
Consumer shift s
DEMAND CHANGES i n
h e a l t h ca re marketing 

In its latest re po rt on market insight s, Ch e s ki n , a
s t rategic market re s e a rch and consulting co m p a ny,

defines three consumer trends that are dri v i n g
the evolution of the healthca re and life - s c i-
e n ces industry: consumer enlighte n m e nt and
e m powe rm e nt, the blur be tween We s te rn and
a l te rn at i ve medicine, and gre ater life ex pe ct a-
t i o n s. The dire ct implications that these tre n d s
h ave, and will co ntinue to have,for pharm a ce u-
t i cal and biotech co m p a n i e s, and healthca re
p roviders are outlined in the study. In addition
the re po rt touches on the issue of consumer trust in
this industry, including the changing role of adve rt i s-
ing and marke t i n g.

The 12-page re po rt, L i fe Science Pe r s pe ct i ve s :
The Em e rging He a l t h ca re Co n s u m e r, defines pri-

m a ry qualitat i ve re s e a rch with healthca re
consumers and medical ex pe rt s, in addition

to seco n d a ry re s e a rch on the industry, a n d
p rovides implications and dire ction for life - s c i-
e n ce co m p a n i e s.

“The healthca re indus-
try is going through a

tremendous upheaval, in
part due to technology

a dva n ce m e nts and changes in
m a rketing re g u l at i o n s,” s ays Je n-
n i fer Mi tc h e l l , a partner at Ch e s ki n .
“Mo re impo rt a ntly howeve r, it is
the consumer who is causing this
shift. The nature of the
p hys i c i a n / p at i e nt re l ationship is
c h a n g i n g,as are co n s u m e r s’ove ra l l
expectations and involvement
with their own health and we l l -
be i n g.”

Ty p i cally consumers be co m e
m o re demanding as they be co m e
more informed. They also can
be come more ske p t i ca l .

Wh i l e d i re ct - to - co n s u m e r
a dve rtising has enhanced pre-
scription sales, it hasn’t done
much for pharm a ce u t i cal co m p a-
ny awa reness and building tru s t

with the co n s u m e r.
While awa reness is key, Ch e s kin analysts be l i eve

t rust will be come the most crucial co m po n e nt in all
re l ationships fo rged by the consumer with any
h e a l t h ca re co n s t i t u e n cy.

• Two - t h i rds of re s po n d e nts said they tru s te d
d octo r s, but less than 10% claimed to “co m p l e te l y
t ru s t”p hys i c i a n s. Hospitals we re the next most tru s t-
ed co n s t i t u e n cy, fo l l owed by suppo rt groups and

o rg a n i z at i o n s, which also fare d
well in trust. Pharmaceutical
companies and insura n ce co m-
panies fared the wo r s t, with ove r
half of re s po n d e nts saying they
d o n’t trust pharm a ce u t i cal co m-
panies and two-thirds saying
t h ey don’t trust insura n ce co m-
p a n i e s.

• Em e rging consumers had a
difficult time naming more than
one pharm a ce u t i cal co m p a ny.
While aided awa reness was be t-
te r, only 4 of the top 10 larg e s t
p h a rm a ce u t i ca l co m p a n i e s
wo rl dw i d e we re re cog n i ze d.
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PHARMA TRAX
SALES, MARKETING,
AND R&D TRENDS AFFECTING
THE HEALTHCARE INDUSTRY 

Trend 1:

Consumer En l i g hte n m e nt
and Em powe rm e nt

Trend 2:

We s te rn and alte rn at i ve
m e d i c i n e

Trend 3:

Gre ater life ex pe ct at i o n s

THREE CONSUMER T R E N D S
DRIVING THE HEALT H CA R E

EVO LU T I O N

CONSUMER ENLIGHTENMENT AND EMPOW E R M E N T. Much of the
change ex pe ri e n ced by the emerging consumer is motivated by an
unsatisfactory relationship with the physician and with Western
m e d i c i n e, by the influence of cultures other than our ow n , and by the
p l e t h o ra of info rm ation that is out there — from the Inte rn e t, to “ Bu z z ,”to
d i re ct - to - consumer adve rt i s i n g.

The most immediate impact of enlightened and empowe red co n-
sumers is a change in the pat i e nt - p hysician re l at i o n s h i p. Th e re is a grow-
ing “fe e - fo r - s e rv i ce” attitude among consumers towa rds their phys i c i a n s,
who are being re g a rded more as co n s u l t a nts and less as key family adv i-
sors — many would argue thanks to managed ca re. Two thirds of the
e m e rging consumers Ch e s kin polled felt the way they re l ate to phys i c i a n s
had changed within the past 5 ye a r s.Th ey re po rt feeling more info rm e d
and being more pro a ct i ve in discussions. Less than 10% strongly agre e
with the state m e nt,“I always do ex a ctly as my physician tells me.”

The re pe rcussions are substant i a l . Re l ationships will co ntinue to
m u t ate as this emerging consumer be h avior spreads to the mainstre a m .
Existing inte ra ctions be tween healthca re constituencies (labs, p at i e nt s,
p hys i c i a n s, p h a rm a ce u t i cal and biote c h n o l ogy co m p a n i e s, p aye r s, a n d
p at i e nt ri g hts org a n i z ations) will co ntinue to evo l ve. New liaisons, w h i c h
p reviously invo l ved middlemen, will be made dire ct l y. Groups that didn’t
i nte ra ct will fo rge new re l at i o n s h i p s.
WESTERN AND ALT E R N ATIVE MEDICINE. Em e rging consumers are
questioning some fundamentals of We s te rn medicine. Pra ct i ces such as
t re ating only symptoms are be coming unacce p t a b l e. At the same time,

a l te rn at i ve pra ct i ce s, such as chiro p ra ct i c, yog a , and acupunct u re are
gaining acce p t a n ce.

In 1998, 40% of people 18 or older had used some fo rm of alte rn at i ve
m e d i c i n e, an increase from 34% in 1991. Two out of three users of alte r-
n at i ve medicine (or co m p l e m e nt a ry medicine) have been fo l l owing this
p ra ct i ce for six years or more.Seve ral had been using alte rn at i ve medicine
for more than 10 ye a r s.
G R E ATER LIFE EXPECTAT I O N S . Consumers are living longer and their
ex pe ct ations about their life s tyle in their re t i red years are gre ate r. Wh i l e
Ba by Boomers are leading this tre n d,the generation be fo re them has sim-
ilar ex pe ct at i o n s.

L i fe ex pe ct a n cy has increased significa ntly — by 1960,l i fe ex pe ct a n cy
had increased to 70 ye a r s, and in 1997, l i fe ex pe ct a n cy at birth was 79
years for women and 74 years for men. The curre nt older po p u l ation is
also living longer — people who surv i ve to age 65 can ex pe ct to live an
ave rage of nearly 18 more ye a r s. Most impo rt a nt l y, the ex pe ct ations and
o u t l ook on life and aging have changed dra m at i ca l l y,thanks in gre at part
to the Ba by Boomer generat i o n .

Ba by Boomers amount to more than 75 million consumers in the U.S.
a l o n e.Within the next 13 to 34 ye a r s, tod ay’s Ba by Boomers will enter the
6 5 - years-and-older age cate g o ry. The U.S. will see an unpara l l e l e d
i n c rease in the absolute number of elderly pe r s o n s,and serv i ce s,p rod u ct s
and messaging will have to be adjusted acco rd i n g l y. While one in eight
Am e ri cans was 65 or older in 1994, in a little more than 30 ye a r s, a bo u t
one in five is ex pe cted to be in this age gro u p.

CHESKIN IDENTIFIES THREE EMERGING T R E N D S
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When asked about their trust in those re cog n i ze d
p h a rm a ce u t i cal co m p a n i e s, consumers make little
d i s t i n ction be tween them.For the most part, re s po n-
d e nts could not state which co m p a ny they tru s te d
the most, explaining that there is no diffe re n ce
be tween them. Mo re than half of re s po n d e nts said
t h at they have a hard time trusting pharm a ce u t i ca l
companies in genera l .

De s p i te their (decreasing) depe n d e n ce on phys i-
cians to re commend an effe ct i ve, s a fe dru g, co n-
sumers don’t make decisions in a va c u u m .Th e re are
n u m e rous venues of info rm ation that can educate
the co n s u m e r.

In addition, if pharm a ce u t i cal companies don’t
establish a pre s e n ce in co n s u m e r s’ m i n d s, i n s t i l l i n g
t ru s t, t h ey will have a difficult time selling their prod-
u ct s, co m m u n i cating their va l u e s, and positioning to
co n s u m e r s.The ent i ty behind the drug or dev i ce will
be come increasingly impo rt a nt.

• The role of DTC . In 1997, when the FDA clari f i e d
rules pe rtaining to pre s c ription drug adve rt i s i n g, t h e
f l ood g ates opened and consumers we re bo m b a rd-
ed by more and more ads eve ry day. Pre s c ri p t i o n
d rugs that are suppo rted by DTC adve rtising are
n ow the largest and fastest-selling medicines. Phys i-
cians wro te 34% more pre s c riptions in 1999 than in
1998 for the 25 DTC - p ro m o ted drugs that co nt ri b u t-
ed most to ove rall drug spe n d i n g. Th ey wro te only
5% more pre s c riptions for all other pre s c ri p t i o n
m e d i cat i o n s.

Ea rly focus on succe s s e s
DRIVES CUSTO M E R -
R E LAT I O N S H I P
m a n a g e m e nt proce s s,
s t u dy finds 

Companies need to have clear goals when
i m p l e m e nting custo m e r - re l ationship management
i n i t i at i ve s,a c co rding to a study released by Best Pra c-
t i ces LLC . In its re po rt, Best Pra ct i ces found that co m-
panies that focus on small successes during the earl y
stages of implementing the CRM process have seen
m a rked results that dri ve the ultimate success of cus-
to m e r - focused prog ra m s.

The study, titled “Co u ntd own to Cu s tomer Foc u s :
A Ste p - By - Step Guide to CRM Implement at i o n”
reveals how leading CRM implementers cre ate a sys-
te m atic approach that uses pe rfo rm a n ce metrics to
p ro pel the CRM proce s s.The study analyzes the CRM
pe rfo rm a n ce dri vers such as ex pe ct ation manage-
ment, performance measurement, continuous
i m p rove m e nt, and kn owledge management.

The re po rt found that up to 70% of custo m e r -
re l ationship management initiat i ves fail to delive r
ex pe cted results be cause of poor implement at i o n .

The re s e a rch reveals a ste p - by - s tep roadmap to
CRM exce l l e n ce, based on one-on-one inte rv i ews
and exc l u s i ve surveys with CRM team leaders at 32
of the wo rl d’s most profitable co m p a n i e s, i n c l u d i n g

exe c u t i ves at pharm a ce u t i ca l , f i n a n c i a l , t ra n s po rt a-
t i o n , and energy co m p a n i e s, as well as gove rn m e nt
a g e n c i e s.

One example from the study is a be n c h m a rke d
p h a rm a ce u t i cal co m p a ny using employee empow-
e rm e nt as a leading indicator of CRM succe s s. Th e
co m p a ny’s inte rnal assessment of custo m e r - f a c i n g
employees reveals improvement opportunities
while cre ating buy-in for custo m e r - focused initia-
t i ve s.

In addition, the analysis offers best pra ct i ce s,a n a-
l y t i cal metri c s, and exe c u t i ve insights on are a s
i n c l u d i n g, leadership and stru ct u re,c u s to m e r - ce nt ri c
c u l t u re,and pe rfo rm a n ce measure m e nt and proce s s
m a n a g e m e nt.

“CRM implementations have to show clear
re t u rns for bo t tom-line re s u l t s,” s ays Adam Bi a n c h i ,
p ro j e ct manager.“Th at means be t ter targ e ted mar-
ke t i n g, s m a rter sales,and more co s t - e f fe ct i ve serv i ce.
Understanding that customer relationships are
i m po rt a nt is not enough. You have to kn ow ex a ct l y
w h at your economic goals are and whether yo u r
i m p l e m e nt ation is meeting those targ e t s.

“ Flash-in-the-pan te c h n o l ogy is not going to
re a l i ze the po te ntial that lies in custo m e r s,” M r.
Bianchi says.“Companies have to build a wo rk fo rce
t h at thinks in te rms of customers and solutions
rather than prod u cts and serv i ce s. This can be done
t h rough va rious pe rfo rm a n ce management too l s,
f rom hiring and training to ince nt i ves and leadership
d eve l o p m e nt. Those are the keys to a custo m e r -
focused culture.”

I N T E R N E T p l ays 
K EY RO L E in phys i c i a n
be h avior 

The Inte rnet is having an increasing influence on
the way physicians co n d u ct their business, and that
i n f l u e n ce is likely to incre a s e,a c co rding to a survey of
400 physicians across the U.S.

The findings are the focus of a re po rt by the

Bo s ton Consulting Gro u p. Th e
re po rt,“Vital Signs Upd ate :Doc-
tors Say eHealth De l i ve r s,” i s
based on newly released dat a
f rom a nationwide survey of
practicing physicians which
t a kes a closer look at how the
I nte rnet is influencing phys i-
c i a n s’be h av i o r.

The pro p ri e t a ry study by
B CG , co n d u cted by Ha rris Inte r-
a ct i ve, was based on inte rv i ews
with U.S. p hysicians done via
telephone in February and
March of 2001. Of the 400
physicians surveyed, 356
re s ponded that they use the
I nte rn e t.

With e-health startups
f l o u n d e ri n g, m a ny healthca re
p l ayers have been quick to dis-
co u nt the viability of e-health.
This survey, h oweve r, i n d i cate s
that e-health has quietly
be come a vibra nt medium fo r
reaching the medical co m m u-
n i ty — and promises to gain
even gre ater acce p t a n ce in the
f u t u re.

PAT I E N TS , D O C TO R S
can wo rk together to
i m p rove outco m e s

Pat i e nts should be given more co nt ro l ,and enjoy
g re ater co l l a bo ration in their own ca re, a c co rding to
a panel of health ex pe rts at a meeting of the Aca-
demic Medicine and Managed Ca re Fo ru m , co n-
vened by Aetna Inc. , a healthca re and re l ated be n e-
fits organization. Giving patients more say in
diagnosis and decision making can lead to signifi-
ca nt improve m e nts in healthca re outcomes and
p at i e nt sat i s f a ct i o n ,a c co rding to the panel.

“We need to give up the false notion that the
d octor supplies all of the answe r s,” s ays John H.Wa s-
s o n ,M . D. ,m od e rator of one of the fo ru m’s panel dis-
c u s s i o n s.“The pat i e nt is the agent of change.”

Dr. Wa s s o n , who is the He rman O.West Pro fe s s o r
of Ge ri at rics in Co m m u n i ty and Family Medicine at
Da rtmouth Me d i cal Schoo l , also is the co - d i re ctor of
a national pro j e ct, the “ I d e a l i zed Design of Cl i n i ca l
Pra ct i ce,” which is spo n s o red by the Institute fo r
He a l t h ca re Improve m e nt.

At the fo ru m , held in Arl i n g to n , Va . , Dr. Wa s s o n
joined four other health pro fessionals in a panel dis-
cussion ent i t l e d, I nte ra ction is the He a rt of Ca re, Bu t
Can it Wo rk He re? 

The other panelists we re : Ehab Mo l o kh i a , M . D. ,
and Tangela At kinson M.D. , both of whom are chief
re s i d e nts at the Un i ve r s i ty of South Al a b a m a ; Co ry B.
Sev i n , R . N . ,M S N , VP of La Cl i n i ca Ca m pesina Fa m i l y
Health Se rv i ce s ;and Co l . Jill S.Phillips of the U.S.Army
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Physicians are using the
I nte rnet for gat h e ri n g
m e d i cal kn ow l e d g e.
Physicians are beginning to
e m b ra ce online tools that
e n h a n ce pat i e nt ca re, s u c h
as elect ronic pre s c ri b i n g,
online co m m u n i cation with
p at i e nt s, and elect ro n i c
m e d i cal re co rd s.
Physicians are re po rting that
the info rm ation they find
online is influencing — fo r
s o m e, in a major way — the
ty pes of diagnoses they
m a ke and the pre s c ri p t i o n s
t h ey wri te.This has
s i g n i f i ca nt implications fo r
p h a rm a ce u t i cal co m p a n i e s,
m a n a g e d - ca re org a n i z a-
t i o n s, and healthca re -
d e l i ve ry sys tems that seek to
i n f l u e n ce phys i c i a n
be h av i o r s.

INTERNET USE AMONG
P H YSICIANS 
ON THE RISE

S T RATEGIC PLA N N I N G — Le a rn how co m-
panies establish a CRM implement ation plan
with actionable tasks and clear, q u a nt i f i a b l e
g o a l s
P I LOT PRO G RA M S — Sav vy CRM teams build
pilot prog rams that are intended to win seve r-
al small, h i g h - i m p a ct successes in a short pe ri-
od of time
G LO BAL ROLL OUT — Develop a global ro l l-
out prog ram that is aligned with pro j e ct goals
and change management prog rams to deploy
pilot prog ram proce s s e s
CONTINUOUS IMPROV E M E N T — Imple-
m e nt co ntinuous improve m e nt processes to
e n g rain CRM as a cri t i cal business act i v i ty

BEST PRAC T I C E S’ GUIDE TO EXC E L L E N C E :



P H A R M A t r a x

Nurse Co rp s, who is dire ctor of outcomes manage-
m e nt and an adult nurse pra ctitioner at the Wa l te r
Reed Army Me d i cal Ce nte r.

“Tod ay’s pat i e nts are much savvier about health
i s s u e s,” s ays Dr. William Po p i k ,
Aetna Chief Me d i cal Of f i ce r,
who opened the fo rum pro-
g ra m . “Th ey see the phys i c i a n
as simply one source, a l beit an
i m po rt a nt one, of info rm at i o n
a bout their health.But pat i e nt s
also get health information
f rom the media, f rom fri e n d s,

and from alte rn at i ve ca re pra ct i t i o n e r s. And let’s not
fo rget the Inte rn e t, which has empowe red a whole
g e n e ration of consumers with detailed, but some-
times confusing and co nt ra d i cto ry, i n fo rm at i o n .”

False images of what leads to good healthca re
m a ke the docto r - p at i e nt re l ationship less effe ct i ve
than it could be, the panel agre e d. Among those
m i s co n ceptions are the notions that healthca re is
d e l i ve red pri m a rily during office visits, t h at the
demand for healthca re is pat i e nt - d ri ve n ,and that the
vast amount of healthca re info rm ation available via
the Inte rnet is “not ri g ht”for pat i e nt s.

The group discussed ways that medical pro fe s-
sionals can make their discussions with pat i e nt s
m o re prod u ct i ve.

“ Physicians need to speak less during a pat i e nt’s
v i s i t, and learn act i ve listening te c h n i q u e s,” Dr. Wa s-
son says.“ By putting more emphasis on asking ope n -
ended questions, d octors can be t ter obtain the
i n fo rm ation that both they and their pat i e nts need
to bring about a po s i t i ve outco m e.”

Cl i n i cal trial O U T-
S O U RCING g row i n g
t re n d

With the number of clinical trials re q u i red for the
d i s cove ry and deve l o p m e nt of new medicat i o n s
g row i n g, p h a rm a ce u t i cal and biote c h n o l ogy co m-
panies are increasingly turning to co nt ra ct re s e a rc h
o rg a n i z ations to pass their prod u cts through the
testing and re g u l ato ry process in a ra p i d, co s t - e f fe c-
t i ve manner.

New analysis from Frost & Su l l i va n , Wo rld Co n-

t ra ct Re s e a rch Org a n i z ations Ma rke t s, reveals that
the co nt ra ct re s e a rch org a n i z ation industry generat-
ed wo rl dwide revenue of $9.8 billion in 2001. An a-
l ysts pre d i ct that the CRO industry is pro j e cted to
s u rge to $16.3 billion by 2005.

“The long-te rm success of the pharm a ce u t i ca l
o u t s o u rcing industry is depe n d e nt on lasting re l a-
tionships with sponsors and the need for trust at all
l evels of coo pe rat i o n , including individual clinica l
re s e a rch assoc i ate s,”s ays Ri n at Ari e l y, a re s e a rch ana-
l yst with Frost & Su l l i va n .

With te c h n o l ogies such as high-thro u g h p u t
s c reening and pro teomics be coming an incre a s i n g-
ly impo rt a nt part of the dru g - d eve l o p m e nt proce s s,
p h a rm a ce u t i cal companies are seeking outsourc i n g
p a rtners who will be able to provide supe rior te c h-
n o l ogy and int rod u ce a po te ntial prod u ct to marke t
f a s te r.

This is indicat i ve of a trend towa rds gre ater co l-
l a bo ration and ope rational inte g ration be tween the
o u t s o u rcing partner and the spo n s o r.

“A balance that includes ongoing co m m u n i ca-
t i o n , timely access to data by spo n s o r s, and pro j e ct
u pd ates must be maintained to achieve succe s s f u l
re l at i o n s h i p s,” M s. Ariely says. “This challenge is
ex pe cted to have a long-te rm effe ct on the co nt ra ct
re s e a rch org a n i z ation marke t, as sponsors co nt i n u e
to demand more one-on-one at te ntion and gre ate r
c l i n i cal data acce s s i b i l i ty.”

Le a rning to GET T H E
MOST f rom employe e s

Leading human re s o u rce managers inte g rate
e m p l oyee measure m e nt and appraisal into HR sys-
tems to generate the most effe ct i ve pe rfo rm a n ce
m a n a g e m e nt and deve l o p m e nt proce s s e s. Ac co rd-
ing to re s e a rch from Best Pra ct i ces LLC , co m p a n i e s
t h at employ co ntinuous learning successfully meet
co rpo rate goals.

Based on info rm ation gat h e red from 70 co m p a-
nies across more than 30 industri e s, the study, Be s t
Pra ct i ces in Em p l oyee Pe rfo rm a n ce Ma n a g e m e nt
and Deve l o p m e nt, co ntains best pra ct i ce s, be n c h-
m a rking metri c s, case studies and lessons learn e d,
and re po rts how actual training pra ct i ces have be e n
p ro f i t a b l e.

“World-class companies
re a l i ze that their people are
their most valuable asset, a n d
t h ey are making tre m e n d o u s
i m p rove m e nts in all areas of
human re s o u rce s,” s ays Ch ri s
Bog a n ,p re s i d e nt and CEO, o f
Best Pra ct i ce s. “These co m p a-
nies are investing billions of
dollars to develop sys tems that will increase employ-
ee re te ntion and ove rall wo rk fo rce mora l e.”

The Best Pra ct i ce s’re po rt also co ntains re c ru i t i n g
and ca reer planning strate g i e s ;t raining info rm at i o n
and metri c s ; cost and time inve s t m e nt ; co nte nt and
d e l i ve ry method s ; as well as employee eva l u at i o n
rating sys te m s.

Ka l o rama identifies the
50 LEADING PLAY E R S
in $1.5 billion
P ROT E O M I C S
I N D U S T RY

The pro teomics te c h n o l o-
gies market surged past the
$1.5 billion mark in 2001, and is
ex pe cted to soar to $6 billion
within the next five ye a r s, a c co rding to Ka l o ra m a
I n fo rm ation LLC . The growth will be pro pelled by
s co res of companies trying to position themselves in
the as-yet unsettled industry.

The study, Ka l o ra m a’s Pro teomics 50: Co m pe t i n g
Te c h n o l ogies and Al l i a n ce s, i d e ntifies the 50 be s t -
positioned companies to ca p i t a l i ze on the secto r’s
po te nt i a l .

Pro tein chips, p ro tein to pro tein inte ra ct i o n
m a p s, p ro tein dat a b a s e s, and biolog i cal assays are
the te c h n o l ogies most in demand, a c co rding to the
s t u dy,and top co m pe t i tors in each of these areas are
i d e nt i f i e d. In the realm of alliance - m a ki n g, the re po rt
i d e ntifies the impo rt a nt deals, revealing that co m p a-
nies such as Incy te Genomics Inc. and GPC Bi o te c h
a re we l l - positioned with the agre e m e nts they have
fo rged — fo rming almost 30 major deals with the
p h a rm a ce u t i cal industry be tween them in re ce nt
ye a r s.

Funding is another impo rt a nt area identified by
the study.Ve nt u re capital has been a major facto r;2 0
s t a rt-up pro teomics companies at t ra cted more
than $530 million in ve nt u re capital in the last 20
m o nt h s.
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Providing pat i e nt - owned medical re co rd s
Establishing co nt i n u i ty of ca re with a clinician or
team of clinicians
Su rveying pat i e nt s’visit ex pe ct at i o n s
Ma king docto r - i n i t i ated telephone calls to the
p at i e nt’s home as part of the effo rt to shift the
d octo r - p at i e nt re l ationship from an office -
d i re cted model to a co l l a bo rat i ve one
Using e-mail, a u d i o t a pe, and videotape in
f u rt h e ring the docto r - p at i e nt re l at i o n s h i p

S T RATEGIES TO ENHANCE 
PAT I E N T - D O C TOR INTERAC T I O N S

One be n c h m a rk partner deve l o ped an
a p p re nt i ceship prog ram to develop employe e
kn owledge across skill co m pe te n c i e s.Th e
p rog ram enabled the co m p a ny to achieve a
90% re te ntion rate for employees who part i c i-
p ated in the prog ra m .
Another manufact u rer re q u i res that 85% of its
e m p l oyees be in co ntinuous tra i n i n g.Th e
co m p a ny’s prod u ction rates are four times 
f a s ter than that of its co m pe t i to r s.The co m p a ny
at t ri b u tes this growth to co ntinual employe e
t ra i n i n g.
A third be n c h m a rk partner made the decision
to put co ntinuous training first among its
p ri o ri t i e s, and allowed its training budget to
m a ke up 3.3% of its annual pay ro l l .This decision
a l l owed the co m p a ny to generate custo m e r
p ri ce re d u ctions of up to 22% and rewo rk
p rod u ction by 25%.

E M P LOYEE PERFORMANCE MANAG E M E N T
AND DEV E LOPMENT T E C H N I Q U E S

20 STA RT-UP 
P ROTEOMICS 
CO M PA N I E S
ATT RACTED MORE
THAN $530 MILLION
IN VENTURE 
CA P I TAL IN T H E
LAST 20 MONTHS
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P H YSICIANS RATE DTC
as beneficial to pat i e nt s
and their own pra ct i ce 

In a recent survey jointly conducted by
Adva n ced Analytics Inc. and Guideline Co n s u l t i n g,

the majori ty of pri m a ry - ca re physicians surveye d
i n d i cated DTC adve rtising is be n e f i c i a l . The nat i o n a l
s u rvey was co n d u cted during the last two weeks of
July 2001 among a telephone sample of 350 gener-
al/family pra ctitioners and inte rn i s t s.

“ Re ce nt physician effo rts to ban DTC adve rt i s i n g
at the Am e ri can Me d i cal As s oc i ation co nve ntion in
Ch i cago in June of this year do not re f l e ct the fe e l i n g s
of the majori ty of pri m a ry - ca re phys i c i a n s,” s ays Dr.

Mo rris S. Wh i tc u p, p re s i d e nt of Adva n ced An a l y t i c s.
“ Physicians feel that these ads are info rm at i ve and
m a ke their pat i e nts more kn owledgeable about dis-
eases and co n d i t i o n s.These adve rt i s e m e nts incre a s e
p at i e nt awa reness and lead some pat i e nts who
would not otherwise seek medical help to co n s u l t
with a phys i c i a n .”

Ac co rding to Nick To rto re l l o, p re s i d e nt of Gu i d e-
line Co n s u l t i n g, the survey was the first nat i o n a l
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Physicians Re a ct to D TC ADV E RT I S I N G

P H YSICIANS RESPONSE TO DTC ADV E RTISING 
TO PAT I E N TS OV E RA L L

5 5 5 5 5 5

2 5 2 8
2 2

4 4 4 4 4 3

1 6 1 7 1 5 1 9 1 6
2 1

Be n e f i c i a l Ve ry So m ew h at No t Not ve ry Not at all
be n e f i c i a l be n e f i c i a l be n e f i c i a l be n e f i c i a l be n e f i c i a l

Fi g u res noted in pe rce nt

3 9 3 8 3 9

Total (350)
Ge n e ra l / Family Pra ctitioner (175)
I nte rnist (175)

So u rce : Adva n ced Analytics  Inc. and Guideline Co n s u l t i n g

D TC TV ADV E RTISING — NONBRAND SPECIFIC

8 0 8 2
7 8

1 2 1 1 1 2
2 0 1 8

2 1

3 5 3 5 3 4

8 7 9

Be n e f i c i a l Ve ry So m ew h at No t Not ve ry Not at all
be n e f i c i a l be n e f i c i a l be n e f i c i a l be n e f i c i a l be n e f i c i a l

Fi g u res noted in pe rce nt

4 5 4 7
4 4

Total (350)
Ge n e ra l / Family Pra ctitioner (175)
I nte rnist (175)

So u rce : Adva n ced Analytics  Inc. and Guideline Co n s u l t i n g

D TC ADV E RTISING — BRAND SPECIFIC 
(Includes co n d i t i o n , ri s k s, and side effe cts of the medicine)

6 3 6 2 6 5

1 9 1 9 1 8

3 6 3 8 3 5

2 1 2 1 2 1
1 7 1 8 1 7

Be n e f i c i a l Ve ry So m ew h at No t Not ve ry Not at all
be n e f i c i a l be n e f i c i a l be n e f i c i a l be n e f i c i a l be n e f i c i a l

Fi g u res noted in pe rce nt

4 3 4 2 4 3

Total (350)
Ge n e ra l / Family Pra ctitioner (175)
I nte rnist (175)

So u rce : Adva n ced Analytics  Inc. and Guideline Co n s u l t i n g

D TC ADV E RTISING — BRAND SPECIFIC 
(Includes only the name of the dru g, but not the medical co n d i t i o n )

1 8 1 7 1 9

3 2 3 5
2 9

8 2 8 3 8 0

3 2 3

5 0 4 8 5 1

Be n e f i c i a l Ve ry So m ew h at No t Not ve ry Not at all
be n e f i c i a l be n e f i c i a l be n e f i c i a l be n e f i c i a l be n e f i c i a l

Fi g u res noted in pe rce nt

1 5 1 5 1 6

Total (350)
Ge n e ra l / Family Pra ctitioner (175)
I nte rnist (175)

So u rce : Adva n ced Analytics  Inc. and Guideline Co n s u l t i n g

•55% of physicians surveyed rated DTC adve rtising as beneficial ove rall to
p at i e nt s

• Ads describing a co n d i t i o n , but no mention of a specific medicat i o n ,
we re the most favo rably re ce i ve d : 80% of pri m a ry - ca re physicians sur-
veyed indicated these ads are beneficial to pat i e nt s

•Ads citing both a condition and medication we re also wa rmly re ce i ve d :
63% of surveyed physicians indicated that these ads we re beneficial to
p at i e nt s

• Reminder ads, which only mention the name of the medicat i o n , we re
eva l u ated by 18% of surveyed physicians as beneficial to pat i e nt s



q u e n ces for the more than 41% of the po p u l at i o n
who have chronic conditions such as diabe te s,h e a rt
d i s e a s e,hy pe rte n s i o n ,and art h ri t i s, and have to pay a
co n s i d e rable po rtion of their income on medical ser-
v i ce s. Of the 108 million individuals with chro n i c
co n d i t i o n s, a bout 26 million had two chronic co n d i-
tions and another 20 million had three or more. A
c h ronic condition is defined as a condition that has
l a s ted or is ex pe cted to last 12 months or more and
results in functional limitations and/or the need fo r
ongoing medical ca re. Individuals with one or more
c h ronic conditions we re re s ponsible for more than
75% of healthca re spe n d i n g.

Individuals in the oldest age cate g o ry (gre ate r
than 80 years) spe nt more than five times more out-
o f - poc ket than persons in the youngest age cate g o-
ry (0 to 19 years) and more than tw i ce as much as
those in the middle age cate g o ry (45 to 64 ye a r s ) .

s t u dy to ask not only about DTC adve rtising ove ra l l ,
but also about three specific ty pes of DTC adve rt i s-
i n g : ads describing tre at m e nt for an ailment or co n-
d i t i o n , but no mention of a specific medicat i o n ;a d s
citing both a specific medication and a co n d i t i o n ;
and “reminder ads” t h at only mention the name of a
m e d i cat i o n .

“ Physicians are po s i t i ve to DTC adve rtising ove r-
all and to two of the three specific ty pes of DTC
a dve rt i s i n g,”M r.To rto rello says.Almost six in 10 phys i-
cians inte rv i ewed in the survey indicated that DTC
a dve rtising has had a po s i t i ve impact on their ow n
p ra ct i ce of medicine.

Individuals with chro n i c
conditions SPEND UP
TO FIVE TIMES MORE 

Ac co rding to a re ce nt study released by He a l t h
Af f a i r s, and spo n s o red by The Pa rtnership for So l u-
t i o n s, led by Johns Ho p kins Un i ve r s i ty and the
Ro be rt Wood Johnson Fo u n d at i o n , individuals with
c h ronic conditions spend up to five times more fo r
h e a l t h ca re than individuals without a chronic co n d i-
t i o n . The study, O u t - o f - Poc ket Me d i cal Spending fo r
Ca re of Ch ronic Co n d i t i o n s, s h ows how nonex i s te nt
or inadequate health insura n ce cove rage may leave
individuals with chronic conditions at risk for larg e
o u t - o f - poc ket ex pe n d i t u res for healthca re serv i ce s.

The study reveals there are significa nt co n s e-
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THE ACADEMIC MEDICINE AND

M A N AGED CARE FORU M, Blue Be l l ,Pa . ,i s

a partnership of medical institutions

wo rking with a va ri e ty of groups to

a d d ress issues facing medicine. For more

i n fo rm at i o n , visit aca d e m i c fo ru m . o rg.

A DVANCED ANALYTICS INC. a n d

GUIDELINE CO N S U LT I N G, p a rt of

Guideline Re s e a rch Co rp. ,a re marke t i n g

re s e a rch and consulting companies based

in New Yo rk . For more info rm at i o n ,v i s i t

g u i d e l i n e re s e a rc h . co m .

BEST PRACTICES LLC, Ch a pel Hill, N . C . ,

co n d u cts studies into the best business

p ra ct i ce s, o pe rating tact i c s, and winning

s t rategies of wo rld-class org a n i z at i o n s. Fo r

m o re info rm at i o n , visit be s t - i n - c l a s s. co m .

THE BOSTON CO N S U LTING GRO U P,

Bo s to n , is a general management

consulting firm . For more info rm at i o n ,v i s i t

bc g. co m .

C H E S K I N, Re dwood Sh o re s, Ca l i f. , is a

s t rategic re s e a rch and consulting 

co m p a ny. For more info rm at i o n , visit 

c h e s ki n . co m .

F ROST & SULLIVA N, San Anto n i o,Tex a s, i s

a global leader in strategic market 

consulting and tra i n i n g. For more 

i n fo rm at i o n , visit fro s t. co m .

HARRIS INTERAC T I V E, Roc h e s te r, N . Y. , is a

wo rl dwide market re s e a rch and

consulting firm . For more info rm at i o n ,v i s i t

h a rri s i nte ra ct i ve. co m .

KA LO RAMA INFORMATION LLC, a

division of Ma rke t Re s e a rc h . com based in

New Yo rk , supplies market re s e a rch to the

l i fe - s c i e n ces industry. For more

i n fo rm at i o n , visit Ma rke t Re s e a rc h . co m .

PA RTNERSHIP FOR SOLU T I O N S, led by

Johns Ho p kins Un i ve r s i ty and the Ro be rt

Wood Johnson Fo u n d at i o n , is an initiat i ve

to improve the ca re and quality of life fo r

the more than 125 million Am e ri cans with

c h ronic health co n d i t i o n s.

Follow up

Su rvey finds as 
co p ay m e nts incre a s e,
n o n co m p l i a n ce will 
p robably get wo r s e

The out-of-poc ket cost of co p ay m e nt s
re q u i red for the filling of pre s c riptions is a
s u b s t a ntial barrier to co m p l i a n ce, and this
p roblem is likely to get wo r s e. A Ha rri s
I nte ra ct i ve telephone survey of a nat i o n-
wide sample of 1,010 adults surveyed in
June this year found that more than one-
i n - f i ve of all adults (22%) had not filled at
least one pre s c ription in the last ye a r
be cause of the co s t.

Fu rt h e rm o re, one in seven adults (14%)
said that during the last year they had
t a ken a pre s c ri p t i o n
d rug in smaller
doses than pre-
s c ri bed be cause of
the co s t.And slight l y
m o re (16%) said
t h ey had taken a
m e d i cation less fre-
q u e ntly than pre-
s c ri bed to save
m o n ey.

Th e re is no way
of dete rmining the
i m p a ct of this non-
co m p l i a n ce on health outco m e s, but it is
widely believed that noncompliance
towa rd drugs that tre at chronic diseases
such as diabe te s, hy pe rte n s i o n , or elevat-
ed choleste rol can often have seri o u s
health co n s e q u e n ce s. It is pro b a b l e, t h e re-
fo re, t h at nonco m p l i a n ce, on this sca l e, is a
s e rious health pro b l e m .

It is also a business issue for the phar-
m a ce u t i cal industry whose sales are sure-
ly re d u ced by billions of dollars by non-
co m p l i a n ce.

This Ha rris Inte ra ct i ve survey shows
t h at nonco m p l i a n ce to save money is
much higher with people in low inco m e
g ro u p s.

The pro po rtions of people in house-
holds with incomes be l ow $15,000 and
those with incomes of $15,000 to $25,000,
who did not fill a pre s c ription (39% and
4 0 % ) , took a drug in smaller doses than
p re s c ri bed (31% and 24%) or took a med-
i cation less fre q u e ntly than pre s c ri be d
(21% and 30%) are about tw i ce as high as
t h ey are among all adults.

No n co m p l i a n ce for financial reasons is
ve ry common among people with disabil-
i t i e s, m a ny of whom are quite heavy users
of pre s c ription dru g s.

I N D U S T RY SNAPSHOT

Em p l oyers are ex pe cte d
to increase employe e
cost sharing during the
n ext two ye a r s ; in many
cases this will mean more
t i e ring of fo rm u l a ries and
higher co p ay m e nt s.

HARRIS INTERAC T I V E
re po rts employers to pass on

costs to employe e s

Mean ex pe n d i t u res on pre s c ription drugs fo r
individuals 65 years old and older with no
c h ronic co n d i t i o n s : $113 a ye a r
Mean ex pe n d i t u res on pre s c ription drugs fo r
individuals 65 years old and older with one
c h ronic co n d i t i o n : $235 a ye a r
Mean ex pe n d i t u res on pre s c ription drugs fo r
individuals 65 years old and older with three or
m o re chronic co n d i t i o n s :$667 a ye a r

OUT-OF-POCKET SPENDING INCREASES W I T H
AGE AND VARIES BY INSURANCE COV E RAGE 


