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It is not an easy task to organize a congress and to
arrange for an interesting and attractive program after
the successful 41st congress in Brussels in 2002. But if
the first signs are proving true then we can conclude
that both the organizing and the program committee
were able to organize again a congress that can compete
with the successful congress in Belgium.

The congress in Madnd attracted agam around 300 peo-
ple fram around 18 counires, from various countries
sathin and cutside Europe. Not only the congress iseli
Lut also the agency far was considered as suc
cessful by many azences. This s already showing that
a closer mvolvement of agencies in the work of EpnMRA
15 opaying oft. As such the first vear with agendies as
assooiate members was & very successiul year and this
< promising a lot for the future. Agencies are taking up
the responsibiity of being an associate member and we
are thankiul for that In this post conference news letter,
sou wil find a further roundup of the conterence, with |
sink a wellkknown and highly respected winner of the
Jack Hayhurst Award : Colin Matland

We can learn about successful new ideas from cur cal
leactes at PRIRG ke poster sessions, but i 13 up to the
new program committee to put this ints action, | can
assure you that the executive will support new ideas and
sugeestions where possible

Thanks to many people, orgarmzing commitieg, program André Boer

commiitee speakers, discussion chars and spansors

and ischnical stafi, the conclusfon 1§ that Madnd 2003 © =1
was a very mtormative congress. i order 1o prepare tor CONTACT US |
future coneresses, | think EphMRA should further By phone, fax or email...

enbance workng with and hstening 1o its members {ful Be_rnadette Rogers

and associatel n finding new ways, rew directions and 2:;?:;:‘122%%eii?rzd;grsa?sg,ox.

new potential customers of market research and market
Telephone: +44 161 304 8262

nteligence. By doing thig, EphMRA can further plan and Fax- +44 161 304 8104

prepare themselves tor future successful annual meet E-mail: MrsBRogers@aol.com

e B CoEToaeh Visit the EphMRA web site at http/Avww.ephmra.org
-
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The
numbers

don't speak
for

themselves.

We've all sat, staring at a page of digits, looking for the meaning hiding somewhere between the
ines. But those numbers will never be more than marks on a page, until someone can translate
them into real insight. In the past, companies used market research to help give them the
information they needed. But now information is not enough.

Businesses don't just want facts, they want the insight and intelligence that comes from laoking
behind the numbers, beyond the trends.. and between the lines.

That's why at TNS we use our global intelligence to give businesses real insight and added value
by being the sixth sense of business.

To find out more about transforming numbers into insight, visit www.tns-global.com or
emai enquiries@tns-global.com
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Value and Pricing, a Continuous Challenge
Workshop Review

Prior to the annual conference in Madnd, a one-day workshop was held
to explore this dynamic and important area, Convened by Catherine
Franeau (UCB), Stephen Grundy (Martin Hamblin GfK Global Healthcare)
and Cathy Clerinx {Adelphi International Research); the workshop
attracted speakers and up to 20 delegates from baoth industry and
agency backgrounds

The workshop reviewed; the dnvers of price and value, provided an
excellent overview of the US and main Eurgpean healthcare systems
relevant to pricing and value: and revealed some cf the implicaticns for
marketing research and marketing, Whilst the format was manly pre-
sentations. the day concluded with a lively debate

Cathy Cleninx (Adelphi International Research) setl the scene demon-
strating how pricing and value are different but very linked concepts:

Value = Perceived Product Performance
Price

The above eguation demonstrates that we can work at vanous levels,
to optimise a product's vaiue offer. The simplest, but hardly deal sol:
tion 15 to drop the price in the denominatcr, making the value offer go
up. However, to achieve the same objective. we can also work on
leveraging the percewved product performance while mantaining the
price constant, ypically a more desirable option for pharma companes

Marketing research has a key role in this process

- dentify the value drivers, the hard and softer anes
- denbfy who are the influential customers who will assess your value
offer and what drives them

It 1s a process that starts early by sohd market understanding

Jim Furniss (Bndgehead Technologies Ltd ). Marc Tendeloo (Contingo
Consultingl and Mark MNissenfeld (Ziment) gave strong reviews cf the
healthcare systems; and the important current situaticn and dynanucs
that all researchers and marketers should be aware of. Some abser-
vation and key take aways were

B The audience was reminded of sheer size and volume, 291 miflion
peaple with $1.3 trdlion spent {13% of US GOP). The HMO Kaiser, just
one of the many. has more members than the population of Sweden !

B free pricing stll does not mean that there are no cost / prce pres
sures. Genenc substitution and formularies are in place and are
multiplying. With growing price transparency. parallel imports may
s¢on become an 1ssue

B Lay media exposure 15 placing more pressure on prcing

B s secoming more transparent, with the Commission de la Trans
parence setling out clearer dossiers for resmbursemert of new prod-
vcts, But of course, the specific price negohiations reman conhidential

® The reat prices in France are lower than audited prices, due to price
volume rebate agreements between companes and the govern
ment. which are re-negotiated every 3 years

B The government is striving to curb spending on pharmaceuticals by
ntroducing genenc substitution, de-isting, reducing reimeurse-
ment, further rebates, computsory and programmed grice cuts

® Whist often regarded as a “free pricing” and "centralised” system,
this 15 not entirely the case. Often budgel pressures at a local and
regional level dictate the acceptance or omission of brands from
the tocal formularies

m NICE 15 the key national review body, A NICE review 15 still a major
hurdle & negative reviews are damaging. Physician awareness of a
review process may stow product acceptance; and positive reviews
are not well communicated, Many countries are looking to the NICE
model for product review

® Cost cutting 15 at the centre of expectations, £ g. When the PPRS
scheme s re-negotiated m 2004 1t s anticipated that acress the
board price reductions will be implementad. In addition, local pre-
scribing budgets and targets will force PCTs to become more inter-
ventionalist, by setting up guidelines and formularies, which should
be adhered to

Can iy dvirs
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B Future changes are not clear, except that rationalisation and cost
containment will be an important theme, Reforms will place budg
etary pressures on physicians through formal systems, and there
are likely to be more significant disease and income dependent
drug co-payments

B When we do research in Germany we must recognise that many
groups are dissatisfiad that their freedom will be removed and are
expecting a change for the worse

B Pharmaceutical drug costs are not as high on the government
agenda as ather markets reviewed, CUF already takes cost effec-
tiveness into account

® There 15 a growing decentralisation, shifting responsibility and
accountability to the regions. However, the rich neorth / poorer
south scenano does still hold true

Bran Lovatt (Vision Healthcare Consultancy) reviewed the above pre-
sentations and observed similar ponts. Brian showed that tackling
Rx drug prices 15 only deaimg with & small area of cost, In the USA
Rx drug costs represent oniy 8% of the healthcare spend. However,
it 15 politically acceptabie to attack what 1s seen as a rich industry

Countries are learning from each other's cost contanment and ratio
nalisation systems and are trying to implement themn, Theretfore the
anus 15 on the healthcare industry to prove true value

Bill McKenna (Strategic Marketing Carporation) reviewed the changing
paradigms in pricing and value research. Bill argued that discrete
choice medelling (DCM) should be accepted as a standard, and for
monadic  designs 1o be dismissed in the gpharmaceubcal
sector. He said that DCM can provide strong price volume estimalions
for new products and help companies understand the importance of
price. This session also reviewed the vaiue of "mimicking” the dec
sion making process with buyng groups and formulary committees

Stephen Grundy (Martin Hamblin GIK Global Healthcare) followed on
from Bill's theme, and presented on “Identifying & Measuring Brand
Value Drivers”, Stephen confirmed conjoint approaches are often
the favoured method for helping assess the attnbutes that most
drive value; but he also autlined the strengths, weaknesses and util
ity of several other techrigues including Van Westendorp, Gabor
Granger and Perceved Value Pricing. He showed that when talking
to payers, as well as professionals and patients, it 1s important to
focus on the attributes and levels that drive vaiue. price and thus
varying levels of market access. Ildenbfying important and cntical
value drivers, whether it is through qualitative or gquantitative meth-
ods must be done early

When thinking of value, Stephen urged us to identify and consider
appropriate market segments

the scatter-gun approach
of vaiue to all patients with
this disease 1s a thing of the past; the trick 1s to identify an unmet
need for a specific segment, and show value for that

Paul Thamas {Adelphi) prowvided insight into “..How to market the
value of the brand to payer audiences He showed that branding
activities should be mitiated with the end in mind. Paul argued that
the industry has a long way to go in translating clinical messages for
payer audiences with real impact and branding

Success comes from Focus, Clanty and Consistency and this
results in a distinctive and differentiated brand offer

Through a case study, Paul showed how tools such as a value pack
to reveal gaps, and an nteraclive cost effectiveness maodel can
assist develgpment of tallored messages for payers

A lively debate, in parliamentary style with speakers for and against
the motion: do physicians still have a role in pricing value
research..” ended with the key conclusion that physicians do have a
massive rofe in value research, but payers are hecoming the pre-
gominant audience for price setting for Rx only drugs

The day ended with delegates’ knowledge of value and pricing enhanced
Stephen Grundy - Martin Hambhn GfK Global Healthcare
stephen.grundy@martmhamblin-gtk.co.uk

Author on behalf of the EphMrA PRM&T Comimittee

Catherine Franeau - UCB Catherine Franeau@UCB-Group,.com

Cathy Clerinx - Adelphi International Research
cathy.clennx@adelphigroup,com

Facts &Figures

about the Newsletter publication

Copy/Advertising Deadline: October 15th 2003,
The next EphMRA News will be issued
at the end of November 2003,

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

Quarter Page  Half Page Fuli Page
BAW 300 CHF 500 CHF 800 CHF
H - q
| Four Cotour NiA 750 CHF | 1200 CHF |

Prices do not carry VAT
EphMPRA 15 a Swiss based Assotiation and (invoices will be issued in Swiss trancs -
you transfer the relevant amount «nto our bank account
(details of which will be on the invoice)

g EPHMRA POST CONFERENCE NEWSLETTER
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Brand Equity Measurement
Workshop Review

Over 20 delegates from a wide range of pharmaceutical companies
and agencies in several countries attended the workshop. The aim
was to address some essential guestions arcund brand equity
research such as:

What is brand equity. and what contributes to it?
Why, how and when to measure brand equity?
How de | use brand equity to my advantage?

These ams were addressed by a stimulating mix of conceptual and
practical presentations, together with inferactive exercises in break-
out groups

After introductans, Barry Gowers of TonicHealth, UK, took on the
challenging task of defining Brand Equity. The very wide variety of
definitions that exist is testimony tc the fact that the science of
branding 1s very much in a “pre-paradigm” phase, where definitions
and concepts are often conflicting or overlapping, as are the mod-
els that arise from them. There I1s more consensus on what brands
do, than on “what 1s a brand””

Brands indwidualise products, add value to a company's assets, and
are the means by which customers form ongoing relationships with
products. As explored in Franzen and Boumann's The Menta! World
of Brands, brands exist nct on shop/pharmacy shelves but in the
customers’ minds. and they are often perceived beyond consciousness.

Measuring brand equity is therefore about much more than the value
of sales on a balance sheet: it involves measuring awareness, loyal
ty, percewed qualty, and associations that connect consumers
to the brand

After a syndicate debate on the relevance of consumer brand equity
concepts to pharmaceuticals, Sue Christy of TNS, focused on Using
Qualitative Research tc Understand Brand Equity. This explored the
critical role qualitative research technigues play in identifying the
kind of relationships consumers - ncluding doctors - have with
brands. Various projective and enabling tools for understanding the

unconsclous maotivators of brand choice were reviewed. Sue out-
lined the pathways that can be drawn from drug features to target
values using these techniques, A key point was the importance of
an analysis and interpretation scheme that is dynamic, iterative and
involves multiple viewpoints - including the moderator, an independ-
ent analyst, the project director and the clients themselves.

After lunch it was back to concepts and models. Bob Douglas of
TNS, gave a brief averview of vartous brand equity models, which
was followed by a paper on the Conversion Model by Jannie Hotmyr
of the Customer Equity Company, South Africa. The basic segments
of the Conversion Model, and their strategic significance, were out-
lined. Jannie also discussed some interesting paradoxes, such as
customers with multiple commitments, and those who remain com-
mitted despite dissatisfaction. Using a pharmaceutical case study,
he then used the model to illustrate the differing potential of brands
by virtue of the ratio between “gpen” and "committed” customers

The mare financial nature of brand equity was the focus of the next
paper by Clement Galluccio and Lauren Henderson of Interbrand
Wood Healthcare, USA, This examined an approach to pharmaceuw
ticat brand valuation based on five steps: segmentation, financial
analysis, hrand and demand analysis, brand risk and the “brand
value calculation”, The paper concluded with strategic implications
of the brand valuation process.

After a second break-out session in which delegates “rolled up their
sleeves” to analyse car brands with qualitative and projective tech-
ntiques, Barbel Matiaske of GfK, gave a presentation on Brand
Equity Tracking. The practicals of "what”, "how” and “when” to track
were reviewed. Barbel went on to analyse five brand equity ele-
ments that may be included in tracking: awareness, image, loyalty,
value and market penetration.

The last paper on getting the mast out of brand equity measurement
was given by Mike Owen of Context, UK. Mike highlighted some crit-
ical factors that will turn market researchers into effective “brand
analysts™ who can help make thewr clients’ brands successful
Amangst these are the ability to use a broad range of qualitative and
guantitative measures, recognising that “emotion 1s the driving force
behind reason”, hawing the appropriate analytic tools, and under-
standing / tracking the factors of change in the market as well as
what is happening to the brand itself.

The day concluded with a lively debate on how agencies and com-
panies should best partner each other to buld and measure brands
successfully - a debate that continued well past the time when most
other conference delegates were starting on their cocktails.

Jeremy Lonsdale - Aequus Research
llonsdale@aequusresearch.com

Bob Douglas - TNS Healthcare Bob.Couglas@tns-global.com
Kurt Ebert - Roche KURT.EBERT@Roche.COM
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Session | - Defining the Future Puzzle Pieces

My reflections on the first three papers presented by Kenneth Watson,
Yamanouchi. Graham Lewis, IMS and Michael Owen, Context, focus on
key thernes:

The Big Company model: The pharma company business modet is
to focus on the USA market, because of its size and recent growth
history. Yet this does not address the health needs of the majonty of
the planet's population today and in the future. If we look at other
industries where this model has been applied it does not necessarly
work the way you expect. British Airways 15 a good example of over
emphasis on the transatlantic routes on high yeld passengers
RyanAir, in contrast, targeting the low price market 1s now the third
biggest airline in the world. My proposition s that, ‘there is no such
thing as unprofitable customers, only unprofitable business models’

S0 what lessons can the pharma industry learn from companies like
RyanAir in order to redesign therr business madels for the develop-
ing world? They:

simplify their offering

minimise marketing expenses

make all customers feel wanted

review internal structures, and simplify

use technology to reduce costs, but do not overburden with
over complicated techmical solutions

s have realistic financial targets, especially in the short term

Tensions between the supply and demand for healthcare: A ot has
been written about the increasing demand for healthcare, so this 15
a given. The real question is, Who will pay”. Payers may now be as
impaortant as physicians in determining the uptake of new drugs, and
they employ many strategies to contain costs and to restrict
use. Yet patients and their associations are fighting back and
demanding access to drugs. Patients will be requred to pick up a
larger part of the bill. This offers both opportunities and challenges
to the industry as patients are increasingly put at the centre
of healthcare marketing.

VH-

Strategies to combat generics: Much press has been given to the
S80 billion revenue loss for drugs coming off patent over the next few
years. Likewise, we also see that upon patent expiry the majority of
sales are lost in a matter of months. There are a number of tactics
the industry can employ to delay this process, but ulimately they are
unable to prevent it Is it time therefore for companies to review therr
brand strategies post patent expiry? One alternative is to supply the
genenic houses, as happens in fmcg, automotive and the electromics
industries. Another is to market generics under the originators own
label, as some companies such as Novartis are doing. We may also
see significant price reductions post patent expiry with compamies
continuing to market ther brand.

Patterns of innovation: Mike Owen made the point that respondents
are poor wisionanes, and therefore have a limited role in identifying
the products of tomorrow, Perhaps we should learn from the work
of Gennch Altshuller who reviewed over 200,000 patent applications
in order to ook for patterns of innovation, {(see Harvard Business
Review, ‘Finding the sweetspot of innovation’, March 2003). His fing-
ng was that there were 5 basic innovation patterns.

They are: subtraction, multiplication, dwision, task unification and
attribute dependency change. They involve starting with an existing
brand and applying the patterns to invent new preducts. Just to take
one example, subtraction; we can explain lead free petrol, de caft
coffee and sugar free soft drinks. We should therefore listen to the
voice of the product’ more than biue sky in focus groups.

Using analytic frameworks: Analytic frameworks prowide a struc-
ture to interpreting qualitative work which helps us extend our think-
ing, stretch our outputs, integrate other data source and provide a
blueprint for the brand. Start with product features, assess what
each can deliver and what this means in terms of benefits. Relate
these back to needs, particularly unmet needs, and segment on the
basts of target groups. There are a number of variations, but they all
provide similar benefits without stifing creatwity, and theirr use is
Increasing In our industry.

Bob Douglas
TNS Healthcare
Bob.Douglas@tns-global.com
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Contference

Round-Up

Session Il - Alternative Puzzle Scenarios

The theme of the Conference. as usual was very ambitious. It aimed
to take a thorough took nto how the Healthcare Industry 1s changing
nowadays. trying to draw likely scenarios and to provide sugges
tions or how ewvery element mvclved in this field should
react 1o the evolution

Valuabie task, no doubt about that, We all fear when we have to lace
some changes, and the only power we have 15 1o sit down and study
the situation and react to . Dunng this second session four brilliant
Dapers were given

Generic drugs are becoming consistently more important i the
Healthcare industry. Dramatic change isn't it2 1t will imply a number
of chain reactions that the key players in the market cannot disre
gard. The main one 1s that consumers (patients in this case) will have
a bigger role in the decision ol which drug to buy

The first paper, “Sleeping with the Enemy” given jointly by Angela
Duffy and Karen Wise of Martin Hambhn GFK, was tryng to focus on
the role and future importance of the patients in both the pharma-
ceutical and in the market research world

The key objective of this paper was to determine what the pharmaceu-
tcal market research professionals can fearr: from consumer colleaguas
going beyand simpty reviewing market research methodologies.

As cited, the power of the Enal consumer s growing larger. It will be
vital to get a clear understanding of the healthcare consumer in
order to structure a more appealing offer in the market, Angela and
Karen stated: “We must jearn how to develop insights and how to
use these lo bedd long torm brand relabionships ool ondy with
nalrents, bot also the physicians. Extreme examples of how con-
sumer gnsights are developed inciuded: Consumer immersion -
where researcners {ive, eal, drink, sleeg with thewr subyecls in
Can you imagine [his soe-
nario with our refevant patien! groups? Alternatively, one coald

order to develop frie understanding
develop Brand Rooms - where tne ads are oo the walls, the orod-
uct an the lable, and cOnsumier (8lking heads on videgs. Are we

really ready for the Viagra room or the Prozac room?”

In order to get a true understanding of the healthcare consumer and
to offer what they are looking for 1t 1$ naot necessary, according to
Angela's and Karen's opinion just to copy what hiad heen done in the
consumer field so far. Howewer thay stressed it will be important for a
traditicnal market such as the pharmaceutical cne to become open 1o
some of the idegs Mechniques used i the Consumer market

Angela and Karen stated as well: "However the paoer was keen 1o
emphasise ey werent mierely suggesting one copies the fmeg
migrret - bl gt feast He open fo ther ideas, Tne hme s nght for the

pharmaceulical marke! research ingiustry o ool o place all those

things we have been discussing and rumindbing upon for many years
We must stand by our convichions and invalve patients not only in our
markel research plans, but i our brand development process.”

The secand presentation, “The Virtual Pharma’', was given by Kurt
Kessler from 75 Associates, This presentation generated by the
awareness of the ingcreased pressure expenenced by the globat
pharmaceuticai industry. Amongst the causes of the increased pres-
sure mentioned:

Rising costs of drug development,Lower return on discovery
investment

Lack of new product innovation

Reduced exclusiity time

Complexity of managing huge crgamisations

Cost containment efforts/pressures

i order to respond 1o those pressures the industry has developed
3 aifferent strategies:

1. Organic Growth
2. Mergers and Acquisttions
3. Virtual Pharma

The third strategy 1s the one Kurt explored during his presentation
It was suggested how converient it could be for Pharma Companies
tc become more “virtual®, outsourcing some of their tupctions
Kurt nioted that: "The marketing research funclion already exhibits
this wirtual nature through the use by oharma companies of
selected agency competencies on an as needed basis,,.” Kurt
believes that the marketing research functon can definitely offer
pharma companies the chance to make this cverwhelfming pressure
more manageabte serving several internal functions. For example
Discovery and Licensing could address their efforts in a more accu-
rate way st gathering cuslomers behefs and perceplions about the
actual medical need out in the held

Sales as well could be made more effective by bulding a physician
segmentation (done through a conventional market research project)
dsing an integrated approach based on a clear Marketing Strategy
executed afterwards by the Sales organisaticn

Key takeaway of the paper:

“Marketing research can enhance its value to the orgamisation
reducing the nisk of further outsourcing, by playing a strong integra-
tive role across functional areas through customer knowledge ™

During the Question & Answer session Kurt clamed: “Virtuai Pharma
is not tne Panacea. It s onfy one possible strategy to respond o the
ncreased pressure on the industry.” Gien this greater complexity,
of course it 1s likely people working in the Marketing Research function
within a Pharmaceutical Company will have to expand their sel of skils
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Conference

Round-Up

Aier Wel [leff]
Jokn Branifen (npht)

The third paper of the session. “The Multi-Skilled Woarker (in the
Multi-Skilled Department)”, was gwen jointly by John Branston and
Alex West, both Directors at RS UK practice, This paper was the
result of actual research conducted over 2 months, consisting of a
two step approach
First step: 18 depth interviews were carned out with heads ot MR
departments both in Europe and the USA
Second step: 157 online interviews with all levels of market
researchers

This presentation highlighted once again the ncreased complexity of
the Pharma industry, and consequently the need of market
researchers to get the pace of this changing environment buillding an
adequate set of skills. There 1s an incredible time pressure which
they were not used to in the past, New disciplines are influencing
marketing drugs and treatment, and new types of decisions need to
be taken in less time. First of all a diagnoslic apprgach 1s probably
required: MR departments will have to determine which kind of skills
their staff get at the current time. This is crucial w1 arger to ceterming
whether any adjustment is needed {in term cf training} and haw to recrus
the new personnel that will be incorporared

It was quite evident that the image of the MR department, as a one
of service, in the respondents mmd was not very high, This probabiy
Is a consequence af the low importance allotted to the MR depart-
ment in some Company's. It will be crucial to charge this perception,
given the imoortance of the department itsell for the success of any
Companies’ brands

An accurate recruitment/training process, together with a renewal of
the image ot the MR department will probably motivate more effec
trvely professionals to invest in thew current positions avoiding the
migration of people from this department to others so tar perceved
as more appealing

One of the recommendations suggested by the speakers focused on
greater links between MR departments and agencies, in order to
allow the companies to benefit from a more direct ontheqob
trainng, Agencies, from their end could provide to the MR Cormpany
instghts from the research conducted itself

Alex West dunng the Q&A session stated: "t is nopeda thal tis
resedrch will provide more than a yard stick for resedrch managers o
the fulure for the research for the traly multiskillee worker, But per-

haps o would also be of help for the ingustry to work more olosely
with EphMRA and, specifically with the PRMET commitiee n the
development of future training programmes.”

The same theme of the former paper was analysed from the
recruters perspechive in the last paper of the second session “The
Multi-Skilled Worker: a Recruiter perspective™ | prasented by Yivien
Yule, Ruston Poole an executive search company

Vivien also remarked how much the general changes occurred in the
pharma industry dunng the past decade (complex organisation, highty
regulated markets, more pressure, etc) have dramatically impacted
the international pharma MR function’s role. Peopie working in this func-
tron 1s requested more and vaned msights. Consequently an adequate,
multivariate skill set s requested from those professional working in the
MR function. Vivien stated: “MR is much more facused on providing
frue Dusiness decision support frather then mere intormahtionidatal”

Vivien clearly summansed the main changes for Carporate pharma
and for Agency pharma MR:

CORPORATE pharma MR AGENCY pharma MR
Bruader requl-supparling
gy miore functions
parts of the business

parating i mare compebitive
anyronrment tar maore and greater
vanaly of <ervice providers

st resoond o ghents” meed for
mtarprefation _acucnanie conciusions

Higher asibility - more
mflgential role

Focus on early stage
development projects

High stress«low ownerstiofinfluence
on pdlimate decision

More proactive rcle. maore ol an
mternal zonsultancy

As a consequence, career options for MR people in Pharma MR have
mecreased over the last decade

Finally, it 15 ¢lear from a recruiter’s perspective it will be more diffi-
cult and challenging to recrut experienced people for Pharma MR
roles. This, according to Vivien's opinion 1s due to:

CORPORATE AGENCY

Peaple tend to move oul of MR, whih
J 35 a slepping

very stressiul _poor quality of
Itesoty satisfaction and

ny. MBE 5 ot ceen
a5 & desirabe inngderm Career

Very dermanging set of techmcal and
personal skails are required

The utiverse of potashal ©andidates
15 lmited

financial rewards are
not that high

High attnition rates people cllen go
freefance  set up on ther own
Aiso demanding and rare set
ol skills reguired
Nat many places to find people
requisite skiflset and motvation
Canidenes’ normsie
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MNigel Burrows, whie commentng on the second session of the
Ephrora Confurance n Brussels {ast year slated: “Whar w

f oA e e
wlure bring? Change

ol X roe

The session we just reviewed i this arncle pot only clearly analysed
the changeas ocourred over the past years bit offered an interpreta
tion of how &l the piayers in the market could or should react to the
dynamics detectad

Session |l - Managing the Change

Will “Corporate Policies” Drive the Extinction of the Pharmaceutical
Company - Supplier Partnership? Richard B. Vanderveer, ¥2, Inc

Richard Vanderveer has a unique presentational approach. Both in
content and presentational style he attacks the audience - challeng-
ing us to address some difficult 1ssues in the way we do business as
he stndes around the room. Not for tum the safety of speaking from
behind the podium, It 1s the second time | have seen hum speak and
| worry about how non-native English speakers manage to keep up
with tim, and about the craned necks of those sitting in the front
rows as they search for him whiist he helds forth - yet he atways
makes me think, and smiie

In this presentation, he talked about the dangers facing the industry
in the way that research s bought. He argued that amongst the dwin
ding number of pharmaceutical compames there was an increas-
ingly inappropriate business relationship between pharmaceutical
chent and agency, and also tetween agency and employee. These
developments would impoverish these relationships, and the quality
of research would tend to dimimish, We need richer, more equal rela
bionships < or "covenants” - n our business relabonships, He said that
it 1s something we need to work on together as an industry

Richard Vanderveer 15 somecne who captures the zeitgeist for the
industry and we would do wel to take account of his insights
Particutarly in the US there seems to be mare and mare debate on
the nature of partnerships in the different areas of our Iives. Perhaps
we should consider some of these 1ssues within a future EphMRA
Foundation project?

The change 1s berind us nowadays. We have to start acting. | believe
the papers reviewed gave us many valuable takeaways to make the
reality more manageable

Piergiorgio Rossi
SGR Internahional
pg.rossk@sgranternational it

How the Generic Industry is Expected to influence the Worldwide
Pharmaceutical Markets until 2007 Herbert Vorhauer, Novartis

The Future tor Generics - Is Europe the key dynamic in the
global generics market? Anne Delaney and Neal Hansen. Datamonitor

There were 2 papers concerned with generics. Herbert Vorhauer
provided us with an overview of the generic market from a company
perspective. If you need to know which compames are active in
generics and in which markets there was some good information in
this paper. One useful chart showed the size of companies plotted
by number of pipeline products and degree of internationalisation.

Anne Delaney and Neal Hansen then provided an extremely compre-
hensive review of the generics market up until 2010, Since many of
us are much more famiiar with this ethical drugs business, this
paper was a very useful wake-up call as to how mportant the
generics business s ikely to be over the next few years. Specifically
a couple of facts stuck n my mind - “$82 bilon worth of global
blockbusters potentially face generic competition by 2008" and yet
“Pipeline launches between 2003 and 2008 are predicted to return
just $24 bilion in new blockbuster sales in 2008”

Without going intc the detal of the paper. | was particularly
impressed by how Europe was treated as a umfied strategic chal-
lenge for pharmaceutical companies notwithstanding the tactical
hurdies to be negotiated within each European market

Peter Winters
Medefield
peterw@medefield.com
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SESSION 4 - Bringing the Pieces Together

This final sesswon of the conference did precisely what its theme sug-
gested. It looked at the industry, the healthcare environment and the
people involved in it. It shook them up and came up with some hard
home truths, The days af the “low hanging fruit” are over, serendipity
15 not enough on its own and the pressure 1s on to ensure that the
laboratory-cultivated fruit that we now produce will be paid for and
will provide the results to patients, payers and shareholders alike

Lieafen Godwin (lefl)
Liwe Hahgriwe (right)

The opening paper in this session affronted very effectively | felt an
area touched on many times in the past, namely what we as market
researchers should be doing to tackle the ever-more-difficult market
in which we find ourseives, Stephen Godwin from TNS Healthcare,
UK and Uwe Hohgrawe from Johnson & Johnson, USA in their paper
entitled: “Storms are gathering - where are the shelters” raised the
rather sticky question of why the industry has never truly tackled the
Issue of the inewitable product patent expiry in a pro-active way

Maybe il is because of the past nature of many drug discovenes
deriving from the serendipity route - we just sat back and waited for
the next wonder drug to pop out. However, we have heard the story
and seen the many charts of how drug production Is dropping many
tmes, Why not prepare to pull the rabbits out of the hat {read line
extenstans) right from the start and so ensure the franchise that we
bulld up pays us its dividends for much longer than the patent life

Their argument was that we should sit down at a table at the begin
ning of drug invention and plan the long-term strategy of a drug as
an integral part of drug evaluation. Look around at how the com:
petitors handle these ssues and learn from these experiences. An
excellent example of coping with generic attack was prowided in the
name of Cardizem which effectively staved off generic competition
by launching its CD formulation providing 6 years of top sales fok-
lowing patent lass. A nice definition of business inteligence in this
context is “information about the past, intelligence about the future.”

The long-term aim should be to make use of the vast library of exper:
ence which has been buitt up over the years, don't let corporate knowi-
edge shp out of the window but rather listen to what we have learnt and
incorporate this into the hfe-cycle of a product. Sounds a simple mes-
sage, often the best ideas are, but maybe it's time we started t¢ put it
into practice, given that times are leaner and a weli-earned franchise
represents a goodwill we should not give up without a fight

Bripn Lovatl

The second paper in this session gave us a eye-opener on the true
impact of the expansion of the Europear Union on our industry and
Just what industry should be doing if it wants to play a pro-active role
in defining Healthcare rules. Brian Lovatt, from Vision International
Healthcare Research in the UK, i his paper “Harmonisation
Heaithcare - Fact or Fiction” told us that the attrition rates invcived
from the lab 1o the market place haven't changed over the last 15
years so we should be concentrating on speed to get to peak optimat
sales, since farces are in play to cut down the RCI {return on invest-
ment). From his viewpoint on the European Union Heaithcare commit-
tee he told us that the next 18 maonths in Europe will be dramatic

The estimated cost of expansion just in year one have been calcu-
lated at Euro 31 billion. It has been estimated that 50% of low-paid
staff in the new countnes (which ncludes docters and nurses) will
move ino the existing EUL5 countries, auguring trade union prob-
lems for the EUL1S and local problems for the new EULO0, In this
context, harmanisation has happened in only 3 areas: rules on tack-
ling bioterrorism; approaches to infectious diseases; and laws
regarding population movements. On the healthcare front, ittle has
been truly achieved, since the EUL5 cauntries have each followed
more of a “you harmonise with me” approach

Currently, four future scenarics are being discussed Dy the Health
Ministers of the Union, and industry, like the EMEA 1s not included in
these discussions. if this situation persists, we in the industry will
just have to sit back and reap the consequences - something which
the speaker felt cught to change! The underlying problem we have
all heard before: aging populations, rising healthcare costs; and so
the monies to pay tor them have to be found somehow. Monitoring
systems are now In place across Europe (also in the new countries)
loggmg the listed prices but also the price deals at the local level,
implying that these could be used as a reference price. Care deliv-
ery already has its guidelines (NICE and the like), something which
doctors like since it provides them with legal protection.

Also, health technology assessmeat programmes are in place, ail on
the lcokout for cost-containment measures, and these will be extend-
ed to the new countries, A gloomy outlook but once again empha-
s1sing the need tor improved etficiency for our industry, even to the
extent of culing less-ikely-to-succeed products earlier ta provide the
funds for those that will succeed. Easily said, but the practice will
reguire @ mix of guts and skill - sounds vaguely familiar!

Conlinued opposite
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The final paper n this session proved to be the Jack Hayhurst award
winner, justly deserved by Colin Maitland from ISIS Research in the
UK: "How we will be in Twenty One Three”, only a realstic 10
years into the future and not the 100 years into the future | imtially
thaught it to be. Starbing with a quick lock back into the past to see
where we come from, it was perhaps a surprise to some to hear that
pharmaceutical market research was born anly around 25-35 years
ago with IMS and MIL being the first to prowide secondary and
primary research respectively

Although the onginal MIL 1s no longer around, its prele still are and
of course 5015 IMS, still providing some of the best baseline servic-
es to any industry. The pioneers on the clent side were just as
mportant, If not more 50, in recogmising the need for market
research. In that newly grawing industry, skills were taken from sta-
tistics and consumer research to breed generalist researchers.
Today. and more so tomorrow, there will be much less place for the
generalist. The message from Colin was a need to specialise - by
therapy area. research type or even by cleat - reflected on both the
agency and chent sides

Medicine s becoming much more complex and complicated, there
will be much less need in the future for the traditional Jack-of-all
trades. That person, in Colin’s view, could. however, have a role - the
“muse” or “wise old man or woman”: consulted for sound adwice.
helping to see the wood trom the trees and having the selfconfr
dence to provide an unbiased non-partisan view. Gone are the days
when a person would be promoted for making a mistake, we're in
the real world of accountability now - we don't just need to be ask-
ing the nght guestions, we need to be understanding what the
answers mean and what impact they will have, Interpretation 15 the
king, and If you're goad at it, you'll be needed.

Nigel Burrows
PITRE
nigel.burrows@pitre-italy.com

Gain a competitive edge...

with e-research

med@field

Medefield provides client-agencies
with ready-acceess to the Largest,
most global c-rescarch facilities

in the medical world,

Caontact us NOW! Membership is limited.

Peter Winters, Managing Director

E-mail: peterw ® medefield.com
Tel:  + 44 B45 222 0092

Become a...
European Founding Member
of the Medefield Network

Ihe Modefichd Network provides its agency-members
with a competitive edge by helping them deselop
and maintain the expertise regquired to Tally exploit

the best e-research resources in the medical world.

ACCess Lo oyer

290.000 physicians world-wide,

including 9() 000 in Europe.
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A Review of the Conference

The 2003 conference papers focused very quickly around four key
themes. the foundations of which were laid strongly on the first day

* A new impertance of, and focus on, the decision-making process

« Opportunities in product development to meet the needs of
specific customers

= The central and exciting role of researchers n and beycnd the
Pharma core. Specific recommendations on areas requinng tran
ing and development

» The importance of, and approaches to, brand creation

The decision-making process is certanly becoming more iterative,
involving wider disciphnes. and s more demanding of effective
communication and teamwork. Whether the rate of blockbuster
development continues or not, the demand from our customers for
measurably improved medicines and improved targeted treatments
in patient segments brings huge opportunibies for effective and inter-
active intelligence and research

Creation and development of brands in all fields was a recurring
theme at the conference, including skills, people, products and fran-
chises. There was allusion to the mappropriateness of some forms
cf research to assist this process, however, In my view research has
never heen there solely to give the answers and crticism of its role
1s unwarranted, That research 1s wital 15 as clear today as Ogilvy's
reminder of 20 or 30 years ago:

‘A biind pig can sometimes find truffles, but i helps to know that
they are found in vak farests.”

Fundamentally intuitive, nteligent analysis 1s essential to reach the
night decisions and concepts, In this respect, researchers reacling
out to teams to involve and ensure that great decisions are made
should be guided by the quote in Owen and Chandler's paper:

“We need a process tha! Is going lo involve marketing and commun:
cation eaperts 0 the analytic enlerprise. utilising ther expertise and
experience in deveioping hypotheses and milerpreting research findings

| am pleased to report there was slightly less emphasis on the hur
dles and difficulties that face us, and mare an the opporiunities and
solutions than we sometimes see these days al conferences
However, let us see the emphasis change even more since today we
are all well aware of the challenging environment in which we work

Perhaps it Is a question of the way we brief or review our speakers
prior to meetings, or perhaps | am n a muncanty with ths feeling. In
terms of the solutions and way forward, there were some excel
lent messages in terms of

® The future beng about business. not sclence

® Opportunities for demand-led. targeted treatment solutions

= A more interactive drug development model

® Fpcusing on the drivers af value

= Top-to-bottom communications

= Demandded relationshing with customers

® (Good people, teams and networking, well beyond the core
Pharma Company

® Benchmarking

= Maximising the melecule « bfe cycle managament and involvement

s Enhancing and integrating the business intelligence funchon

» |mportance of KOl research

= Central and local marketing research need to work maore
closely together

®= Modelling scenarios as a core marketing rasearch competency

Where the marketing researcher/intelligence person operates will be
irrelevant in the future as long as they follow and buld on these
tenets. In an excellent awardwinning review paper, it was strongly
argued that in the future there would be a much greater marketing
rasearch and intelligence capabibty enphasis outside the core
Pharma industry. Wherever they are, | feal more strongly than ever
that my long-term view 1s reinforced from this conference

A poweriul, confident, analvtics! researcher can have tremendous

internal and environmenial influence

Stuart Cooper
Adelph
stuart.cooper@adelphigroup.com

wins 2003 JHH Award
for Best Paper

Colin Maittand from ISIS Research
with his paper “How we will be in
Twenty One Three™ was voted, by
the conference delegates, the
winner of the Jack Hayhurst Award
for the best paper.

In second place was Graham Lewis of IMS Health with a paper ent:
tled Building Blocks for Pharmaceutical Industry Success - Putting
the Pieces Together. Third piace went to the paper entiied Will
“Corporate Policies” Drive the Extinction of the Pharmaceuticat
Company - Supplier Partnership? By Richard B. Vanderveer, V2, Inc
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EphMRA Executive Committee

| The current members of the Executive Committee are as follows:

l. Georges Andre | Andre Boer [
Georges Andre, UCB Pharma Andre Boer, Yamanouchi
will became President of Europe current President
EphMRA on 1 October 2003. becomes EphMRA Past

President on I October 2003.

—

INFORMATION ARCHITECTURE™

We Take a Revolutionary Approach to Product Positioning

At W2 we take a revolutionary approach to procuct positioning. one that is
rigorous and organized and yields more than just a positioning statement ”
We call the approach Information Architecture™

The bulding blocks of this "bottom up method are the Informaticn Elements

. o or attnibutes of a product  Supported by proprietary software  Information
i ‘\; '_. Architecture systematically identifies sorts and then organizes Lthe various

“«i," Information Eiements that are necessary to build a logical and compelling story

il - _ about your product  Ultimately through this comprehensive approach, we pro-

duce an Information Curriculum that not only creates a unified identity for the
global marketplace, but s flextble enough to be tailored at the local level

Let us demonstrale the benefits of this approach for your product Contact
Richard B Vanderveer Ph D CEO at+1215283 3200
www. vanderveer.com

e —————
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in 2001 EphMRA initiated an award which was first presented at
the Athens 2001 conference. This award 15 a recognition of a
person’'s outstanding contribution to pharmaceutical marketing
research. The winner was Panos Kontzalis from Novartis and runner
up was Allan Bowditch from Martin Hamblin GfK. in 2002 the winner
was Allan Bowditch from Martin Hamblin GiK Inc and the runner up
was Rainer Breitfeld.

The award recipient can be from a pharmacestical company or
supplier/agency and will receive the award based upon:

having made an outstanding/recognisable contribution to EphMRA
having made an outstanding/recognisable contribution to phar-
maceutical marketing research

Examples of such 2 contribution are :

®  New technigue developed

® Strengthened the role of marketing research in pharmaceutical
companies

Done much more than agreed and contracted

Representation of EphMRA to other associations or organisations
Strengthened the role of EphMRA

Lifetime achievement etc

SPONSORS

EphMRA are most grateful to the companies below who have
generously supported the Conference and AGM.

The award recipient will receive a certificate plus momento

2003 Nominations were:

Colin Maitland - 1515

Cliff Kalb - Merck

Gary Johnson - inpharmation

Dick Beasley

Nigel Burrows - Pitre

Gillian Kenny - Gillian Kenny & Associates
Bob Douglas - TNS

Uwe Hohgrawe - J&J

Janet Henson & Bernadette Rogers
Chris Kautz - Bayer

Bermadette Rogers and
Jurwy? Henwon

WINNERS

Dvck Beaviey (right)

RUNNER-UP

Uwe Hohgrawe Johnson & |

SOLE SPONSORS - COFFEE BREAKS
Martin Hamblin GfK Global Healthcare
SGR International
V2, Inc.

SOLE SPONSOR - LUNCH 11 JUNE
Aequus Research

SOLE SPONSOR - POST CONFERENCE
NEWSLETTER
Martin Hamblin GfK Global Healthcare

SOLE SPONSOR -
WELCOME COCKTAIL PARTY
|+G Suisse Health Research International

SOLE SPONSOR - ims Gala Evening
WEDNESDAY 11 JUNE
IMS Health

CO-SPCNSORS - EphtMRA EVENING
THURSDAY 12 JUNE
Med: Pragma and EphMRA

SOLE SPONSOR - CONFERENCE
DELEGATE BAGS
Isis Research pic

SOLE SPONSOR - CONFERENCE PAD
GfK HealthCare

SOLE SPONSOR - CONFERENCE PEN
A+A Healthcare Marketing Research

SOLE SPONSOR - LUGHAGE LABEL
CAM

SOLE SPONSOR -
FINAL CONFERENCE PROGRAMME
Healthcare Research Partners

SOLE SPONSCR - CD-ROM QF
CONFERENCE PAPERS
NOP World Health - NOP Healthcare,
Strategic Marketing Corporation,
Market Measures/Cozint

Isis Research plc

CO-SPONSORS - Agency Fair Lunch
TNS Healthcare. EphMRA

SOLE SFONSOR - DELEGATE LIST J
Martin Hambiin GfK Global Healthcare

Many thanks to the 2003 Conference
Programme Committee

.for steering the s |
conference and programmes

Georges Andre - UCE Pharma
Sally Birchall -

Bob Douglas - TNS H

Janet Henson - Confe

Baerbel Matiaske - GiK He;
Mark Missenfeld - Zmaent
Bernadette Rogers - EphMRA Ge
Piergiorgio Rossi - SGR Intamats

ral Secretary
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EphMRA 2004 Conference
CALL FOR SYNOPSES

the persistent
flow of time

INTRODUCTION

Have we all been here before, do we really need to keep starting
from scratch or should we simply perfect it?

Marketing research and the pharmaceutical industry 15 an evolving
glant - which must use past experiences, mistakes and successes n
order to move forward

We invite speakers to concentrate on the past. present and future of
the pharmaceutical marketing research ndustry, In order to better
equip us for the testing times ahead,

SESSION ONE - LOOKING BACK TO THE FUTURE

Don't throw out your pell bottems since they may be the fashion of the
future! What can marketing researchers learn from the past? What tech-
nigues weresuccessful then, which can be used now and cauld have rele-
vance in the future?

Opening the conference this session will am to stimulate delegates’
thinking about what can te learnl from what has gone before and how
these i1deas can be adapted for the future

We are looking for papers from both client and agency personnel an:
= Pricing research

Qualitative technigques

Sampiing/data collection

Farecasting/vahdation

These four topics are of particular interest but other topics may also
be considered. Successful papers will use examples from the past and
fllustrate how these have been adapted to fit the needs of the future
Each paper in this session will be allocated a 40 minute siot

SESSION TWO - GLANCING SIDEWAYS AT THE FUTURE

On its way inta the future the industry has close companions. How do
they picture the journey? We are lcoking for papers which will ighhght
issues In these areas:

From the physicians’ perspective:

» Where s the industry moving and how does this impact on the
medical profession?

= How does it feel to be the subject of pharmaceutical market
research and what are the trends from a respendents’ perspective?

From the financial analysts perspective;

= Where is the industry moving and what will be the drivers of
change, from the view of the financial communities.

= What will be the focus of the analysts’ wark and how is it affected
from the market research view?

INVITATION FOR PAPERS -
DEADLINE 1st OCTOBER 2003

SESSION THREE - BREAK OUT SESSIONS

Session Three is designed around break-out sessions, These partict-
patory working sessions are bullt around the exploration of three sep-
arate themes and the production of a three slide deliverable at the end.
Cansistent with the theme of the conference, in each session the group
will provide a synthesis of past learnings which should guide the future,
a brief synapsis of the current status. and speculation about the future.

The three topics for the break-out sessions are:
= Patient Research in Europe

= The Internet

s The Global versus Local Perspective

Delegates will chaose one of these three topics for ther break-out
session. The session will culminate with the production of three sum-
mary shdes. One shde defiming past contributions to the future, one
on the current status, and one speculating about the future and these
will be presented to the general session and followed immediately by
a brief question and answer session.

Finally, these sldes will be memornialised on the conference CO

We are looking for leaders for each of these break-out sessions. The
leaders will be responsible for setting the scene for the delegates,
moderating the ensuing discussion and summansing the wviews for
the conference as a whole

Continued aver -

German Views
lacilities

N J own viewing facilities in two r.nmh't

key locations in Germany o

I facks
{ 6853 face to face mierviews pmolians
i with plvysicians last year resulis

professionaks

-~ many eyes paying close friends
attention to detail and deadlines NSRS

rl‘mw +49407029100
i +A940702910 1
email  contock@onswers de
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SESSION FOUR - WILL TIME GO ON?

One certainty is that time marches on and at what seems to be an ever
increasing pace. The value of market research will continue to be chal-
lenged. Market research will need to deliver greater impact in & shorter
space of time to enable orgamisations to be agle decision makers.

A review of the communication of market research past, present and
future will identity areas for improving impact and ensuring that the
organisation listens to its values.

This 30 minute paper should cover/will include:
= How to maximise communication of market research reparts
» Different formats for different audiences

Following:

» How market research results were commumcated in the past,
lessons learnt

» How the market research is communicated in the present day
across different audiences and needs. Also consider the role and
position of the communication of marketing research in the more
general business information reporting flow.

= How the future could lock enabled by new communication paradigms

SHOULD MARKET RESEARCH LIVE OR DIE?

Market research will be put on trial for its very ife. Does it add value?
How should market research be conducted m a cost contaned environ-
ment? A full trial wilt be staged with judge, expert witnesses and you the
jury deciding upon the outcome. Come and participate For and Against
market research as we know it?

You will be subpoenaed to attend either as a witness or jury. Further
details to follow on this vital case.

We invite you to apply for these positions:
= Judge

= Prosecuting lawyer

= [etence lawyer

= Witnesses

Please submit a synopsis outlinng what your case might be, what
witnesses you would call and what you would cover.

TIMETABLE
1st October 2003

Synopses of proposed papers 1o be
recewved by the Programme

PROGRAMME COMMITTEE

Kurt Ebert: F Hoffmann La Roche
kurt.ebert@roche.com

Saeed Mumtaz: Novartis Pharma
saeed. mumtaz@pharma.novartis.com

Angela Duffy: Martin Hamblin GIK Global Healthcare

angela.duffy@martinhamblin-gfk.co.uk
Mark Nissenfeid: .
mark.missenfeld@ziment.com
Piergiorgio Rossi:
pE.rossi@sgr-nternational.it
Caroline Wilson:
caroline@praxisresearch.co.uk
Janet Henson:
hensonschnee@bluewn.ch
Bemadette Rogers:
MrsBRogers@aol.com

Ziment

SGR International

Praxis Research & Consulting
EphMRA Conference Organiser

EphMRA General Secretary

Please email your synopses to Bernadette Rogers
MrsBRogers@aol.com

EUROPEAN
PHARMACEUTICAL
MARKETING
RESEARCH
ASSOCIATION

Yearbook 2003

NOW AVAILABLE
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cooe sharpstream»»

LAl Ld pharma

I would like to thank the EphMRA committee for the expert organization
of this year's conference. We would like to extend our thanks to the
companies and candidates that have worked with us and supported

Sharpstream Pharma over the past four years.

Martin Reynolds, Managing Director

Sharpstream Pharma is a leading provider of global executive recruitment consultancy services to the phanmaceutical
and healthcare industry. We have a dedicated team (specializing in market research, markel analysis, competitive
intelligence, business development and strateqy analysis) and work with leading pharmaceutical and pharmaceutical
markel research companies

Examples of Project Successes

. Matmwacbr e ?MHMMBWIM
AT T Wiy wo FRiE) ‘ i T
. :-leadof(‘.wtomorlmlﬂrt 8 Business Development Director
L st
2L i %] Oncalgy Bueet Unita
Elutaeshin Mares FErensimh Ao Wi
. [Earlycommerchlnemlopmantlﬂanager L] Haﬁof(bnsdthg
THEETE =Tl
¢ Pricing & Re-imbursement Manager * Team of Marlet Researchers and Business Analysts

Piarma EVERTE

Further examples can be provided on request

Clients

Targeted executive search services ensure that you get the highest calibre of candidates for your key positions We
deliver on our commitments through detailed needs analysis, expert targeting and professional project management. To
discuss the relative pros and cons of using executive search please contact our team

Candidates

Have confidence that you are working with a company that is highly professional, knowledgeable and understands the
importance of confidentiality. To discuss options for your next career move please contact our team

Current Executive Searches

. Buuhess Dmmlopneﬂt Manager + Pricing 8 Reimbursement Manager
EBleocaman Marke] [ Pranis
¢ Managing Director . Consullarlts {US and El.I'opo)
Flarimt [Resddre Alhensy Competinee Insligence Agesi
* Senior Markat Research Manager = Managing Dhactnt us
Frama Marsie: Meseamh Agens
. m:l)mlopmenthhrmger Saif Medication * Further information on Sharpstream Pharma's projects and
Plamet B experience can be gained at www.sharpstream.com

www.sharpstream.com

Pharma 18 Phipp Street, London, ECZA 4NU, United Kingdaoim
Tel: +44 (0) 20 7729 7277 Fax: +44 (0) 20 7729 7254 Email. ep-recrultment@sharpstream com



arket knowledge + strategic thinking + international reach

.




