
WELCOME TO THE
REAL WORLD!
Co-prescribing as an example of how off-the-shelf
market research techniques may not be right for
a pharmaceutical problem

The problem of importing market research techniques from other areas
When rabbrts were introduced to Australia, the numbers quickly reached
plague proporlions The problem was that as rabbits did not evolve in
Australia they had no natural predators there. Likewise, Introducing
something that evolved in another environment can produce problems
in pharma ma rk et research
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lntrodu(ing somethng from another envtronnent Can (ause problemst

Most (virtually all) market research techniques used for pharmaceuticals
have been imported from other areas For example, many techniques
have been developed for fast moving consumer goods, transport e(o-
nomics and the automotive industrv.

These techniques are then imported wholesale into the pharmaceutical
arena Usually, they are never validated to show that they work well
with pharmaceuticals. Perhaps this rs excusable: humans are humans,
and a technique that predrcts their behaviour in one environment might
be expected to work in another.
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Sometimes these techniques just (annot work unmodi-
fied in pharma. However, what is not excusable is the
unthinking appli(ation of off-the-shelf market resear(h
software when a more common sense approach tells you
that these techniques just rannot work unmodified for
pharmaceuticals. A case in point is the impact of co-pre-
scrrbing on product (hoice

In many disease areas (cardiovascular, cancer et( etc) co-
prescribing of products from drfferent therapy categories
is commonplace For example, a patrent with hyperten-
sron rnrril often recetve a druretic and/or a beta blocker
and/or a cd cium channel blocker and/or an ACE inhlbitor

i yol r,vere to ask a rnarket researrh company to preclr(t
do(tor chorce n thrs drse.lse, they r,r,ould probably recorn
mend d survey anrl rrse a technique rke conjoint luch a
te(hn rlLrc lvou d delernl|l)L' the extent 10 lvhicl" do(tors
"l:ke" thc d fferent therapy (.rtegor es dIcordrng to ho!,,,
tne adtegor es pertorm or) key attr butes
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5o now (in this exaggerated example) we have 1000/0 of
patients receiving category A and 100% of patients
recervrng category 8. In share terms, each product ha5 a
5070 share. This is very different from the 7Oo/o /3!o/o splil
predicted by the conjoint study. Also, the .onjoint study
has predicted shares - but shares of what?

lf in our imaginary disease onty category A has been
launched and category B is about to laun(h, our conjoint
study would predict the share of patients who would
receive category B But, due to (o,prescnption, the size of
the overall market is about to douore
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*fr* ofgrrreamon is b*omlqg incrcaslngly
dtrfior}t.

lt is therefore necessary to reach peak sales

quickly by building strong brands rather than
simply selling products.

Brand building starts with identifying an unmet cus'

tomer need and any definition of a brand which
does not encomoass customer need Satisfaction we
would consider f lawed.

The pressure is therefore on the market research

industry to conduct better unmet needs research.

There is certainly more primary unmet needs researcn

taking place now but have our methods changed or

improved suffrciently to mat(h the demands?

When conducting unmet needs research there are two
view-points that have to be taken into account,

firstly the patient perspective, and secondly the
patient need as seen through the eyes of the clinician

The former clearly has far more importance where
there are strong DTC opportunities such as in the Us

market. In some markets patient research is the criti-
cal way to de{ine unmet needs. In others it will be the
clinician view that drives decision taking and it is the
latter we are focussing on in this article.

In identifying patient needs the first and critical step
is to identify the target patient segments through
the eyes of the clinrcian rather than as defined by

secondary data. This process requires 2 steps, gener
ation of patient types and then simplification or
grouping. lt is key that the identified patient groups

are classified by clinically relevant factors or (onstructs.

We can now identify the unmet needs for each clini-
cally relevant patient group by asking clinicians
about the patient unmet needs.

The oroblem is as follows:

A clinician's ability to understand and articulate patient
needs is a function of their empathy with patients ln

any sample there will be a mixture of responses, includ-
ing empathetic clinicians who retlect real patient needs

and non empatheti( clinicians who can have an incor-
rect view. lt is diffi(ult to know what taking an average
of these tells us.

lf we look at how a clinician operates whether empa-
thetic or not they examine a patient and create a goal

for their intervention. 8y interrogating these goals we
can gain a clearer view of where our brand fits in for
that clinician. Goals are much more robust a(ross clini-
cians (whether empathetic or not) and across countries
when compared to projected patient unmet needs

Goals can cut across patient demographics and give us

a new and better understanding of needs through the
clinician's eyes. we have found that there are (ommon
goals that cut across different patient groups - we refer
to these as Goal States. In targeting brands against
these different Goal States the brand can become a

goal achiever across patient groups rather than being
restricted by demographic or other definitions of
patients,

By combining an understanding of goals weighted by
patient groups together with a match of brands to
goals we create a model to identify unachieved
or underachieved goals. Consequently new products
can be positioned against these quantified under'
achieved clinician goals. This approach directly gener'

ates the required brand claim list giving a strong start
to brand development.

The Goal States work (an be used to drive product
selection, clinical trial focus. brand positioning or port-
folio development all the time focussing on the patient
segments with the highest ROl.

Goal States may not be rocket science but it may repre-
sent one small step for better unmet needs research.

Kim Hughes
THE PLANNING SHOP international
kim.hughes@planningshopintl.com
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The two day EphMRA PMR&T training course on seg-

mentation was convened by Stephen Grundy (Martin
Hamblin GfK) and Carolyn Fenwick (Astrazeneca) and
attended by l8 delegates from both industry and agency
backgrounds. The course provided a healthy mixture of
presentations and workshops; theory and practace; strat-
egy and tactics; which enabled the delegates to apply
some of what they had learned and to appreciate the
practical implications of advice they were hearing. The
energy and commitment of both delegates and speakers
ensured a very productive two days,

The aim of the course was to give delegates a thorough
grounding in segmentation within the unique environ'
ment of the healthcare industry. The details of why,
when, who. how and how to implement segmentation
were all addressed - not without controversy and chal-
lenges - and there was considerable discussion around
the dual role of segmentation - in strategi( planning and
tactical communications.

The convenors introduced the programme with a review
of the value of segmentation to marketing i.e. to derive
competitive advantage. They also shared some learning
from the consumer world.

Trevor Flanagan (Premark Services) drew from his consid-
erable experience in supporting development prolects to
communicate how segmentation makes competitive

Dorothy Parker (Fast Forward Research) presented the
value and place of qualitative research in segmentation.
Qualitative research has a role both prior to and follow'
ing the collection and analysis of quantitative data for
segmentation. 5he emphasised the need to use qualita'
tive work to identify the deep-rooted differentiators i e
the values that drive the behaviours. Communications
and key messages could then be designed accordingly.

The industry is showing a growing interest in quantita'
tive segmentation approaches. Stephen Grundy (Martin
Hamblin GfK) reviewed some of these approaches,
demonstrcting segmentation solutions, based on needs,
psychographics and patients'key symptoms often yield
meaningful insights and actionable recommendations.

Beverley Henry (Martin Hamblln GfK) gave a statisticians
perspective on the strengths and weaknesses of both
traditional data analysis methods, such as factor and
cluster analysis; and newer approaches such as latent
class analysis. One insight that emerged, during the dis-
cussion of latent class analysis, was the strength of thi5
technique to identify hidden or latent variables. For

Phil Dunn (Martin Hamblin GfK Consumer and Business

Division) provided e Presented
an OTC segmentat d the utility
of segmentation understand
markets. Phil also s work with
segmentation for tele(ommunications / (ell-phones,
where customer needs form the basi5 for certain seg-
mentation approaches.

The sessions presented by Steve, Eeverley and Phil helped
set the scene for the workshops, where delegates
were tasked to look at data sets for patient segmenta-
tion and physician segmentation; and to develop action-
able segmentation solutions from the information pro-
vided. The teams of delegates delivered well developed
solutions and demonstrated how they would target each
segment with regard to positioning options product,
price and ta19et messages-

Finding a way to segment i.e. understand your market is

only the first step..lanice Ma(Lennan (5t CIair Consulting)
addressed the role of segmentation in strategic plan-
ning. In her view, the rigour of a gegmentation exercise
enhances the quality of thinking around marketing strate'
gy. The output should then be used creatively in the
design and communication of what you offer. Janice

delivered a very thought-provoking presentation in which
she recommended focusing on a single segment accord'
ing to a needs.based understanding of this segments with-
inihe market. Widening of the target pool would follow

Nina Felton (lMS) delivered more food-forthought as she

addressed the issues around targeting of customers from a

tactical ooint of view. Nina recommended that we choose
the appropriate and optimum means of differentiating
between our customers NOT historical prescribing behav'
iour. lt is essential that representatives o{ the sales function
are involved in the segmentation process. Accessibility to
the various segments is fundamental so the differentiators
must be identi{iable and measurable. lmplement the
strategy through tactical tools. Measure the suc(ess of the
implementation and take corrective action if needed.

The course ended but not the debate.

Authors on behalf of
the EphMRA PRM&T
Commattee:
Stephen Grundy
(Martin Hamblin GtK)
Carolyn Fenwick
(AstraZeneca)



Gtven the tmponance of the USA as a

pad ol lhe global market researchers In

the resl of the world need lo keep pace

wrth lhe latest devebpments and trends

occurnng there Dunng the recent PIjRG

confererce there were a great many In-

srghls provrded whrch need to be carefully

consdeted In noi only lhrnkrng aboui fu-

lure ways of marketrng and promotrng

prescflplron med€rnes In lhe USA bul

also elsewhere In lhe world

Krm Slocum Drreclor of StrategE Plar,-

nrng at Astrazeneca provrded an rmpor-

lant backdrop lo the cor erence Krm

pornted out that rn1998 foreverydollar

the Induslry spenl lhere was a relurn 0n

rnveslment of S22 ho!'€vef by200T lhrs

return had fallen by S5 to S17 (lhis dala

was assessed from an evalualron of lhe

top 14 US companres) llrs clear that

companres are f Indrng rl more dff rcufl to

ach€ve the levelof profrtabrhty lhal they

once drd n the mrd lo lale 90s Desprte

the emergrng value of drrecl l0 mnsumer

advenrsrng In the USA and the returns

provrded by thrs mportant medra grealer

cornp€lrlron Increased pressures frorn

Managed Care lhe need lo provrde In

creased servrces to support pharmaceutF

cal producb Increasrng cosls of supporl-

Ing the represenlatrve sales Iorc€ have all

contnbuled lo thrs reductron In ROI

An exlraordinary facl that Krm hrghlrghted

was lhal between '1995 and lhe present

trme there was a srgnrfrcant Increase In

the number ol representalrves calhng on

doclors We now have a s(ualron rn the

USA where 90 000 replesentairves are

cal|ng on a total of 850.000 physr-

crans In an artrcle recently published

by the Ecommrst lf€ data pornts lo

lhe facllhal 250 000 US MO s grve rrse

to 80% of all US prescrptrons written

Grven that there are currently 90 000

representalrves In the US whose arm rs

lo callon physrcrans il rs concervable

lhal each doctor could see a repres€n

latrve every lwo hoursr The questrons

berng asked more and more are

r) Ls there a drmrnishrng return on

Investmenl In convenlronal rep

delalltng ?

ri) What rs tt€ optimal number of

represenlatlves for a fEld force?

|||) What addrlronalforms of commu-

nrcalron would complrmenl lhe

freh-force aclrvrtles and produc€

lheoplrmal ROlT

Statrstrcs avarlable from Harns lnterac-

trve pornts lo the fact lhat 93% of US

physrcrans are now actrve on the Inler.

net and 13% aclually use the Inlemel

lo emarl patrents on a vanety of rmpor.

lani matters lhrs of course has implF

calron for communrcalron and collabo-

ratron wrth physrcrans by 1f€ rnduslry

Bruce Granl VP Skalegrc Consultrng

of The lvled€al Broadce!rng Company

went on to lalk about lhe vaflely of

ways in which e-delarIng had devel-

oped In the USA possbly due to the

h€h use of computer technology but

also dnven by the facl lhal even when

a representalrve sees a physrcran l|me

rs now lrmrled lo less lhen 2 mrnules'

In rally Physicran Net Inc was

Involved In setirng up opportun(€s for

representatrves to speak to physrcrans vra

lhe Internet In reallrme A varEty ol

split screen approaches enabled the par-

t€s lookrng at lhe compuler screen lo

v|ew not only lhe informaiion aboui the

prodrct but each other loo Physrcran

Nel had I 000 rcP s sened up for video

detarhng the average vdeo delarl lastrng

around 8 to 10 mrnules whrch was a

much longer lime lhan the usual 2 to 4

minutes afforded representatrves who

vrsI physrcran s rn therr offrce

The vrnual e-detarl was another approach

developed In recent years Tnis interac-

t|on betu€en the doclor and the Informa-

lrcn supplied by a company lasls around

5lo 6 mrnutes but does not rnvolve any

vrdeo interaction Wlth a representat've

Although cosls of thrs approach rs less

lhan vrdeo detarlrng lhe process has

been harder lo get off the ground srnc€

lhere is a paymenl to doclors who lake

pan In vrrlual detarlrr€ and thrs has been

understandably a ha.der sell to s€nror

management



The latest developrnents have involved

platform detarling which rs 
'n 

many ways

a combrnatron of both vdeo and urtual

detarlrng Althoug h commercral organrza-

t|ons ha\€ been Involved In the de\€lop-

ment of a number of these approaches

several pharmaceutrcal compan€s

(notably Lilly) have been developrng key

detarIn9 approaches wthout the aid of

extemal organEatrons lt seems |kely

that thrs will become more wrdely adopted

In lhe comrng yeeG The one far|ng of e-

detailing to date has been the lack of

creatr\€ devebpment as far as the Infor-

mation being conveyed rs concerned To

date. only statrc pages heve been used In

e{etaiing methods In many ways thrs

se€ms skange given the fact ihat video

detarlrng allows a much more dynamrc

approach to take place Perhaps part of

the reason behind the lack of Innovatron

In this area has been the h€h cost of pro-

duction and the strll somewhat lmrted

number of physroans that are berng con-

tacted vra thrs media

The reasons behrnd the development of

edetailing is obvrous lt affods greater

targetrng can provide Informatron lo phy-

srcrans ln wrder geographtc areas than

possbly could be contacted vra represen-

tatrves. ( can compli.nent traditional pro-

motron phys,crans opting into leaming

about a product can do so at therr own

trme and hence. are more likely to be

inlerested and spend more trme than they

would otheMrse than if contacted in the

conventronalway ls thrs the way forward

In other countnes too?

Selh Godin aulhot ol Petmisson Mat-

kern9. provrded another fascrnatrng bul

different insight into emerging prcblems

for the healthcare industry particularly

In the Unrted Staies Patient comp||-

ance has always been of consrderable

conc€rn to pharmaceutrcal companres

not lust In the USA Patrents suffenng

from a chronrc rllness parlrculady one

that may be asymptomatrc Invanably

leads io patients forgettrng to take therr

product on certarn days reduong dos-

age or stopping the prodL.ct all to-

gether In the Unrted States these fac-

tors are exacerbated by the cosb In-

curred by patrents Although the co

payment for many branded producb

amongst pahents covered by l\4anaged

Care rs relatrvely low (crrca $15 per pre-

scnplion for a branded drug). rf a patrent

rs takrng many drfferent products at the

same trme thrs can start to add up to a

consberable amount Some Managed

Care organ|2atrons are now Introducrng

lhree-trer or even a four-trer co-pay sys-

tem Thrs means that some of the nev€r

pharmaceutrcal producb that may b€

more expensrve may trgger a hgher

co?ay (out of pocket paymenl to cover

pert of the product cost) for the patrent

of as much as $30-$50 per prescnptron

Asde from thrs patrents who may be on

Medrcare and do not have an accompa-

nyrng prescnp||on plan would have lo

pay for the total cost of the product

It rs thus not surpnsrng that complF

ance becomes an even greater prob-

lem In these crrcumstances Seth rn

hrs talk provrdes a compellrng argu-

ment to pharmaceulrcal companres t0

embrace relationship marketing rn an

effort to better heb pat€nts understand

therr condition and the need for con-

trnurng drug treatrnent Astrazeneca rn

the UK was srled for a novel approach

for patrents suffenng from asthma

Electronrc peak flow readings are sub-

mrtted to the physrcran to enable them

to keep more preOse docun€ntatron on

the patlenls developrng condrlron over

trme In the freld of osteoporosis

Aventrs. rl was stated ha\€ also been

expenmenlrng with enabling palrents io

communrcate therr BMO measurements

wth the physrcran s off re While these

initiatives are Interestrng wrll these too

also reduce the ROI Inrtrally discus$d?
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Kevtn Clancy put the Pharmaceutrca In

duslry under the mrcroscope and I came

rn tor some harsh cnl|crsm n hrs book

Caunletttllotttve Malketfrg Clancy Inks lhe

l"rgh rale o'bLsr'less la,lL.re lO bad markel

rng strategy and the rmplenrenlalron ol thai

slralegy' He pornls oul excess lestosler-

one conrpels senror fianagemenl lo make

decrsons r.rl\ltrvely Inslrnclrvely qurckly

and unfortunalely d saslrastously

Clancy In hrs la k and In hrs book under

lnes the rmportance ot largetrng

. Targelrng Ls perhaps lhe srngle mosl

r portant elernent In a marketrng plan

ll rs essenlral lo a bra d or brand posr-

lronrng slrategy you can t even wnle a

posrlronrng slalenrenl wrlhoul kno\,!rng

whom rl rs {or And a I other e ements

pflcrng producl lealJre5 ard 5o on de-

pend on lhe brand s targetrng and posr-

lronrn9 slralegy

. He pornted oLrl lhat as Phrl Koller contrn-

les lo rem nd !s to get rl nght lrrst

|me lhe mosl rmpo.tant steps are tar

getrng and posrtronrng ll you narl lhese

two componenls ol strategy everythrng

else tollo!,vs

Clancy wenl on to pornt oul frve queslons

thal hrghly eflectrve marieters should be

able to answer about largelrng

I Have we segnrenled each rnarket In

whrch we operate Io rdenlrly and prohle

lhe mosl profrlable markel largels lo
pursue?

I Foa each of our core b|lsrness or

brands how do we descnbe In lvords

and nLrnbe,s lle cfllrcal rnarket largel?
| | !1rhat was or rs lhe ral o|ale for selecl-

tng these targets? what process dd
we use lo find lhem? Was rl based on

ludgrnenl alone or on a ngorous analy-

srs of unrnrpeachable data?

v Can we prove thal our largels are prof

rtable? Can we show lhal lhey have

made money lor us rn the pasl or w

make money In lhe fufure?

v ls lhere some other tarqel or targels

lhal mrghl be mo€ profrlable? UJhat

are we dorng lo nvestrgale thrs possr-

brlrty?

Many companres rt s€ems do not use all of

lhe varo!s ways In whrch segmentatron can

be accompl6hed These can nclude

. Attrludes

. Euyrng behavlor

. Psychographrcs

. Demographrcs

. Socrographrcs

. LrfeStyles

. Lrfestage

. Database vanables

. Problerns aM mohvahons

Clancy s lalk lrnked very nrcely wrth lhat ol

Tom Albnght Senror Drreclor of Nlarketrng lor

Bolox at Allergan Tom provlded a case hrs-

tory ot the developrnenl and srgnrtrcanl flse In

sales for Bolox In tts markelrng program

Allergan reled very heauly on the use of pub-

hc relalrons In conjunclror ts gromotronal ac

trvrly and carelul posrlronrng lo create a hrgh

level of des rabrlly {or lhe brand amongsl

women over lhe age of 35 who wanted to

rmprove therr appearance

A facto. in Tom's talk which should not bo

losl on anyons involved an marksting

pharmaceuticals (or for that rnanor.ny

othgr product), was ths imporbnca ol un-

d6.sbnding the ditferent rnotivalbnal f ac.

tors that govern early adopbrs and lhose

who may be regarded as lab adopters. ll

was evrdenl lrorn lhe nralkel research Invesh

gahons lhal were carned out by Allergan that

whrle early adopters ,/vho were happy to em'

brace lhe new technology and benefils ol
fe€d by Bolox olhe15 $/ere more concerned

about potentra srde etlects lhat could occur

wrlh such a product whal mrghl happen aller

the eflecls ol the producl wore otf and over

how long a tlne wodld the prodJal be e*fec-

lLve as well as rssues surroundrng the subse

quent use of lhe product Addressrng these

rssues required a drtferent co rmunrcatrons

stralegy than lhat I rst adopted by the corn

pany rrr the rni|al monlhs of launch Whrte

many cornpanres lhrnk aboul Inodrfyrng lhetr

promolronal slrategy over lme ( has been

Lrnco roron In my expenence lo find

companres e/ho moddy therr promotrorl In

lrne wrlh drfferenl segments of the targeted

populatJon a producl rs berng armed at

Congratulalrons lo the Botox marketrng

learn for whal seems to have been sLrch a

wellthoughl thr0ugh laLroch program lt rs

certarnly one that has pro$ded lhe company

wrlh subslantral rewards Are we dorng as

much as we could lo help rnanagemenl un

derstand the ways In whrch marke|ng add

promoton should be allered as cenarn

\t.l!L\ are reached In the launch process lo

accounl for drf{erenl attrtudes and b€havror

of polentral prescnt€rs lthink not!



Laura Ries, autho( ol The Fa ol Advenising and the Ris€ ofPR. delivered a very pro-

vocative talk on tl|e same theme as her book Her lively delivery created considerable

interest and while here is no doubt that PR can and should be playing an Increasing role

in the marketing of pharmaceutical products. hou/ever, PR bnds lo ha\€, as Laura ad.

mitted in he. delivery, a somewhat slo! €r take{tt curve in sales revenue than an overtly

ad',/ertising lead carnpailn. This is unlikely to appealto senior managefiEnt in the phar-

maceutical field who are unlikely to rvait several years to se€ a retum on sales, particu-

lerly when increased cofipetition and the ever looming threat from the loss of patent in-

creases the pessure fur mo€ imrEdiate sales retum Mnetheless. the po$€r of PR

has been a sllnifbant factor in [|e success of products in the antFhypercholestolemb

fieH. for producls like Detrol for the treatment of "overactive bladder." Proscar and alpha-

blockers for the treafnent of BPH and the recent launch ot Botox!

Graham Lewis (lMS) in several of his talks and in particular in his delivery at the Eph-

MRA m€€ting in Athens, pointed out that the double digit growth of Pharma business in

the USA will slow to srngle digit growth for the foreseeable future However this fact cou-

pled wllh the reduced ROI that has been pointed out, plus the need to become even

more creative in getting the promohonal message to target customec b leading to diffi-

cu[ies in the USA Perhaps even rnore worrying is that even after the physician has ac-

tually prescribed the prod|tt increasing numbers of people are likely to be less compliant

than companies $rould wish to see ls this a pattern that willemerge in Europe and olher

countries too?

Allan Bovrditch
CEO Global Haal|rcae & Chaiman
Martin Hamblin GfK. Inc

J
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\tuhelt are tfio piacos of the
globalrigsaw goirlg to fit? In
all thb uncertainty, one thing
is certakr, and that i8 the need

to us€ marketiDg r6€arch
eYen mofe creatlv€ly, moio

quickly and at l63s cGt

!
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I= more
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Speaker Highlights - The mnference features some of the most provocative thinkers

Kenneth Watson Ls curfenty Vrce Presrden! ol
Globa lllarketrng al Yamanouch s Corcorate
HeaoqJaners Ke.neth graouated "o'.l. un.
versily as an [40 wilh a spec a rzatron In Internal
Medicne Atter he Iorned the pharmaceutcal
ndustry he held vanous sen or managernenl
posrlrons In R&D Marker ng and Prolecl

Management ln lhe course ol hrs career he also gradlaleq as an
MBA Unn 2002 he leclured Inlernatonal Busrness [,4anagemen1
al the Unrversrty ol The Hague In The Nelherlands Kennelh s a
past vrrnner ol lhe EphMRA Jack Hayhurst Award

Mike Owen has a socral scrence degree kom LSE and lor pasl 15

years he has been Cha rman ot Contexi Ldrke has ueen In charge ol
well over 600 prolecls rn lhe pharmaceulrcal area r..nany therapy
areas Thrs has ncllded much work on global brandnq He fas
wfltten and presenled at a range oi conlerences In 2000 he was
cornmrssroned by SAGE lalong v/lh Jon Chandleri to wrre a'.r author.
ilalrve book on oeveloprng Brands lhrough Oualtalrve Research

Jon Chandler s Managrng Drector 01 Conlexl where he has been
lor last 16 years Jon has a socral scrence degree from Bedlord
Colege Unrlersrty oJ London and oler 20 years research expenence
He has been In charge oJ over 500 cons!rner and heallhcare prolects

Jon has presented many papefs lrorksfcps of quallalive research

Vivien Yule BA (Psych ) LS a co-founder and Drecior ol Rls1on
Poole. an execut!e seafch company Vivren was prevrously a

career pharmaceutrcal market researcher at Glaxo and was
Managrng Drector ot Lours Harrs lnlernalrona lredrcal Surveys

Colin Mailland s a hrghly regarded rnarkel researcher and ,s

Charrfiran of rsrs Fesearch Dlc whch he lounded n 1973 havrng
prevolsly worked as European Research [,lanager lor Leo Burneti

Graham Lewis s an etonomrsl by p,olession and entered the
pharnrace!lrcal rnduslry n 1973 Graha.n has !!orked on al the
maror ccrnpounds aunched over the pasl 20 years ,n al malor
regrons or ihe world He has spoken a1 conferences n Weslern
Eurooe Norlh Ameaca Lalrn Amerca afd the Fa' Easi ncluolrg
Chrna. and rs w de y soughl ailer for h s straleg c Insrghts

Fichard Vanderveer has grvef nearly 60 presentalrons at rnalor
Indlstry conferences Rrcna.d rs a consu.ner and r'tduslr al Dsychoc
glSl wrlh a careei F iie pharmace!lcal tnduSIry span.rnQ twenly.
lve years Rrchard has cfealed anc rln lhree ccn'Danres The
Vanderveer Group lFcv/ TVGt Physca. [4 c'omarketrng Inc and
row V2 nc f/here he rs CEO

Brian Lovatt an Inlernalonal Heallh Economrsl wrth a broad
base ol expense spanfrne across pharmaceut cal research wlh
over 26 yeafs expe.ence Bran has worked n pfoducl fesearch
and develoomenl sales and markelrng and healh econorncs and
pncrng Bran Ls acknow edgeo for hs managemenl of the creatton
and d ssern nation of socro econom c data locused upon cuslomer
neeos an0 nnovalve pncrng slfalegres

Stuart Cooper rs Chret Execur ve Oitice. Adelohr hrs expefience
slenrs from both lhe consurner and pharmaceulrca nduslry In

whch he has held posLtions n r.lernalonal and nalonal producl
rnanagenrent markel plannrng and markelrng 'eseafch Sluarts
career n the phafmaceutcal ndustry commenced n 1979 anc
ncluded Internahonal a.d nalrcnal research managernent anct
producl managemenl and markelrng glannrng Sluarl has pre

serted orevrous paoers al Eph[rBA and PBiBG
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Char(Person elected to I

I am delighted and nonoured lo hold thrs posrron

opportunlty to repteseni

It is rmponan' r l'retd worX agenc'es and tnat

equally all su les and seNices as

we can provr retrls EphMRA provides

well as bern

Please do not hesrtate to contact me should you have any questlons

or quenes

See You so n

Lila

Llla Mann

Dlreclor

all global

Zelland H use

5 25 Scrutton Slreet

London EC2A 4HJ

UK

t: O2O 7749 1433

I o20 7729 2700

e: lilamCiallgloballld com

allglobal ltd

Zelland House

5 25 ScruBon Streel
London

ECzA 4HJ

. 020 77291aoo

'uN778274)
wtvtv allgloballld com

I

| ruext Associate Members meeting:-
in Madrid - 7.30-8.30am - Salon

at the Melia Castilla Hotel,
Floor. All Welcome.

Friday 13th June
Escudo - Ground
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lf you would like to submit an arlicle for
possible publication in this Newstetter then

forward them to EohMRA at
MrsBRogers@aol.com.

We welcome submissions from all oarties.



'A+A is delighted to announce the opening of its London

office. Not only is the London office a majot asset in A+A\
successful global expansion, it will ako play a crucial role in

A+A's implementation and promotion of its expanding pott-
folio of products and services in marketing research and deci'
sion suppott. For morc information, please contact Maftine
Le roy -Sh a m a n a t m. I e roy-sh a rm a n@ a plusa decisi o n. co m.'

GENACflS are proud
to announce GENACTIS

Two key appointments to our executive staff:

I Paul Teta, PhO, Executive Vice President
Paul is a well renowned phalma(euti(al market researcher

widely recognized for his expertise in advan(ed analytical
methods. 6ENACTIS'clients will benefit from Paul's exten-

sive experience in designing innovative quantitative stud'
ies. He has directed hundreds of projects in areas such as

new product optimization, pricing, positioning, and mar'
ket segmentation. Paul's expertise has made him a sought
after trainer in advanced methods at a number of the
world's top pharmaceutical companies In his position as

Executive Vice President, Paul will be responsrble for the
operation of GENACTI5'US headquarters, with a particular

emphasis on continued groMh and expansion of our
quantitative capabilities and product off erings

I Dave Cornwall, MBA, Vice President of Client Services.

Dave brings to GENACTIs more than 15 years of market
research and consulting experren(e in the pharmaceutical

industry He began by "carrying the bag" as a protessional

pharmaceuti(al sales rep rn the 1980s Later turning to
management consulting and market research, Dave has

worked with most oi the world's leading pharmaceutr(al

companies. Experien(ed in both qualitative and quantita-

trve methodologies, Dave's recent assignments have includ-

ed market structure analysis, new product forecasting. fran-
chise optimization, and (ustomer satisfactron studies ln all

of his work. Dave shows a relentless commitment to lhe
highest standards in quality and (ustomer service.

I The opening of an office in Rome:
GENACTIS is opening an offrce in Rome, ltaly, to be fully
operational in September 2003. The ltalian office will be

run by Stefano Costa, Doctor in Biology and in Natural
S(ien(e, who has extensive experience in the pharmaceu-

tical industry. He started out as a sales representative for
Menarini before moving to market research consultancy

in 1997. Stefano joined GENACTIS'S European headquar-
ters in France in 2000, where he gained considerable
knowledge and experience of global pharmaceutical mar'
keting as well as a deep understanding of the ltalran mar'
ket. Stefano will be dedicaled to deveioping this enter'
prise for GENACTIS with a primary objective of developing
domestic work, while continuing to serve global research

Medical Marketing
Research International (UK)

is pleased to announce the appointment of Dr Omar
5hibier as an International Drrector of New Business

Omar has over a decade worth of experience in the
pharmaceutical industry on both agen(y and client-side,
most recently, consulting {or European countries by

identifying new healthcare market5. Omar has worked
in a number of companies over the years including MSD,

BiBraun Medical and Re(kitt & Colman and has worked
rn a number of countries includinq Belqium, Sweden and

Saudi Arabia

Omar brrngs to MMRI a valuable range of commercial
skills putting him in good stead for dealing with phar-

maceuti(al, biote(h and other health care related
industrieg in Europe and the U5

Announcment of
change! rnC_ngyvqtarters
at lsis Research

I New vice President of Advan(ed
Analytics. Don Marshall has returned
to lsis Princeton to take uo the position

of Vice President of Advanced Analytics
Dan wrll be based in the Prin(eton
office, however, his role is global. He

has worked in marketing research for
over 20 years, principally with SmithKline Beecham for
ten years and Sandoz for eight years. Prior to beginning
his career in marketing research, Don worked for 3 years

as a microbiologist in the anti-viral research program at
Burroughs Wellcome (now GSK). He holds a 85( in Biology
from the lJniversity of Denver and an MBA in Finance and

Operations Research from the University of Kansas

I New Associate Resear(h Directot
Dr Raymond W Chan, Ph.D. has joined lsis Research,

Maryland as an Associate Research Director, with a focus on

advanced analytr(s. In his role as Asso(iate Research

Director, Dr Chan will be responsible for introducing
advanced quantitative methods to clients, and for providing
training to clients and staf{ on various quantitative te(h'
niques Dr. Chan will be focused on U5 domestic clients.

Dr Chan is a quantitattve marketing resear(her with expert-
ise in product posrtioning, de(ision modeling, market seg-

mentation, and a variety of pricing i55ues. Prior to joining
lsis Research, Or.Chan was senior N4ethodologist at NFO

Migliara/Kaplan. Dr. Chan is also experienced in project
management, as he was Associate Project Manager with
the Healthcare Praclice at National Analysts Research and

Consulting. His prrmary focus of research is in the areas of
H lVi antiretrovira ls, hypertension, gastroenterology, obe-
sitv. and women's health markets
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a New Research Director. Gareth
Phillios will move from the UK to
Prin(eton this July to become the
Research Director of lsis' second
International Ad Ho( Grouo. Gareth
has been with lsis for 3 years and previ-
ously worked at IMS for 5 years.

I New Senior Research Executive
Barbara Mieczkowski has joined as a Senior Research
Executive in the US lnternational ad hoc team based in
Princeton. Prior to joining the team in April 2003, she
worked for Johnson & Johnson in various oharmaceuti-
cal and consumer companies for over 4 years. Barbara
graduated from La Salle University with a Bachelors
degree in Economics and International studies and a
French minor. She has also (ompleted her MBA degree
with La Salle University.

! New Group Head - Jigsaw Spain
Roger Domecq has joined lsis to head up Jigsaw in Spain,
Roger has previously been working for ZS Associates in
London as a pharmaceutical consultant focused on sales
{orce strategy. He brings a wealth of knowledge and
experien(e to lsis and is very excited by the prospect of
building the lsis '.Jigsaw' service in Spain.

Martin Hamblin GfK Glohl Healthonsigns letter

qllntC4l9r4!$!yC!ru$fryebrurveyeurope f or

on-line physician lurvey resear(h @,
WebSurveyEurope, the premiere Internet survey company in
the healthcare industry and Martin Hamblin GfK, a leader in
healthcare marketing research announced today they
signed a Letter of Intent to deliver online physician surveys.

"Martin Hamblin GfK Global Healthcare has an excellent
reputation for performing high level research," said Jerry
Arbittier, Managing Director of WebsurveyEurope. "The
company is well respected and an industry leader. They are
the kind of company with which we want to build our
Membership of European healthcare companies."

"Martin Hamblin GfK Global Healthcare is (onstantly
investigating new methods for performing marketing
research", said stephen Grundy, Managing Director of
Global Business Development and Client service at Martin
Hamblin GfK. "The soeed and economics of the Internet
will allow Martin Hamblin cfK to build on our strength of
providing value-added and innovative strategie5 for our
clients and (ontinue our philosophy of delivering more."

Under the terms of the Letter of Intent, Martin Hamblin
GfK will have immediate ac(ess to over 40,000 physicians
in Europe and the United States for performing marketing
research. Martin Hamblin GfK Global Healthcare will
perform questionnaire design, data analysis and develop
insight5 and recommendations for their clients,
while WebsurveyEurope will field the studies and pro-
vide the data.

Martin Hamblin GfK Global Healthcare

announces managemgnug{Ilctllq !o support

obiective of further International growth

As a result of significant business expansion which has been
takrng place at Martin Hamblin GfK Global Health(are, the
company is announcing a number of important changes to
the staf{ functions of several senior directors at their
London and Connecticut offices.

I Stephen Grundy, who was previously Joint Managing
Oirector of Martin Hamblin GfK Global Healthcare based
at the UK office, will be changing his role. stephen
Grundy becomes Managing Director of Global Business
Development and Client 5ervice. His key responsibilities
will include (lient relationship managem€nt, co-ordina-
tion of key account business development initiatives,
employee training and development, co-ordination of a
global seminar plan and co-ordination of the strategic
plan for the healthcare business in coniunction with
other senior directors.

I Angela Duffy becomes Managing Director of Martrn
Hamblin GfK Global Healthcare Her role is to develop and
implement the strategic operating plan for the UK office,
manage sales and client care, manage training and devel-
opment of all UK based global healthcare staff and pre-
pare an appropriate marketing strategy for the Drvision,

I Peter Goldberg, President of Martin Hamblin GfK In(, the
U5 global and USA specifi( healthcare operation, extends
his role in becoming Global Research Director for Product
Develooment and Commercialisation. Peter will retain his
role as President of the Inc office. His objedives are to
identify opponunities for product development to serve
the international research industry evaluating existing
productJ and services and inve5tigating new ideas. He will
work with internal project teams to identify client needs
and bring appropriate new services to the market.

I Allan Bowditch remains Global CEO Healthcare with over-
all responsibility for the strategic direction of healthcare
business domestically and internationally acrosr the two
offices based in the UK and U5. The new oositions that
have been created will report to Allan who has been based
in the US office for almost 5 years.

Commenting on this restructure, Allan Bowditch, said " lt
has become increasingly apparent that lvlartin Hamblin
GfK Global Healthcare needed a management structure
whirh would help us respond even more effectively to a

fast-changing global marketplace and clients needs. W€
anticipate that these changes plus the appointment ot
several additronal senior staff will enable us to be more
flexible, faster and more innovative in meeting our clients
needs both on a Global, USA and UK basis"
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