By Kim Ribbink

Trending 2018:
Treatment to Wellness

ttitudes about treat-
ing disease are under-
going a fundamental shift

as the life-sciences industry faces pressure to
demonstrate value. Increasingly, there is a
move from treatment to prevention, diagnos-
tics and cure, which KPMG says is leading to
the rise of new competitors.

By 2030, practitioners will be able to
predict the likelihood of a patient being diag-
nosed with a disease or health condition, and
shift from treatment of symptoms to preven-
tion measures and complete cures, rather than
providing temporary respite.

Three primary factors are driving this
shift to prevention and cure: breakthroughs
in therapy discovery and development; tech-
nology advances; and increasingly engaged
and knowledgeable patients thanks to greater
access to information.

Brian Doherty, executive VP, managing
director, Ogilvy CommonHealth Worldwide,
a WPP Health & Wellness company, says
from the time of Ponce de Leén and his
mythical search for the fountain of youth, we
have been seeking ways to live longer, if not
healthier.

“So while being healthy is not a new as-
piration, our definition of healthy mind and
body has evolved, and our paths to achieve it
have changed dramatically from what they
were just a few short years ago,” he explains.
“This endeavor for improved health and
wellness is in many ways directly related to
our changing environment, including ris-
ing costs of traditional healthcare, an aging
population, and technological advances. No
longer is healthcare an annual physical and a
promise to improve one’s diet. Today health-
care is immediate, it is self-measurable, and
it is shareable.”

The pharmaceutical industry plays a cen-
tral role in helping patients live healthier lives.
A recent Consumer Reports survey stated that

By taking a holistic
approach to patient
well-being, the
pharmaceutical industry
has an opportunity to
become aprovider of
wellness with solutions
that intercept and
prevent diseases before
they happen or
become chronic.

55% of Americans regularly take a prescrip-
tion medicine.

People are living longer, in part, because
of advanced pharmaceutical treatments: there
are cures for cancers that were once untreat-
able, biologics for autoimmune diseases, and
smarter, more targeted medications that are
available for other hard-to-treat diseases and
conditions, says Jen Hauser, general manager,
health and director of Wellness 360.

“Pharma companies are now treating dis-
eases, both acute and chronic, in a way that is
more effective, with fewer side effects, allowing
people to live longer and with a higher quality
of life,” Ms. Hauser says. “These companies are
providing other services that contribute to the
well-being of patients. Whether it’s providing
helpful resources to understand a disease, sup-
porting ongoing physician education, or part-
nering with other health-focused companies,
the most cutting-edge pharma companies are
the ones that are helping patients live healthier
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lives, not just treat symp-
toms.”

Jennifer Sigaud, managing
director, Atlantis Healthcare, agrees that to-
day’s pharma companies are going beyond
simply being manufacturers and dispensers of
medicines to playing an active role in helping
people self-manage their condition and treat-
ment through patient-support programs and
other educational and support interventions.

“There is an emerging movement within
pharma for defining care as medicine plus sup-
port, establishing and prioritizing a value-add
approach to patient care,” she says.

Mr. Doherty says at the same time, ac-
cording to industry leaders, the modern era
of blockbuster drugs is coming to a close and
the majority of prescriptions are now filled by
generic equivalents.

“So, just as people are redefining their rela-
tionship with health, traditional pharmaceuti-
cal companies are redefining their relationship
with consumers and patients,” he says. “We
are moving from a healthcare pattern that is
reactive to a model that is more proactive, pre-
dictive, and ultimately preventive.”

Recognizing this evolving market land-
scape and the need to provide services beyond
customary brands, the world’s largest pharma-
ceutical company, Johnson & Johnson, for ex-
ample, introduced its own health and wellness
solutions initiative, providing information and
tools to create sustainable behavior changes,
ideally via early intervention.

Technological and scientific advances mean
researchers can understand the root cause of a
disease, detect it earlier, and intervene with
targeted solutions, says Ben Wiegand, Ph.D.,
global head, World Without Disease Acceler-
ator, Janssen Research & Development.

“At Janssen, we seek to realize a bold vision
for the future: a world in which widespread
disease is a historical artifact, where people live
healthier lives promoted by technological and



medical advances, and where solutions can ef-
fectively prevent, intercept, and cure diseases,”
Dr. Wiegand says.

Breaking with Convention

The challenge for many companies, how-
ever, is to rethink what wellness means from
the point of view of the patient.

According to John Hamilton, executive
VP, client service director at MicroMass Com-
munications, the millions of dollars pharma
companies provide to support patients through
their treatment journey typically focus on ed-
ucating patients about their disease, ensuring
access, and reminding them to take their
medication.

“Unfortunately, this conventional approach
often fails to address the social and emotional
aspects of patient care,” Mr. Hamilton says. “If
patients are not able to cope with anxiety — or
communicate with their family and healthcare
team — it is unlikely they will succeed on
therapy. Simply telling a patient to ‘think
positive thoughts’ or ‘share their feelings’” pro-
vides little practical value to a patient recently
diagnosed with breast cancer or a COPD pa-
tient who has just been discharged from the
emergency room.”

What's needed is a whole patient approach
that addresses the clinical, social, and emo-
tional aspects of living with a chronic disease
or cancer.

“Built on a behavioral
science foundation, this
approach should incor-
porate evidence-based
techniques such as mo-
tivational interviewing,
problem solving, and

cognitive behavioral tech-
niques to help patients build
coping, communication, and
self-management skills,” Mr.
Hamilton says. “The result
is that patients become able
to cope with anxiety and dis-
tress, solve problems they face
every day in managing their
condition, and engage their
healthcare team in productive
two-way dialogue.”

Mr. Doherty says consid-
ering that 50% of the global
burden of disease is chronic
illness, proactive behavior
change represents a major op-
portunity for improved health
and wellness.

“Related to behavior change, pharmaceuti-
cal companies have an opportunity to adopt so
many of the technological advancements and
digital healthcare solutions that are burgeon-
ing and, most importantly, generating data,”
he says.

“It is this data, ‘the new oil’ as a recently
coined term likes to call it, that will guide us
to the preventive life of health that we now
seek.”

While multiple factors contribute to
health — genetics, diet, microbiome, immune
balance, lifestyle, and so on — the pharmaceu-
tical industry has traditionally played the role
of “last resort” after alterations in those factors
led to disease, providing medicines to correct
an imbalance and alter the course of a disease,
says Francisco Leon, Ph.D., co-founder and
chief science officer of Provention Bio.

“The exciting new role the pharma in-
dustry can play, however, is to provide earlier
solutions, intercepting and preventing disease
before it happens or becomes chronic,” Dr.
Leon says.

A wellness approach is vital
for issues such as mental health

By focusing on better

There is an opportunity
for a brand to play a
critical role beyond
simply providing
treatment — by helping
a person fit an illness
into their lives, rather
than letting an illness
run their lives.

JENNIFER SIGAUD
Atlantis Healthcare

understanding the basic
science that identifies risk and

disease, which significantly impacts the lives
of patients and loved ones, says Joseph Per-
ekupka, VP sales operations, North America,
Brainsway.

“Medications serve as a first-line therapy
for treating patients suffering from this dis-
ease, but for many patients, medications do
not adequately relieve suffering and alternative
options are very limited,” he says. “New in-
novations stemming from the pharmaceutical
and medical technology industries have the
potential to help patients live healthier lives
by providing relief for patients with treat-
ment-resistant mental health disorders.”

Brainsway is using a non-invasive transcra-
nial magnetic stimulation platform capable of
targeting previously unreachable brain areas of
treatment-resistant major depressive disorder,
often in combination with current pharmaceu-
tical therapies.

“By inventing novel treatment paradigms,
bringing them to market, and making them
available worldwide, pharmaceutical and med-
ical technology companies such as Brainsway
are playing major roles in helping patients live
healthier lives,” Mr. Perekupka says.

Ms. Sigaud adds technology ad-
vances are helping pharma to tap
into new ways to enable patients to
play a more active role in their own
healthcare, whether it’s a patch or

2018:YEAR IN PREVIEW

susceptibility for disease and
then developing prevention,
interception,and cure
solutions, we hope to inspire
individuals in the future to act
sooner and change the way
they view their health.

pill that monitors medicine delivery,
or a “smart tool” that tracks progress
along a treatment journey.

“By investing in or buying com-
panies that develop high-tech med-
ication management tools, pharma
is paving the way for future innova-
tion that complements treatment and
could provide a richer experience in
treatment support,” she says.

Another potential new revenue
stream for pharma can be found in

For distribution or printing rights, contact mwalsh@pharmavoice.com

(c) PharmalLinx LLC. Rights do not include promotional use.

DR.BEN WIEGAND
Janssen Research &
Development
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Treatment to Wellness

As a biotech company
developing vaccines against
infectious disease targets,
we play an integral role in
the promotion of awareness
and implementation
strategies to help patients
live healthier lives.

JEFF BAXTER
VBIVaccines

Therapeutics delivering long-term
wellness represent the greatest
benefit to patients.

provide an opportunity for people to
think of pharma and their health insur-
ance provider within the area of well-
ness, and not just illness.

“While companies will always invest
in research and development of products
to treat disease, the future may see in-
cremental investment in services to im-
prove health in a more comprehensive
way,” she notes.

DR.HARTMUT EHRLICH

L q q
eadlng companies Abivax

O today supplement

© their understanding
‘O of the science

Q of disease with

® contributing social
< factors such as diet,
_CCU exercise, and social
support system,and
= aim to improve both.

ProLung, lung cancer symptoms show very
late and by that time it’s very often locally
advanced metastatic and largely untreatable.
However, giving a CT screen to high-
risk lung cancer patients means it’s possible
to detect the disease when it’s smaller and
more curable. Based on our published clinical
evidence, our predictive analytic test could
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Nawal Ouzren, CEO of Sensorion,
says companies developing drug candi-
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increased partnerships with new customers,
Ms. Sigaud adds.

“Pharma is uniquely suited to be able to
provide evidenced-based health and wellness
tools that can be leveraged by health plans,
hospital systems, and large self-funded em-
ployer groups,” she says. “These tools and
resources have the potential to elevate quality
of care for patients and customers. For exam-
ple, resources could include access to dieticians
or catalogs of healthy recipes with different
modules for families, seniors, and adults living
with various health issues.”

Ms. Sigaud says another type of program
could be targeted around fitness and exercise,
with tailored tracks for people who have spe-
cific goals to achieve as part of their own health
plans.”

Ms. Sigaud says such partnerships could

dates need to focus on their capacity to
bring clinically meaningful improve-
ments to patients’ lives.

“As an example, Sensorion is de-
veloping SENS-401 for the prevention
of hearing loss due to hair cell death
and cisplatin-induced ototoxicity,” she
says. “While cisplatin is saving lives of
children in particular, up to 50% of pediatric
patients suffer hearing loss after receiving it
and there is no current way treat this signif-
icant issue.”

By working to prevent hearing loss through
SENS-401, the objective is to provide lasting
benefits to patients and to their families.

“Children are at their peak of learning and
development between the ages of 3 and 6,” Ms.
Ouzren says. “Unfortunately, we observe that
hearing loss negatively impacts their devel-
opment, their learning ability in schools, and
their social well-being. It would be fantastic to
save children through chemotherapy and save
their hearing so that they can live their lives
to the fullest.”

Early diagnosis is another important step
in wellness for conditions such as cancer. Ac-
cording to Steve Eror, CEO and president of
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help lead to improving the survival rate from
around 17% on average where it is today to
more than 56%, Mr. Eror says.

ProLung is focused on improving the lung
cancer survival rate from around 17% on
average from where it is today to more than
56% while dramatically improving the health
economics,” Mr. Eror says. “It’s about time cli-
nicians and patients had the power of knowl-
edge. ProLung is giving them the power of
knowledge.”

Ms. Sigaud says oncology provides a lot of
best practices in patient support, noting that
cancer patients are typically supported in a
more holistic way by their extended healthcare
team, including resources provided by the
manufacturer of the treatment.

“It’s an important model for healthcare,
encouraging us to take a step back and help
each patient develop a treatment plan to
self-manage their condition, whether it’s can-
cer, diabetes, asthma, or another disease state,”
she says.

Innovation and technological advances are
allowing companies to move from developing
therapeutics that address symptoms toward
therapeutic candidates that are prevention and
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cure-focused, and not just temporary treat-
ments, says Hartmut Ehrlich, M.D., CEO of
Abivax.

For its part, Abivax is developing ABX464
to reduce the HIV reservoir within infected
patients and deliver long-lasting reductions in
the viral load of patients.

“We hope to put HIV patients into remis-
sion or functional cure and eventually even a
true cure by significantly reducing the viral
reservoir of HIV, which could slow or even
prevent HIV from rebounding for long periods
after treatment,” Dr. Ehrlich says. “Therapeu-
tics delivering long-term wellness represent
the greatest benefit to patients, and for this
reason we believe that turning HIV from a
now chronic disease, with current antiretro-
viral therapy, to a curable disease would be a
true value driver for patients and the socio-eco-
nomic system at large.”

Vaccines generally have focused on pre-
vention rather than cure, and VBI Vaccines is
seeking to continue that trend with products
in development that could lead to better infec-
tious disease prevention.

“Our most advanced program is a
third-generation hepatitis B preventive vac-
cine that is already available in 15 countries
including Israel, and that is about to initiate a
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Pharmaceutical
companies should be
patient advocates first,and
business and shareholder
advocates second.

STEVE EROR
ProLung

Companies moving
earlier into the disease
paradigm.to intercept
and prevent disease will
lead'to more years of
healthy life.

DR.FRANCISCO LEON
Provention

Companies developing
drug candidates need to
focus on the capacity they
have to bring clinically
meaningful improvements
to patients’ lives.

NAWAL OUZREN
Sensorion
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Phase III clinical program in
the United States, Europe,
and Canada,” says VBI Vac-
cines’ president and CEO,
Jeff Baxter. “Although a
preventive HBV vaccine ex-
ists, VBI is working to im-
prove on the current vaccine
in several ways, including
inducing faster protection
and improved efficacy in
adult and high-risk patient
populations.”

The company also has a
preventive vaccine against cytomegalovi-
rus (CMV) infection that is in Phase 1 tri-
als, and if approved, would be recommended
for all adolescent-aged women to prevent birth
defects associated with CMV.

Mr. Baxter says there is equal commitment
to raising awareness about unmet need, and
ensuring the necessary measures are in place in
the healthcare system to support and promote
the adoption of preventive measures.

“Although congenital CMV infection is
the leading cause of viral birth defects in the
United States and is more common than Down
syndrome and fetal alcohol syndrome, only 7%
of people surveyed in the United States had
heard of congenital CMV and were aware of
the risks the virus poses to pregnant women
and their unborn children,” he says.

Dr. Leon describes vaccines for infectious
diseases as the paradigm of disease prevention
and Provention Bio is seeking to extend that to
chronic immune disorders.

“In addition, curative therapies intercept-
ing the course of infectious and oncologic
diseases are starting to be reimbursed based
on value provided to society, with creative
approaches such as pay-for-success,” he says.
“These are just examples of how impactful
innovation has been and will be reimbursed.”

MicroMass

Prevention Focused

According to Allergan’s chief R&D officer,
David Nicholson, Ph.D., some diseases cur-
rently have no treatment or cure, but may be
preventable.

“Take for example non-alcoholic steato-
hepatitis or NASH, a liver disease that has
surged in recent decades amid the obesity
epidemic,” Dr. Nicholson says. “NASH is now
the fastest-growing cause of liver cancer and
liver transplant. While many in the pharma-
ceutical industry, including Allergan, are ag-
gressively working to develop a treatment for
NASH, it’s part of our duty as global citizens
to help educate patients about the possible
steps to prevent the disease.”

Adopting a whole patient
approach can help
pharmaceutical companies
position themselves and
their brands around health
and wellness.

JOHN HAMILTON

Communications

Ms. Hauser adds that the healthcare in-
dustry understands that a healthy diet, regular
exercise, and practices such as mindfulness and
stress reduction can contribute to health. In
turn, through research and public education
campaigns, pharmaceutical companies can
contribute to a healthcare system that supports
these practices.

“A pharmaceutical public relations cam-
paign should bring so much more than infor-
mation about a treatment: it should offer the
public resources, tools and education about
how to live healthy lives,” she says.

The patient must always be the priority,
Mr. Eror says, noting that pharmaceutical
companies should be patient advocates first,
and business and shareholder advocates second.

Dr. Leon says pharmaceutical companies
need to be truly consumer- and patient-cen-
tric and focus on what customers really want:
healthier, happier, longer lives.

“Moving earlier in the disease paradigm to
intercept and prevent disease will lead to more
years of healthy life, and complementing the
intervention with education on diet, lifestyle,
etc. will enable consumers to manage their
wellness proactively,” he says.

Dr. Wiegand says Janssen’s priority is al-
ways the patient, and the company is commit-
ted to tackling diseases with novel solutions.

“This will take us well beyond the bound-
aries of existing pharmaceutical business mod-
els, and advance the industry from the diagno-
sis and treatment of disease to prediction and
pre-emption,” he says. “The opportunity to
ultimately inhibit disease and maintain well-
ness offers great potential for human health
and healthcare systems around the world. Our
efforts will include discovery and development
of solutions that aim to identify early risk for
and track progression to disease.”

By focusing on better understanding the
basic science that identifies risk and suscep-
tibility for disease and then developing pre-
vention, interception and cure solutions, Dr.
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We are moving from a healthcare
pattern that is reactive to a model
that is more proactive, predictive, and
ultimately preventive.

BRIAN DOHERTY
Ogilvy CommonHealth Worldwide, a
WPP Health & Wellness company

Weigand says Janssen hopes to inspire individ-
uals in the future to act sooner and change the
way they view their health.

“We believe people will no longer be ‘pa-
tients,” but active participants collaborating
with healthcare professionals to intervene and
stop progression to disease,” he says.

Ms. Sigaud says it’s important to recog-
nize that patients don’t live in a vacuum, and
support can’t be considered in isolation. Once
diagnosed, people still need to carry on their
responsibilities as parents, siblings, employees,
employers, caregivers, or members of commu-
nities.

She cites the example of nonadherence and
the opportunity for pharma to establish an on-
going relationship with patients that naturally
falls under the umbrella of health and wellness.

“Reasons for treatment nonadherence are
deeply personal,” she says. “For some it can
be a fear of side effects, while others may not
understand how their medication works to
help their condition, or avoid their pills be-
cause they serve as a reminder of their disease.
The discipline of health psychology informs us
that we need to understand the whys behind
behavior before we can change those behaviors.
Successful patient support programs identify
and address personal barriers to nonadherence.

“By doing so, pharma brands can create
relevant engagement with patients that can
ultimately impact the path of their treatment
journey in many positive ways,” Ms. Sigaud
continues.





