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D O C TORS 
PREFER DETA I L S
by Spe c i a l ty Re p s

In the past three ye a r s, s pe c i a l ty sales re p re s e nt a-
t i ves have be come an increasingly impo rt a nt pro-
motional inve s t m e nt for pharm a ce u t i cal co m p a n i e s,
a c co rding to Ve ri s p a n’s latest strategic study, Spe c i a l-

ty Reps 2003:An Evolving Fo rce.The study,which sur-
veyed more than 4,600 office-based and hospital-
based doctors across 22 spe c i a l t i e s, found that 93%
of physicians re po rted seeing spe c i a l ty reps on a
regular basis and 90% said they pre fer to be detailed
by a spe c i a l ty sales rep rather than a general re p.
Mo re than one-third of doctors surveyed said
be tween 81% and 100% of the reps they see are
s pe c i a l ty re p s. In addition, Spe c i a l ty Reps 2003 offe r s
in-depth profiles of nine spe c i a l ty gro u p s : ca rd i o l o-
g i s t s, g a s t roe nte ro l og i s t s, n e u ro l og i s t s / n e u ro s u r-
g e o n s,o b s te t ri c i a n s / gy n e co l og i s t s,o n co l og i s t s,o p h-
thalmologists, pediatricians, psychiatrists, and

u ro l og i s t s.
Physicians also indicated that spe c i a l ty re p s,

co m p a red with their general rep co u nte rp a rt s, h ave
m o re kn owledge of specific thera peutic are a s, a re
be t ter pre p a red to answer co m p l ex questions, a n d
a re more focused on a smaller base of prod u ct s.
Ove ra l l , d octors rated curre nt prod u ct kn ow l e d g e,
re s po n s i veness to inquiri e s, and thera peutic are a
ex pe rtise as the most impo rt a nt at t ri b u tes of a spe-
c i a l ty re p.

“In 2000, d octors indicated that spe c i a l ty re p s
s pe nt the most time dropping off samples; b u t, i n
2 0 0 3 , p hysicians re po rted that spe c i a l ty reps spe nt
most of their time detailing prod u ct s,”s ays Al be rt Ki l-
p at ri c k , a senior marketing re s e a rch analyst and
s t u dy co nt ri b u tor at Ve ri s p a n . “Su b s e q u e nt l y, t h e
l evel of impo rt a n ce placed by doctors on the prov i-
sion of samples declined in 2003 as we l l .”

Excluding traditional detail ca l l s, p hysicians in

both 2000 and 2003 spe nt more time setting up
meetings and eve nts with spe c i a l ty reps than on any
other to p i c.

The first study, which was published in 2000,
a s ked physicians to rate va rious ty pes of eve nts in
te rms of promoting inte rest in a spe c i a l ty re p’s prod-
u ct s. Si n ce the original version of this study, e d u ca-
tional seminars have been the No. 1 ty pe of eve nt in
te rms of effe ct i ve n e s s. Ph a rm a ce u t i cal co m p a ny -
sponsored medical conferences/symposia
i n c reased from the third-most to the seco n d - m o s t
e f fe ct i ve. Ente rt a i n m e nt and co n fe re n ce calls with
reps remained the least effe ct i ve ty pes of eve nt s.

F D A’s Fa s t - Track 
I n i t i at i ve C U TS TOTA L
D RUG DEV E LO P M E N T
T I M E

The U.S. Food and Drug Ad m i n i s t rat i o n’s (FDA)
f a s t - t rack prog ram to speed new drugs to marke t
has shaved almost three years off the time usually
re q u i red to develop a new drug and win approva l ,
a c co rding to an analysis by the Tu fts Ce nter for the
St u dy of Drug Deve l o p m e nt.

The study found that clinical deve l o p m e nt time
for fast-track drugs approved be tween 1998 and
2003 wa s, on ave ra g e, 2 to 2.5 years shorter than fo r

n o n f a s t - t rack dru g s.
“The fast-track prog ram has had

a significa nt public health impact by
s peeding access to new dru g s, p a r-
t i c u l a rly those that tre at AIDS, b re a s t
ca n ce r, l e u ke m i a , and other diseases
t h at afflict millions of pat i e nts and
result in the loss of tens of thousands
of lives eve ry year in the Un i te d
St ate s,” s ays Ch ri s to p h e r - Paul Mi l n e,
Tu fts Ce nter assoc i ate dire cto r.

The Tu fts Ce nter examined the
implementation of the fast-track
p rog ram since it took effe ct in late
1 9 9 7 .The fast-track prog ram aims to
ex pe d i te deve l o p m e nt and approva l
of drugs that address unmet medica l
needs for serious or life - t h re ate n i n g
co n d i t i o n s.

In addition to generating more
d e s i g n ations and approva l s, the fast-
t rack prog ram is being used fo r
d eve l o p m e nt prog rams focusing on
a growing number of disease indica-
t i o n s.

Ac co rding to Mr. Mi l n e, f a s t - t ra c k
d e s i g n ations for prod u cts aimed at
t re ating diseases other than ca n ce r
and HIV/AIDS grew from more than
30 in 2001 to more than 50 in 2003.

The Tu fts Ce nter analysis also
revealed that although average
a p p roval time for fast-track biolog i-
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P R I M A RY DIFFERENCES BETWEEN 
S P E C I A LTY REPS AND GENERAL REPS

ATT R I BUTES OF SPECIALTY REPS

Ve rispan asked 4,675 physicians to rate the impo rt a n ce of
s eve ral key at t ri b u tes pe rtaining to spe c i a l ty re p s. Ea c h
at t ri b u te was rated on a scale from 1 (not at all impo rt a nt )
to 5 (ext remely impo rt a nt ) . The graph be l ow depicts the
mean bre a k d own of re s po n s e s.

I M P O RTANCE OF SPECIALTY REP ATT R I BU T E S

2 0 0 3 2 0 0 0

Cu rre nt prod u ct kn ow l e d g e 4 . 6 0 4.47 

Re s po n s i ve n e s s 4 . 4 2 4 . 3 0

Th e ra peutic area ex pe rt i s e 4 . 3 7 4.25 

Provision of samples 3 . 8 7 4.06 

Cl i n i cal data pre s e nt at i o n 4 . 1 2 4.05 

Co m pe t i tor prod u ct kn ow l e d g e 3.76 3.78 

Provision of mate ri a l s 3 . 9 4 3.77 

Pi peline prod u ct kn ow l e d g e 3 . 7 2 3.74 

Au to n o my in sales ca l l s 3 . 1 8 3.22 

Pricing po l i cy ex p l a n at i o n 3 . 1 5 3.20 

Exte n s i ve sales ex pe ri e n ce 2.89 3.12 

Selling ski l l s 2 . 6 5 2.87 

Web-based detailing info 2 . 4 5 2 . 2 9

So u rce : Ve ri s p a n ,Ya rd l ey, Pa . For more info rm at i o n , visit ve ri s p a n . co m .

Physicians we re asked to re po rt on the pri m a ry
d i f fe re n ces be tween spe c i a l ty reps and genera l
re p s.Ac co rding to the 4,675 physicians surveye d,
“m o re kn owledge of thera peutic are a s” was the
main diffe re n ce that set spe c i a l ty reps apart fro m
their general rep co u nte rp a rt s.

P R I M A RY DIFFERENCES BETWEEN 
S P E C I A LTY REPS AND GENERAL REPS

Mo re kn owledge of thera peutic are a s 90% 

Be t ter pre p a red to answer questions 7 7 %

Focused on a smaller base of prod u ct s 6 6 %

Mo re kn owledge of prod u ct s 5 8 %

Provide more pe rt i n e nt pat i e nt info 5 1 %

Mo re kn owledge of co m pe t i t i o n 4 5 %

Caters be t ter to physician needs 3 8 %

Mo re serv i ce - o ri e nted than sales 2 5 %

Ot h e r 1 %

So u rce : Ve ri s p a n ,Ya rd l ey, Pa . For more info rm at i o n ,
visit ve ri s p a n . co m .
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ing its fraud inve s t i g ations of pharm a ce u t i cal co m-
p a n i e s’o f f - l a bel pro m o t i o n .

In the past two ye a r s, d rug companies have paid
an unpre ce d e nted $2.27 billion in criminal and civil
pe n a l t i e s. Fo rmer U.S. Ju s t i ce De p a rt m e nt trial at to r-
n ey Reed Stephens and OIG officials re ce ntly wa rn e d
t h at this is just the be g i n n i n g.Rx Co m p l i a n ce Re po rt
o f fers pra ct i cal first-hand adv i ce from industry exe c-
u t i ve s, g ove rn m e nt officials and outside ex pe rts on
h ow to re s pond to this menacing trend thro u g h
e f fe ct i ve co m p l i a n ce prog ra m s, s a l e s fo rce tra i n i n g,
m o n i to ri n g, and auditing.

“Of f - l a bel promotion is an area that will get
i n c reasing scru t i ny from pro s e c u tors around the
co u nt ry,”s ays Michael Lo u c k s,chief of the healthca re
f raud unit, a s s i s t a nt U.S.at to rn ey, in Bo s to n .

Ac co rding to the Rx Co m p l i a n ce re po rt, w h i l e
t raditional FDA co n ce rns in this area co ntinue to
l oom larg e, the sco pe of inve s t i g ations is ex p a n d i n g
co n s i d e rably with the co n ce rn shifting towa rd the
p romotion and marketing of pharm a ce u t i cal prod-
u ct s.The Rx Co m p l i a n ce Re po rt focuses on the non-
FDA entities now leading these fraud and abuse
i nve s t i g at i o n s.These include the U.S. De p a rt m e nt of
Ju s t i ce, HHS Of f i ce of Inspe ctor Ge n e ra l , s t ate At to r-
n eys Ge n e ra l , s t ate Me d i caid Fraud Co nt rol Un i t s,
and the Fe d e ral Trade Co m m i s s i o n .

I nve s t m e nts in Al l i a n ce s
Ri s i n g, P O S TA L L I A N C E
M A N AGEMENT 
D I F F I C U LT

Ac co rding to a study from Cutting Edge Info rm a-
t i o n , a l l i a n ce management may acco u nt for 20% of
the business deve l o p m e nt and licensing budget at
the most sophisticated co m p a n i e s. Ph a rm a’s inve s t-
m e nt in alliance management is resulting in more
than 25% of top companies drawing revenue fro m
d rugs discove red in other co m p a n i e s’l a b s.To suppo rt
those effo rt s,the biggest alliance management te a m s
wo rk with annual budgets of $5 million. Mi d s i ze
teams draw on budgets of $2 million or $3 million.

The study,Ph a rm a ce u t i cal Al l i a n ce s,L i censing and
De a l - Ma ki n g, has fo u n d, h oweve r, t h at po s t a l l i a n ce
m a n a g e m e nt is the most difficult aspe ct of the
a l l i a n ce process to maste r. Ofte n , easily manageable
s i t u ations tra n s fo rm into deal-killers or end up ca u s i n g
the alliance to fail.For ex a m p l e,poor partner co m m u-
n i cation acco u nts for 57% of in-licensing failures and
43% of out-licensing failure s,a c co rding to survey dat a .

cals was shorter than that for pri o ri ty or standard bio-
l og i ca l s, longer ave rage clinical deve l o p m e nt time
re s u l ted in a slightly longer total deve l o p m e nt time
for fast-track biolog i ca l s.

Almost 10% of fast-track designations in 2003
we re for diabe tes and obe s i ty, re f l e cting the FDA’s
re ce nt emphasis on conditions that co nt ri b u te sig-
n i f i ca ntly to healthca re costs and that would be n e f i t
f rom innovat i ve tre at m e nt s.

As more AIDS and AIDS-related medicines
be came available during the late 1990s, the share of
AIDS fast-track designations fell by more than half
be tween 2001 and 2003.

Of f - La bel Pro m o t i o n
P ROSECUTIONS 
LEADING T H R E AT TO
D RUG CO M PA N I E S

Ac co rding to Rx Co m p l i a n ce Re po rt’s Of f - La be l
Promotion issue, the fe d e ral gove rn m e nt is ex p a n d-

C U TTING EDGE INFORMAT I O N, Du rh a m ,

N . C . , is a business inte l l i g e n ce firm prov i d i n g

p ri m a ry and seco n d a ry re s e a rch re po rts on

a wide range of business subject s. Fo r

m o re info rm at i o n ,visit cuttingedgeinfo. co m .

RX COMPLIANCE REPORT, Costa Me s a ,

Ca l i f. , published by Bi o m e d i cal Ma rke t

News l e t ter Inc. , is the only news source

d evo ted exc l u s i vely to the gove rn m e nt’s

u t i l i z at i o n .For more info rm at i o n , v i s i t

c s d d. t u ft s. e d u.

V E R I S PA N,Ya rd l ey, Pa . , is a healthca re

i n fo rm atics joint ve nt u re of Qu i nt i l e s

Tra n s n ational Co rp. and Mc Kesson Co rp. ,

which provides a broad array of 

i n fo rm ation prod u cts and serv i ces to the

h e a l t h ca re industry. For more info rm at i o n ,

visit ve ri s p a n . co m .

c ra c k d own on pharm a ce u t i cal sales and 

m a rke t i n g. For more info rm at i o n ,v i s i t

b i o m e d i ca l - m a rke t - n ews. co m .

T U F TS CENTER FOR THE STUDY OF DRU G

D EV E LO P M E N T,Bo s to n , l ocated at Tu fts 

Un i ve r s i ty, p rovides strategic info rm ation to

help drug deve l o pe r s, re g u l ato r s, and po l i cy

m a kers improve the quality and efficiency of

p h a rm a ce u t i cal deve l o p m e nt, rev i ew, and 

Follow up

Though prod u ct failures and drastic market changes are the most common reasons for alliance failure,
poor partner co m m u n i cat i o n , an easily manageable pro b l e m , still ranks among the highest.

REASON % OF RESPONDENTS NAMING REASON AS SOURCE OF FA I LU R E

Prod u ct failure
Drastic market change

Poor co m m u n i cat i o n
Poo rly negotiate d

Poo rly defined partner ro l e s
I n e f fe ct i ve alliance leadership

Weak partner co m m i t m e nt
Weak inte rnal co m m i t m e nt

Di f fe re n ces in partner culture s
Senior management changes

So u rce : Cutting Edge Info rm at i o n , Du rh a m , N . C . For more info rm at i o n , visit cuttingedgeinfo. co m .

REASONS FOR ALLIANCE DEAL FA I LU R E S

7 1 %

5 7 %
4 3 %
4 3 %
4 3 %

2 9 %
2 9 %
2 9 %

1 4 %

7 1 %

P H A R M AC E U T I CAL INDUSTRY CA S E S

TA P $885 million $290 million

Ab bo t t $600 million $200 million

As t ra Ze n e ca $355 million $63.9 million 

Baye r $257 million $6 million

Gl a xo Sm i t h Kl i n e $87.6 million —

P f i ze r $49 million —

Dey La bo rato ri e s $18.5 million —

Baye r $14 million —

So u rce : Michael Lo u c k s, Chief healthca re fraud unit, a s s i s-
t a nt U.S. at to rn ey, Di s t ri ct of Ma s s a c h u s e t t s, Bo s to n . Fo r
m o re info rm at i o n , visit usdoj. g ov / u s a o / m a .

D E PA RTMENT OF JUSTICE INVESTIGATIONS 
AND THE PHARMAC E U T I CAL INDUSTRY

Co m p a ny Fi n e s Criminal Fi n e s

Total since 2000: $2.27 billion $593.9 million


