s vanability becomes an
rssue when developing a data driven model and you should
bear in mind two imoortant facts

1 Use the data that ts most suitable for lhe ouroose
2 Flemember even audits are sublect to error and are only

the best estrmate wiihin a normal drslnbutron. driven tly
the sample and collecttOn methodoloOv

Over many years lhave used the term "consrstent inaccu-
racy This ts meant to indicate nol that the audrt (or survev)
rs inaccurate, bul rather that the error rs constslent and tn
the same drrectron Obviously the less the error the more
comfortable lhe data ts In normal use but when modellrng
lne consrstency rs equally of tmporlance Th/s is also true
when examrnrng a trend. whrch rtsell is a very simple modeJ
Grven consrslent rnaccuracy the chorce of data should be
based upon suttability for purpose As a modeller thrs
means that you have a duty to understand how the data In
audrls are collected and what the supplier is attempting to
provrde wrthrn the audrt Thrs understanding may give
access to data that ts withrn the audrt but not publtshed
e.g daily data in a diagnostrc audit ln the case ol a quan-
titatrve survey this data requrremenl should have been
included In both the sample and questionnatre desrgn

Discrete Choice.
It rs not my wish to enter the Discrete Choice debate. others
are befter qualified than myself to do this However. the
development of the model of the output kom a CBC study
provrdes a real opportunity to gain addttronal understandrng
of luture oroduct oedormance

Lel us consider the research techntque agarnst our two
tests rn the reverse order

EUROPEAN
PHARMACEUTICAL
MARKETING
RESEARCH
ASSOCtATTON

Yearbook 2003

The 2003 Yearbook vriil be drstributed
at the Madrid conf erence or mailed

out after i* you are f ot aftendrng
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1. Accuracy
Accuracy is dependant upon two elements - the sample size
and the number of attributes and levels under test. The
number of attributes and levels should drive the sample
size. which also should consider the number of sub-cells
to be analysed. Failure to power the research correctly
is the most probable cause of poor results from this kind
of research

2. Sultablllty for Purposs
The value of CBC is the basis of the debate around this
methodology. However, the debate concentrates on the
technrque and NOT on the suitability for purpose. The main
value for the modeller in the technique is the ability to devel-
op utility scores for the anributes and to be able to compare
these across the test products These utrlity scores are far
more llexible than attribute scores obtained by more simple
methodologies, which we will discuss when considering
Attribute Dynamic l\4odels

The other major ob,ection to cBc is that it develops a
Prelerence Share and not a Market Share This is lrue. but
the experienced agencies have developed methods to
dellate thrs with an acceptable degree ol accuracy, and this
can be further validated when a model is beino develooed
from the results

A more serrous objection would be that the research was
conducted some twelve weeks earlier and that the results
are to be applied possibly three to five years into the future
The implication is that the market will have changed and
that the research results lvill no longer be valid. This can be
said ol almost any proiective research, but if we consider
the alternative melhods of prolecting the potential share to
be oblained by a new product they are all equally fallible on
thrs score withoul the flexibilty advantages ol CBC.

Finally, what does the share developed in CBC really esti-
mate? lt could be preference share, allernatively a market
share or even an intention to try share. A case can be made
for each ol these. however in lhe model it can be used as a

market share under the consistent Inaccuracy rule but this
can be controlled within the model ln a similar manner the
share can also be considered to be a maturity share within
the model

Using CBC wlthln a forecast model.
Having consrdered the CBC study and accepted it as surlable
for purpose. a lorecast model can be developed. This is most
likely to be consrdering ne,,v products in lale Phase ll of devel-

opment. The model will consist of a combination of epidemi-
ological, audit and surrogate data in addition to the CBC

As with all models it is always ol value lo include historical
data, but in this case the history will be used to validate the
model accuracy A source of prescriptions/patients will be

identified for inclusion within the model This will allow a

historical sub model lo be developed validating the rela-

tionship between treated patients and number ot patients
treated on individual products Given this information the
true markel shares can be calculated and a detlation factor
created to bring the estimated share wilhrn the CBC back to
thal of the real market Examining this comparison over
many years the accuracy of the dellaled value produced by
lhe research agencies has been impressrve.

The current market is then trended out into the future and
the CBC model is added in at a period of time when the test
product would meet maturity At that stage the full flexibility
of the CBC model can be applied to the lorecast model,
modifying the existing product in the market in addition to
the test product. Surrogate adoption curves can be added
to the model for the test product and these can also inter-
act with existing products in line with the CBC output.

The chart above illustrates an additional gain kom the devel-
opment of this type of model One of the main values ot the
CBC technique is the ability to examine a range of possible
producl scenarios The model can allow these to be added
to the marketing of the product In a range of orders, and time
intervals. to calculate the optimal overall effect upon the
oroduct. based uoon the results from the CBC.

This added value use of the basrc CBC provides a oowerful
scenario develooment model for olanners in the NPD sec-
to( whilst making maximum use of your established
research data.

Next time we will look at promotional response and statisti-
cal models.

Regards
Terry Hardy
terry@radmos co uk

Patient Forecasts
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1. Summary
The ANTEO' project collects a number of methodologres
and statistical techniques for lerfltorial analysrs. born whilst
actively working on business needs l/any companies
monitor therr own market lollowrng geographical partitions
whrch differ from the current administrative ones, thus obtain-
ing a new geographical relerence through the creatron of
specifrcally peculiar territories Thrs is how it has become
possible to represent realrty and transform data into infor-

matron in difterent ways Geo-potential applications allow a
more subtle terntorial detarl than ever belore and have
found successlul application wrthin the ltahan realrty.

2. Corporate obiectives analysis
A correct definition of corporate objectives allows the con-
sequent determination of the appropflate operatrve aspects
and the necessary resources requrred to carry these out
Hence. attentron will tocus on the Company s ability in par
titioning its specrfic geographrcal area into territorial typolo-
gies linked to sales objective potential The goal ol geo-
potential analysrs is to trigger a vrrtuous sequence. startrng
with the segmentation of the terntory. followed by greater
business efficacy in terms of operativity and pressure on

customer satisfaction ultimately leading to brand or product
loyalty Such a customer'centric approach should increase
investment profitability and induce busrness operatrons to
be also led by this approach

There are two major information channels related to corpo-
rate slatf activily on the terntory; field data, r.e lieldforce
teedback. and company data r.e stored Informatron regard-
Ing all corporate activities relating to the field

Both these channels generally leed a data warehouse whrch

becomes the base for the ANTEO project rmplemenlation
The operative territoflal analysis develops In al least hivo

marn drrections.
. an administratrve one. to be read botlom-up, starting kom

local business terfllory. up to provinoal. regional and
linally country-level extension I

. a business one, focused on lines and area managers.

3. The operative approach
Having chosen a reterence territorial model where the busi-
ness territories - related to agents or to other operalive staff

directed by Area Managers directly reporting to the Sales
Director - act as terminal elemenls, the research for poten.
tial data sources is followed by exploratory investigations
aimed at selecting the dala model to be used in the data
mrnrng process

Having delined the thematic areas of the variables and the
rules allowing a univocal relationship to be established with
the examrned territory the figures space and time environ-
ments are determined. When the reference segmentation rs

confrrmed, the market figures are cumulatrvely collecled on
a mobile yearly basis. while the figures in use refer to the
last monlh of the reference year. The potential relationship
among available variables in the data model can now be
looked at and prepared for analysis and modelling.

l\.4anagement and comprehension requrrements, along'.,/ith
the exrsling bonds. drive the choice within the universe of
analvtical technioues as 

'ollows:. descnptive, through decision plans and parity dtagrams,
.lactorial to define potentralrty indexes;
. typological, to define terntorial patterns.

The market potential evaluation (R Benedelti. G Espa 1997)

ot the ditferent areas within which the ComDanres act. reore'

sents one of the basrc reterences to define business slrate-
gies and operative plans. as for example (A De Luca,1984):
. De|nition of the volume of production
. Definrtron of sales obtectives
. Rationalrzatron of the drstribution svstem
o Sizing ol the sales force
. Allocatron of advertrsing Investment

It is worlhwhile remembering thal the market potentral is a
theoretical Indicator of the demand under optimum condi-
tions and in a precise srtuatron identitied by the available
intormation In a specifrc moment In time In this way it dif'
ters trom the market demand, a more reahstrc tigure The
market potential is calculated followrng two main method'
ologrcal directions that focus on:
.Indicators
. Functional relationships

I

I
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The first method is generally used to measure Indircdly the
territorial potentlel (lP), involving indicators that describe
th€ territorial features linked by a weighted relationship, thus
establishing equivalent or ditferent weights between items.

r=i" x

Where:
z= weight; X= variable
j=1... m weights and variables; i=1... n tsnitories

A 'neutral' feature may be selected in choosing the weighis
by using factor analysis and identitying the subtended rela.
tionships between indicators, though a possible loss of
information may occur in case we dEcide to consider, for
example, only one ot the resulting tactors (lPD.

,oo =f r ,,,.'

/-Y " 
',l

Where:

0= factor score coetficients: X= variable
j=1... m weights and variables: i=1... n territories

The second method, generally used lo measure direcfly the
relationship among the variables describing a territory,
hypothasizes a cause-and-etf8ct relationship to describe
the territorial potential, by using regressive methods, gen-
erally backward or fonryard stepwise systems (lPY). An
example can be found in the following cross.section model:

/Pl =t/l x7
Whefe:
Y= dependent variable; B= coetficients; X= variable.
being i= 1....,j....,n
j=1... m weights and variablesl i=1... n territories

4. Operatlve terrltorlal analy8lg
The proposed approach follows both melhods defining
three weighted models:
. Attack
. Maintenance
. Delence

The attacking model defines, on the basis of corporate
stratogy, the short-term luture strategic factors and assigns
a higher weight to these variables

The maintenance model, which is descriptive, assigns the
weight derived from a tactor analysis to the variables.

The delensive model defines, on the basis of corporate
slrategy, the leading existing market strategic tactors, and
assigns higher weight to these variables.

Geo-marketing tools also allow the creation ol tailor-made
applications based on isochronous and equally distant
gravitational areas. The consistency with the corporate
business exp€ctiations is generally measured through a
clusler analysis.

The detinition ot the rules for the customization and delivery
of the data mining solution, such as database scoring and
markoting lists, is dgtermined according to the level of sys-
tems usage, information usage or both: this attects the
Marketing, Cuslomer Care and Operations' management.

As far as the lT systgms are concemed, the Headquarters
retains strategic and decisional functions, dedicated to the
sales torce on demand. Intormation: the Headquarters
rstains dedicated slrategic and decisional functions while
the sales force deals with the tactical and managerial sup-
oorts via the Inlemel.

5. Devglopmem opportunltles
The applications based on the union ot geo{ata and
potential measure (geo-potential), allow an enhancod t6rri-
torial description creating a new markef monitoring referen-
tial geography.

The ANTEO proisct aims at otfering operative solutions lo
@mpany decision-makers, that is to say the most appro-
priale tools lo seize market opportunities. The combinalion
of data mining tools, geographical reprosantation and tools
that allow to share channels such as the Internet channel is
a proposal to increase the integrated use of instruments
and methods.

Paolo Marlanl
P|TRE Consulting
paolo. mariani@pitreitaly.com
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ktter to: Former llembers Council (FMC) - Mr Rainer Breitfeld,

Mr Bernd Crobe, ltlr Mike Brew, Mrs Janet Wagster. Mrs Janet

Henson, Mrs Nicolette Huiskes

As you know at the AGM in June this year the EphMRA

statutes were positively received by the Full members to

allow fusociate membership status in EphMRA for agencies

This was an enormous step for EphMRA but one which we

believe will help equip the Associatron for the next 40 y€ars.

None of this change sould have been possible without the.

Support, thinking. input and dedication of the Former
Members Council. fu a member of this. I would like to
personally thanks you for your role in the FMC on behalf of
the Full m€mbers, especially as it was done on a voluntary
ba-sis. The Executive committee certainly appreciated the

FMC s regular meetings and the challenging way in which

they addressed fundamental aspects of the EphMRA

Statutes and nrovided actionable solutions.

At the moment the work on the stJtute review and {ssociate

membership has drarr'n to a succcssful conclusion and rve

would like to ask all members of the FtqC to now take a

well earned break. Should other imDortant issues come

about rvhich could also be addressed bv the FMC then we

would hope to contact you again tr-r see if you can assist

EnhMfu\ once more.

For th€ timc being. once again many thanks for your support
rvhich has been much appreciated.

Andre Boer

EphMRA President
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The pharma indust/y has ghtty become Pre'occuPled
with "rctum on investment" lrcm marketlng act vlt es.

The key to estirnating this is srmpre and welt estab'
,ished but se,dom used.

what is the marketing mix
Your marketing mix is all the marketing media you use

(reps. ads, mail. conferences etc etc) and the amount you

soend on each of these.

Are lhe returns lrom each medium lhe game?

No. Some media are more etlective early in the product

life cycle (meetings) and some are more effective later in

the product life cycle (ads). Also, some medra are more

etfective for new categories (seeding studies) and some

for meloos (reps).

So, why not spend all your money on the single most

etfectlve medium?
The simple answer is "the Law of Diminishing Returns'.

The more you spend on a medium. the less return you get

with each additional dollar spent. So, the medium that

otfers the highest returns as you spend your flrst few

dollars, will - as you spend more and more on it - fall from

tirst place. It as then ttme to start spending on the numbor

For small
spenda,
rstums ROI
trom r6ps
ls hlghor than
trom ads
So all soond

two medium. Let's look at this graphically. We will con-

sider iust two media - reps and ads - and ignore the

interaction between the two...

(The mathematically inclined among you might realise that

the optimal marketing mix involves semng the spends such

that the slopes on each cuNe arc the same.)

But how do we know what the shap€ of the response
functlon ls for each medlum?
This time there are lhree answers: experiments, economet-

rics and estimates. A large number of market experiments

have shown - beyond any reasonable doubt - that the

response curve lor a marketing medium is concave (i.e. like

the ones sketched below)(1). Wtth econometrics, we look

at past media spends and resulting sales panerns and try

to inler mathematically how steep each medium's curve is

for each of your particular media. With estimates, we look

at things like the cosl per exposure and quality ol exposure

for each medium and use this to estimate the steepness

of the medium's response curve.

Are such models very eccurste?
Not very. They require estimates and/or assumptions.

However, they make lhe marketing mix planning process

Large incr6ag6 in rep
spond
orcduca wors€ ROlg
than inltial ad sp€nds
so some ad 8p€nding
should com6 b€tors this
lgvel of rep sp€nd

rigorous and transparent and prevent egregious errors.
(Like spendng all you money on a medium which ' when

you come to think about it and look at the evidence

supporling it - o|ers very linle "bang tor your buck").

Gary Johnson
lnoharmation
gary@rnpharmation.co.uk

R€f9,gnc€
1 Johnson, G , Evidence Bas€d Forecasttng lor Pharmaceutrcals

1999, Henley on Thames, England: Inpharmatlon



'Thinking o[ your last patient for HRT, doctor, was she aged
around 50. found it difficult coming down the stairs in the
mornings and generally had limited enerlly to Eet her
through the day? How many representative details start
using similar words - perhaps applying to this or any other
therapy area? Most Company representatives will work out
for themselves that this is a good'opener'helping the busy
physician form an ima5le of the patient their new
wonder drug is designed to manaEe.

And most marketing profes-

sionals will facilitate this intro-
duction by developing a range

of patient profiles covering the
therapy areas in the first three
slots...

But do we really limit the devel-
opment of patient profiles to
the hectic period in the year

before launch onlv to be

reproduced almost mechani-
cally during each and even
detail thereafter? I think not. Patient profiles can and should
be used throughout the development of all drugs - right
from day-one!

Most of the above relates to Phas€ lll where the focus is on
the development of marketing strategi€s generally and in
promotional planning specifically. The rather depressing
images of sick patients so common in advertising many years
ago have no\e (thankfully) been replaced by images ofhealthy
'successfully-treated' people doing the sorts of things that
healthy people like to do.

Further back during Phase ll patient-derived information is
€ssential to forecast the likely demand for your hrand and as
input to cost-benefit analyses, Its not just numbers
of patients either - you will nced to look at the unioue
features of your brand and check them against market neetls.
So consider patient age differences. sex differences, effects
due to location, severity of symptoms, compliance for
medicines currentl-v available and what the patients them.
selves would like to have in a new brand for their condition.

Still further back in Phase I the requirement is to identify
unmet needs, and to facilitate the evolution of brand con-
cepts as pot€ntial additional benefits are r€cognised during
early drug development.

So how and where do we find this information? Exoerienced
patient interviewers are hard to find - but are important if
the topic is sensitive in natur€. The key here is.listening'and
not'interrogation'.

Qualitative techniques tend to predominate initially
although quantitative methods are needed for any forecast-
ing or modelling applications. Interviewing in a group or

individually will depend upon the sensitivity of
the topic. the required interaction of like-

minded sufferers and the geo-

graphic density of the pati€nts.

So we ignore patients at our
peril. As we follow the treach-
erous road from drug discovery
to launch we know that it will
not be €asy - but after all
'patients is a virtue...

lan Dunham
Medical Marketing Research
lnternational
ian.dun hamCd m m r. i nternat ional.com
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Janet Henson - hensonschnee@bluewin.ch

WE NEED YOU Call for members'we have

vacancies for Full EphMFA company members to
jorn the committee - Please contact Janet Henson

or Bernadette Rogers - or see the EphMRA websrte

for an aoolication form

Novomber 5-7th 2qB - htroducdon to Ph!.rnacautcal
ilartotlng R.s.rrcfi CouE - at the Shoralon Hotel
and Tow]r - Brussels - Bolglum

Cou?se Aim
At the end of the course all delegates

should have a basic Arounding in the

course topics outltned and be able

to put into practice, on their return to

their companies. much ol what they

have learnt

Who should reglster for the Coulse?
The target audience for this basrc course is those who have

jorned an internalronal pharmaceutrcal market research

department or agency wrthrn the lasl 1 2 to 18 months

Course ConYenols
The course is being convened by representatives from

the EphMRA Primary Research lllethods and Trainlng

(PRi/&T) Committee: -

Xander Raymakers trom NV Organon. The Netherlands

Baerbel Matiaske from GfK HealthCare Germany

Ruth Evans hom IMS Health, UK

Course Structu?e
The course wrll feature lectures and a hrgh proporlion

ol small group syndicate work Thus delegates will have

the opportunity to work on a case study and formulate

markel research plans through teamwork

November 5-6th 2003 - 'Using and Understanding
Desk Research' - at the Sheraton Hotel and Towers,

Brussels - Belgium

lntroduction

lr
In making decrsrons about wh,ch

compounds ofler the mosl Promlse
pharrnaceutrcal cornpany executives

usually need to understand market
polentral based on both Prrmary
research and desk research Desk

research Intormalion Is varled and

Includes epidemiology data. doclor unlvefse stairstrcs

audrt data. sales representatlve activity data. governmenl

rnformatlon and other official stalistics We will be Includlng

in the workshop a review of desk sources

Often the market analysrs rs required quickly. as wlth an

In-lcensing opportunity. so that trmely decisions can be

made How can the analyst make the best use of hisiher

trme In delivenng the results'

This course rs organised Into flve main sessions. the frrst

looks at problem definrtton and clear oblectrve settrng and

delining types of desk research and thelr utrlrty Sessron

two looks al in-ltcensing desk research an rmportant area

for desk researchers currently. lhe third and fourth ses-

srons then focus on the product lifecycle frrslly New

Product Developmenl lollowed by Currently Marketing

Products highlightlng specllic desk research needs and

aoproaches withtn these lilecycles Each sectron is very

rnteractive and Includes hands-on syndrcate work

There rs such a vast amounl ot information avarlable. par-

ticularly through the Internet. and informatron neecls may

cover a range ol target groups Thts course should help lhe

pharmaceulical company analyst with these cfiallenges

Wo?kshop Objectives
The key oblectrves of this workshop are:

At the end ol the workshop. delegates will understand

. How to go about developrng clear'cut oblectives lor a
desk research orotect

. How to know whtch sources to use and to assess tne

value of each in a cfltrcal manner
. How to go aboul Integrating the various Inlormatron

sources into a comprehensrble and reliable market plcture

. How to integrate pnmary and secondary research data

I
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Who should attend?
The course rs aimed at experienced i,4arket Flesearchers
or lvlarketing personnel from pharmaceutical companies.
lvlarket researchers from agencies may tind it useful to
attend. but they should bear in mind that the pnmary audi-
ence rs anticipated to be personnel from pharmaceutical
companres Anyone can attend, but EphMFA lull and
Associale Members have pflority tor places. Typically del-
egates would already have a basic understanding of desk
research and would regularly be faced \,vith a requiremenl
to undertake or organize desk research pro'ects. The inter-
active format of the workshop will allow for a maximum of
30 oeoole to attend

Cou?se Convenors
The course is berng convened by members of the PFMT
Committee who are joined by Terry Hardy.

Semra Grundy - Allergan Ltd . UK
Terry Hardy - Radmos Ltd - UK
Peter Winters . MEDeFIELD - UK

EphMRA Primary Research Methods and Training
(PRMAT) Committe€, and will b€ conven€d by
Catherin€ Franeau, UCB Pharma, Belgium, Cathy
Clerinx, Adelphi International Rssoarch, Belgium and
Stephen Grundy, Martin Hamblin GIK Global
Healthcare. UK.

Wo?kshop Eeckg.ound
Pricing and value are increasrngly viewed to be closely
intertwined. This poses challenges for marketing and
marketing research A multitude of target audiences has

to be convinced of the value of a product. each with its
specrfic arguments Payors often remain an elusive target
audrencewith sometrmes-mythicaldimensions Healthcare
systems never cease to evolve

EphMRA's Primary Fiesearch Methods and Training
Commrttee believe it rs time to provide an update of these
issues. and to stimulate a debate on the diflerenl aspects
of pricing and value, and rts rmp|catrons lor the markel
ino research communitv

Workshop Oblectlves
The key objectives ol this workshop are:
. To review the drivers of price and value in pharmaceuticals
. To provide an update on the healthcare systems in the

marn marKeIS
. To discuss the implications for marketrng
. To evaluate the implications lor marketing research

At the end of the workshop all delegates should have a
basic grounding in the workshop toprcs outlined and be
able to put Into practice. on their return to their companies,
much of what they have learnt.

Who can and should reglster for the Wo?krhop?
The workshop aimed at product managers, marketing
managers and both junior and senior researchers from
pharmaceulrcal companres or agencies.

Plogremme

1030 - 1015 Introduclr0n - 0bteclrves ol lhe w0rkshop aid Coflee

Sessron 0ne-Setlrng the Scene

1045, 1115 Prcrn0 and Value drflerenl Dul lrnked concepts- Calhy

Cleriu . AdolDhi l €rnali0nal Research . IJX

Sessron Two Changrnq Healthcare Syslems:

Slruclures and declsion makers lo Inlluence

11r5-1135

1135 - 1155

1r55 - 12r5

1215, 1235

1235 - 1300

r 300 - 1.r00

1,100 - fi45

France -Jim Furniss ' Bridgehead Technolooies Ltd - U(

Germany - Mflc Van Tendoloo . Conlrnlo Co0sultrn0 - ltaly

llaly - ilarc Va0 ]endel0o . Conting0 Consulting - ltaly

UK - Jim fumiss - f.idgelead T€chnologies Lld . lJl(

USA - ila.l lliss!nlEld - Zrmsnl

L!nch

0rtlerent Heallhcare syslems commonallres and drlferences -

rmp|calrons lot pncrng and val!e ' Erian Lovatt . Vision

Inl0rnational Heallhcarc Besearch - UK

I {,15 1530

1530 - r5t5

15{5, r6 r5

1615 - 1ir 5

Sessron Three' lmptrcali0ns lor Marlelrnq Research

Changrng paradigms In pncrng and vaue research, Bill

lilcX6nna - Slralaeio lrlart6llng Corporalion . IJSA

Cofiee

ld€nlrlyrng and measua0g lhe brand value dnvers.Steven

Gr!ndy - Marlrn Ham0lin GIK Global Hrallhcar€ - IJX

Syndrcal€ exercLse lollowed by debale - Do physicrans slrll

have a role In pncrnq and value resea.ch?

Seclion F0ur - 0€lermrnrn0 lhe value ol th€ brand

How lo market lhe valuE ol lhe brard lo payor audrences

a case study - Paul lhomas - Ad€lphi Group - u(
Conclusrons and wrap-up

End olWorkshop

r7r5 - r 7,t5

1;.15 - r 800

1800

llneday 10 June - Valu€ and Prblng:
A co.rtlnuous chsllenge
The workshop is b€ing organis€d by the



Tuesday lO June -

Brand Equity lleasurement

The workshop is being organised by the EphMRA Primary

Research l\,4ethods and Training (PRi/t&T) Committee
and will be convened by Bob Douglas, Taylor Nelson

Sofres Healthcare. UK, Jeremy
Lonsdale, Aequus Besearch Ltd
UK and Kurl Ebert - F. Hotfman
La Roche, Switzerland

Wo?kshop EackEround
Establishrng a strong brand ts

essential to building and main'
taining a solid customer base.
Building and maintarning brand
equity is at the core of modern
pharmaceutrcal marketrng.

Ldeasuring brand equity allows
companies to define a brand s

core value to customers and
which characteristics are driving value. Once a baseline
is set it is important to track changes in its brand equity
over time Changes in the quantitative measurement ol
brand equity will enable companies to assess the value

ot their brand investments thus helping them to set
marketing and management priorities Brand equity
measurement has been a cornerstone of consumer
research activity. but as yel has not been tully adopted
by the pharmaceutical industry

Workshop Objectlves
The workshop will address the essential questrons around
brand equity research measurement

1 What is brand equity?
2 What contributes to my brand s equity?
3 Why i/easure Erand Equity?
4 How do I measure brand equity?
5 How do I use brand equity to my advantage?

Who can and should registeT for the Workshop?
The workshop is aimed at experienced Market Researchers,

Business Analysts and l/tarketing Personnel lrom compa-
nies and agencies that are Involved in brand assessment
either at the NPD ohase or in oost launch evaluation.

Programme

LLrnch

0vervrev, ol Branc Equr:t - 800 oou0las . Taylor [elson

Heallhcare - lJl(

Brand Equrry f,f0dels'Par1 I -Jarnie Holmyr. Tt€ Cuslomer

Equity Company - South Alrica

Eia d tqurry Llodels Parr 2 Clemenl Galluccio - RrMark-

lnterbrandwood - USA

Eieakoul Sessron w lt Collee

Biand Equrly Trackrng - Sylvie Cloafoc. GIK Healthca.e.

Germany

Ho& c0 | use brand eq! l'r lrac(nq i0 my adva.laQe '
Michael osdn -Co0lert Besearch lnlernalional . [J(

open Forum Brand Equ!l! T,aC'(n( genrrq rt qhl

Close

1300. rJ00

r J00 - 1r20

1J20, r505

1505, 1550

1550 - 1630

1630 - 1;30

r;30 - 1815

r8 r5 - 1830

1830

I
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POSITIONING . GETTING IT
RIGHT . EARLY 2OO4

1030

r030. r1r5

1115, 1200

r200 12t 5

r2r5 i300

Welcome and Collee

'ivl.ar s Brafd Equriy?-Eary Goeers-Tonrc Health Lld-UK

Breakorl Sess on to Drscuss Bei€vance l0 Pharl'lacellcals

Feedb3ck

Usrig 0ua rlalrlE Fesearch lo unC€rsiand Srand EqL ly -

Sue Ciristy . Iaylor Nelson Sol.es Xeallhcarc - lJl(

Positioning s The act of creating an

image of what a product can oller
and to whom so that rt wrll occupy a

distinct and sustainable competrtive
position in the mind of the target

consumer ' - EphlMRA Lexicon

Few terms cause as much debate In the Industrv as oosi-
tioning What exactly is positioning? How is it defined? At
whal stage In the development cycle should posrtionrng

start? What are the responsrbilities of headquarlers vs

local atfiliates In positionrng? And. lasl but not least. how
and when should positioning be generated and tested?

EphN4FA s Pflmary Research lvlethods and Training
Commrttee feels rt rs worth revrsrtrng lhrs rmportant toprc In

a dedicated workshop. and to bring together experienced
marketrng research professronals and experts to discuss
these rssues

Workshop ObjectiYes
The key objectrves ol thrs workshop are;
. To exchange opinions on the terminology and process

of posrtionrng
. To learn about the process of posilioning through case

studies, and to illustrate the context in which oosrtionrno
taKes place

. To learn about the latest technioues used in oosrtronrno
research
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THE NESEARCH
TOOTBOX . AUTUI|N 2q)4

Course Aim
This course rs desrgned as an
intermediate course for research
praclrtioners who want to develop

therr skrlls beyond a basrc under-
standing The course wtll focus on a variety of research
techniques and applications required by the professional
markel researcher

Delegates will leave the workshop with a better under,
standing of
. Oueslionnarre design and scaling lechniques
. Translatrng research ob;ectives into methodology
. Sampling theory and statistics
. Cullural drfferences rnlluencrng research desrgn
. The application of projective and enabling techniques
. Analysing and interpreting data
. Workino wrth aoencies

COURSE FEEDBACK
The Rgsoarch Toolbox

The Hesearch Toolbox - November 6-8 2002. Fleview
of course - by convenors Bob Douglas of Taylor Nelson
Healthcare and Catherine Franeau ol UCB Pharma.

The Besearch Toolbox was a new training workshop
run by the PRM&T Committee In November ol last year
It was desrgned as an Intermediate course as a follow
on to the Basic skills course lssues covered included
questronnarre desrgn analysrng, Interpretrng and pre-
senting data. sampling theory as well as others 31 del
egates atlended the course in Brussels feedback has
been extremelv oositrve

One key theme running through the whole workshop
was base eveMhrng ycu do on well defined and agreed
oblectives Thrs may seern an obvrous thtng to say, but
very often rll'delined otljectives leads to vague and unac
tionable results Clear oblectives are not lust important In

lranslatrng research obiectrves into methods. but also in
questionnarre and drscussion guide desrgn. and analy,
sis and oresentatron ol resu ts

Lrkewrse. good communrcatron was an occurnng theme
which was slressed n terms of managrng c ents expecta-
trons the agency clrenl partnershrp and proiecl follow up

Delegates had the oppodunity to discuss research topics
vra the breakout syndicate sessrons. whtch included the
chance to experience prolective techniques f rst hand in

a group discussron settrng

Emphasrs was also give to process in research. wrth partrc-

ular reference to qualitative research Whrlst q!alrtatrve
research rs by nature unstructured and tlexible the process

by whrch Inlormatron rs collected and ana ysed s paramount

Other Interesting toprcs covered Included mapping tech-
nrques and samplrng. which was refreshing 1o see on a phar-

maceutrcal course as parlicularly the latter is often neglected

Delgg3lg5 were given a clear understandrng oi the need
for good samplrng practice, and the pros and cons of each
approach Drflerences across countfles were discussed
In terms of lhe vanous healthcare structures and the mpact
these could have on research Agarn. a loprc. which is

rmportant in the design of projects but rs not often Includ-
ed In workshops

Flnally, alternatrve data deliverables were dlscussed These
ranged lrom lhe more tradttlona paper tables to the various
online optrons whrch are no\ry Increasingly used

OveraLl a packed programme, lots to take n and take back
to the offrce Feedback was extremely pos trve and I m sure
I wril become a regular rtem on the trainrng prograrnme

Bob Douglas and Calherine Franeau
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Speaker Highlights - The conference features some of the most provocattve thtnkers



COME & JOIN US
\sociate )lembers Committee: Inaugural Meeting

Tltr iirst nrcrtrng,rl thi5 Ci)lnmrttei took placr'on 2{lth Jiinuln. n
l,onrion ;rnd rras ;ttrnrled h\ ll assr)ai;ttr nttmhers plus
IJtrnldcltr llogrrs lrrm Eph)1tl\. l,rror trr tht introductron ot
Issoeialr !lrnrhrrship resc.rrch sLrpplrtrs plartrj a vcn periphrral
rolc tr'ilhrn l..phlllt.\ but nrrrr ther havr tht opportunitr rri plar,ing
J Ji{niii.irnt plrt in the tuturt Jirrctirrn oi thr rrrganisaliDn.

It rras lgtttrJ tlut thc printin rolc oi thc Crxnnr !e shoulr.l bt to
lcl Js thi \'orcr oi srrpplrtrs rr'ithin Eph)1ll\ anLj lhat to bc ls
rfittlivr;rs p' rssrhit it shoLrld:

. lctirrlr (ncr)urJ{r as tr,idc \ssociatr }lcmherslrip as possihle

. \\r)rk to rniurL thJt ,L\sociatr )lcmhcrs arr reprrstntrd on all
alail;rhlt cL,rrnritttes

. l)rolidr input tr, 'ihr lrrunJatirrn Iirlr,J hrr pussible iuturt nr)itcts

.l)rrrviJr in|ut to thr lirecutirt Committee on the lrrrntat and:rll
othtr nratttrs crrvtring thr,\nnuill Crrniertnct,\gencv F'air

It \rir a,lrt(d th;rt ill Issoeiate Ilemhr,rs should hc inr,itrd to
ittcnJ lir(h Lrnrmitttr )lertin(. hut rt rr';i-r lroptd that there rrould
hcJrorrol rr{Ltltr nt!,n'thLrs lo cnsurc c0nlinuitt Thisrsanrssrrr
that rrill rtcrl cartiul nronitoring irver lrntc.

lht Contntittte rrouirl likr t,) r\prrss thur thanks to Btrnarjcttt
Ii,rgers trrr rll her htlp in th( nrr(ting: trr )lartrn flamhlin (][r tor
ust oi thtir ntertln! r(x)nt tnd provi-,iion oi lLrnch and rcilcsh-
n](nls Jnd to Irr'e llohgrarr'r: ior his contrihutirrn ria tulcconicr
tntt to tht mrrting.

\(\t rnrrtingr )hr.h llth lt )lirrtin lllnrhlin (jt} ofiicts in
Li)ndon. llJ.]{lam-::} 0l)pn. Thr ntsrtin{ rrjll hc chaircrj hr' l)ar.id
Ilanlon ot T\S

Thtrt uill als,r hr d n)trlintl rrrr Fridl lillh JLrnr in ]ladrid illrt
.\.:l(li!nr. .\ll \ssoei;rtt )lrrnhrrs rrill hc rrcicrrmc to attcnrl hoth
rrtct ings

Charlcs llslcv
linent lh
f htrlts.ilslt\'(1 zIItnt !i)nl

SOLE SPOI{SOBS. COFFEE BREAKS
Martin Hamblin GtK Gtobal Healthcare

SGR lnternational

sotE sPol{son . PoST CONFEREI|CE
ilEWSLETTER

Martin Hamblin GfK Global Healthcare

sorE sPoltsoR . wErcomE
COCKTAIL PARTY

l+G Suisse Health Research International

SOLE SP,OIISOR . lms cAtA EVElilltc
WED}IESDAY T I JUIIE

ims

CO.SPOilSORS . EphttlM EVElililG
THUBSDAY I2 JUI{E

Medi Pragma and EphMRA

SOIE SPONSOR . CONFEREilCE
OEIEGATE BAGS
lsis Research olc

SOIE SPOilSOR. CO}IFERENCE PAD
GfK HealthCare

soLE sPoilson . col{FEREt{CE PE}l
A+A Healthcare Marketing Research

SOLE SPO]ISOR . LUGGAGE LABEL
CAM

SOLE SPO}ISOR . FIHAL
COilFEREilCE PROGRAMl{E
Heallhcare Research Partners

SOLE SPOilSOR . CD.ROM OF
COI{FEREilCE PAPERS

NOP World Health . NOP Healthcare, Strategic
Marketing Corporation, Markei Measures/Cozint

SOLE SPOXSOR . COI{FEREilCE SIG}IAGE
lsis Research plc

CO.SFO}ISOBS. AGETCY FAIR LUNCH
Taylor Nelson Sotres Healthcare, EphMRA

SOIE SPOI{SOR . DELEGATE TIST
Martin Hamblin GfK Global Heallhcare



Associate Members
The confirmed Associate members at the time of going to

print are listed here. Othor companies have also applied to

ioin as Associate members since then and so we will

include them in the next News edition.
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Gre TTrn CoTSULTING & PnRrHrR AG@

Consultants in Search and Recruitment
Localed In the Elasel area OUr cltenl rs pan Ol a leadtng European Market Research Group The company spezratrles In pharmaceulical
markets wrlh a locus on lields such as neurology atrways dtseases rmmunology and especjally OnCOlOgy n wrll expand rts SuCcess Into new
cuslomer segmenls and geographtcal areas Management has lherelore commtsstoned us to select a high tmpact personalrty wtlh lront tine
erpenence and slrong customer locuS tor the posrlton ol

Oirector International Projects Health Market Research
YOUF IIAIN TASKS
Expansron ol Internalronal prolect achrevemenls by burldlng up awareness ol the company and nurluring longterm customer relalions lh.ough
hands-on servrce coverage Acqutsrtton ol new proJects and customers rn international key markels Conslant and rn-depth monttoflng of
markel evolulrons Motrvatron gurdance and coordtnatron ofa hrghly skrlled prolesstonal leam (JO) Travetling Ilme approx 30e;

YOUR PROFILE

Holder oi a degree n economrcs and,or natufal scrences wtth proven track record In Inlehatronal heatth and pharmaceutrcal market research
Add lronal busrness studres beneltcral Success-dnven wrnnlng Indivrdual wrth htgh communrcalton skttls and strong customer focus Fluent
In Englsh and preterably German other tanguages benelictal

YOUR FUTURE

UnusUal opportun ly and demandrng challenge to make a rewardrng contflbutron to lhe company s Internatronal development ano suCCeSs
Wlde lob polenllal and anraclrve career pfospects In a supportrng envrronment and a regron wrth htgh lersure and cultural slandards

YOUR HEXT STEP
Forward your app|catron Includrng curficulum vrtae. reJerences certrftcates and photo marked gKgg., to Mr Beal Keller
Telephone enqurfies Mon.Fr 8am to530pm Our dtscrehon has been recoqnised srnce j977

BRANCH

MUNSTERBERG 10 P O BOX CH.400t BASEL PHONE + +41 6t 223 80 90 FAX + +41 61 273 80 93
E'marl beat keller(drgcp ch wwv/ gcp ch



Japanese pharmaceutical
industry opens up to the
benefits of market teseatch

Market research has been slow to be absorbed Into the

marketing culture within Japan However there ls evl-

dence that this is changing. especially wrthln the pharma-

ceutical field. This was demonstrated recently at a market

research conference organtsed by TM Marketing in T0kyo

and presented by Martin Hamblin GfK

Allan Eowditch. Global CEO Healthcare and Steve Grundy,

Joint Managing Dtrector, gave a series ol presentations

demonstrating the market research tools which should be

considered at key stages in a new product s development.
The event attracted over 80 delegates from 40 ditferent
companies based in Japan - organrsatrons represented
included Yamanouchr. Fujisawa Sankyo and Chugai as

well as Pfizer, Lilly Merck and Wyeth Lederle The feed-

back from delegates was incredible, wrlh many requestlng

further events ol thrs krnd Proof that market research rs

gaining recognition In the Japanese pharmaceutlcal

industry as an important business tool

ZS Associates

ZS Assoc ates has appornted Bf an LeFei)vre as lvlanager

of therr European lvlarkel Research practtce area Brraf'l s

specrlrc responsrbtlrt es arc lo lurther develop and manage

the practrce area In Etrrope Eran vrtll report d reclly to

Dean Sr:mmerf eld Managrng Pr ncrpa cf the company s

London of{ce Corrrnenl nq on Brtans appornlment he

sald 'ftrc valLie v'/e can dng fo our ci]e s ttt tnan'y' af oLtl

ollerings such as forccasl/irg .sa/es iorce ptodLicltvly.

slraleEC ntatkettng glannng and CRM 6 greallf enhanced

by niegraled iacl'basea/ cLtstonter i/l.sighls Brlan brlr)gs a

v/ealllt ai ]tarkel researclt expe et)ce lltai wtll grcatly

slrcngllten our ex'Janditg ELtroDean Iean1

JW Gonsulting
Ttre cace of change s alccelerilt rrq' Tl.re llus rless rs

contrnuing to lace corlrplex dec s orrs rt-'lAt r.rq to rrew

producl developments Ites/ cUSlorrlets rl.arkets cxtcrr

s ons lo exrstrng prociuct r,ses and arr evcr cl'ar'lqrnq
PharmaceL,rl ca tradrnq envrron merri

lvlarket Research rrL,st respond lo the cien'ands 01 Inter

na CUStOnterS y,,hr Si betng iaceo ,r./itlt a number o1

corrpl catrng factors eg f fofrralrorr overload assoss
n'rents cf relevarnt rnfDrnlatlon raprdly challrg r19 exlerna
nrarkets hrqt'r slaf1 turrover or'/ stail e\peflence ancl

constanl reclurrerre|ts to Qenerate addecl va t)e olrlputs
lo support cr 1ca stratcg c tjec 5 orls

Us ng exarrpies ol l)est practtce tralfl rl!l lrerltor llcl

coach ng ancl seek 
'.rc 

peer rev e\!s calrr achlev-a aclded

valUe J!! Consu trng c:rt Jlfcv ale arr exper enced extcr
nal resourcc !",rth llle aili ty to tielrvor a low cosl etll-

c enl va ue addeci a,rzrlyttcal scr,,, ce lroll'l a rerrole loca

1on and or a1 ircclance serv ce u'/orklrlg :ls it rlle'lri)e. of

yorir leam n house a owtng 1or prilcl ca oflportLrnrtles
rn the area of lrar,''nc; coacl'l||-tcj and rnerriorsf] p s

For n'ore Inlorn'alron p e;tsc contact

Janet'wagster 'r aol corTl

JlV Con su trng

Medical
Marketing
Research
lnternational
Medical Marketing Research International (UK) has

recently appointed Marianne MacDonell as an

International Research Director. Marianne has more

than twenty years experience In the pharmaceutrcal
industry on both agency and client.srde, most recently
wrth Eli Lrlly. but also at Total Research Novo Nordlsk and
NOP She bflngs with her a valuable range and depth ol
research skrlls, panicularly qualitative insights to optimlse
the development of promotronal matenals designed tor

boih Drofessionals and pattent audiences

We would also like to congratulate Philip Howe on his

new promotion lrom Deputy Managing Director to

Managing Director ol MMRI Philip. |ke Marianne, has

extensive experience on both agency and client'side Hrs

prevrous positions Include Head of Business Information
for Sanofi and prior to joinrng MMRI he was a Oirector at

l,4artin Hambfin

I
I



Y!{eo Streaming at Fast Forward
4Diqeqqglg! brr4gr Research
benefits lor all
4discussion research lacrlities in South Manchester, UK
now otfer Focusvision videostreaming, which allows you
to view interviews or group discussions at remote loca-
tions on your computer. This means you and your
colleagues can view research sessions in comfort, make
savings on both time and money in addition to offering
you more flexibility.

Secure viewing is guaranteed with password accessed
entry via the Focusvision website.

This technology is the latest addition to the 4discussron
facilities. which are located in an elegant historicat build-
Ing close to the M6, Manch€ster Airport and mainline
railway stations. The facilities boast 3 comfortable and
spacious studios seating up to 12, all fully air condi-
tioned and equipped with the latest audiovisuat technot-
ogy and digital video facilities. Recruitment services
are also available for physicians, nurses and patients.

STUDIO ONE STUDIO TWO

For more intormation please contact Rachael Turner on
+44 1260 295100

Rachael Turner
Hachael lorned Fast Forward
Research Ltd in the Fieldwork
business unrt. 4discusston as Freldwork Executrve. She
will be managing the vrewing facilities in the UK and global
recrurtment ServiCes

Fiachael s background is in sates management within
USA Internel leading edge companies.

Rachael brings vast experience in recruitment, internet
project management on a varied USA and European
basis to Fast Forward Research

Kirsty Hollins-Brown PhD

Krrsty recently jorned Fast For-

ward Research Ltd as Research

Execulive Kirsty started her
career as a Research Associate
wtth Unrlever based in Rott-
erdam Netherlands Her role
was a Besearch Associatei Assistant Project Manager, in
New Product Development speciahstng in Brand positioning

and Project Planning. Ktrsty brings vast expeflence In prol-
ect management analysts and reporttng to Fasl FoMard
Flesearch trom her previous roles within multinationals
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lf you would like to submit an article for
possible publication in this Nlewsletter then

forward them to EphMRA at
MrsBRogers@aol.com.

We welcome submissions from all oarties.

Articles published in the EphMRA News do not necessarity reflect the opinions of EphMM.




