mamd] I CE

THE FORUM FOR THE INDUSTRY EXECUTIVE

Volume 6 « Number 1

PUBLISHER Lisa Banket
EDITOR Taren Grom
CREATIVE DIRECTOR Marah Walsh

MANAGING EDITOR
Denise Myshko

ASSOCIATE EDITOR
Elisabeth Pena Villarroel

FEATURES EDITOR
Kim Ribbink
CONTRIBUTING EDITOR
Autumn Konopka

DESIGN ASSOCIATE
Cathy Liszewski

NATIONAL ACCOUNT MANAGERS
Melissa Drozdoff
Cathy Tracy

SALES REPRESENTATIVE
Jayme Hudson

CIRCULATION ASSISTANT
Robert Harrison

Copyright 2006
by PharmalLinx LLC, Titusville, NJ
Printed in the U.S.A.
Volume Six, Number One

PharmaVOICE is published 10 times per year by Pharma-
Linx LLC, P.0. Box 327, Titusville, NJ 08560. Application to
mail at Periodicals Postage Rates is pending at Titusville,
NJ 08560 and additional mailing offices.

Postmaster: Send address changes to PharmaVOICE,
P.0. Box 327, Titusville, NJ 08560.

PharmaVOICE Coverage and Distribution:

Domestic subscriptions are available at $190 for one
year (10 issues). Foreign subscriptions: 10 issues
US$360. Contact PharmaVOICE at P.0.Box 327,
Titusville, NJ 08560. Call us at 609.730.0196 or FAX your
order to 609.730.0197.

Contributions: PharmaVOICE is not responsible for
unsolicited contributions of any type. Unless otherwise
agreed in writing, PharmaVOICE retains all rights on
material published in PharmaVOICE for a period of six
months after publication and reprint rights after that
period expires. E-mail: tgrom@pharmavoice.com.

Change of address: Please allow six weeks for a change
of address. Send your new address along with your sub-
scription label to PharmaVOICE, P.O. Box 327, Titusville,
NJ 08560. Call us at 609.730.0196 or FAX your change to
609.730.0197. E-mail: mwalsh@pharmavoice.com.

IMPORTANT NOTICE: The post office will not forward
copies of this magazine. PharmaVOICE is not respon-
sible for replacing undelivered copies due to lack of or
late notification of address change.

Advertising in PharmaVOICE: To advertise in Pharma-
VOICE please contact our Advertising Department at
P.0. Box 327, Titusville, NJ 08560, or telephone us at
609.730.0196. E-mail: Ibanket@pharmavoice.com.

BPA Worldwide Membership Applied for August 2005.

Send your letters to feedback@pharma-
voice.com. Please include your name, title,
company, and business phone number. Let-

ters chosen for publication may be edited for
length and clarity. All submissions become
the property of PharmalLinx LLC.

www.pharmavoice.com

inging in the new year is a time
for reflection and with so
many pressing issues facing

life-sciences companies, busi-
ness in 2006 is sure to be any-
thing but usual.

In 2005, the industry weath-
ered myriad storms — ranging from major
product withdrawals to threats of pandemics
to more government controls to increased
scrutiny on drug safety and efficacy to the
initiation of a complex reimbursement pro-
gram to billions of dollars in sales lost to
patent expirations, and the list goes on and
on — all under a cloud of public distrust.

Yet, despite the highly visible critics
who took advantage of every consumer
media outlet to spew their own agendas and
denigrate an industry that often doesn’t
receive the credit it deserves, there remains
a sense of optimism and a renewed focus on
the patient, particularly the baby-boomer
patient population.

More than 900 new medicines are in
development to treat the diseases of aging,
according to a report released in December
2005 by the Pharmaceutical Research and
Manufacturers of America (PhRMA). These
new medicines include 146 drugs for heart
disease and stroke and 399 for cancer.
Alzheimer’s disease alone could afflict 16
million people by the middle of this century
unless a cure or new treatments are found,;
research-based pharmaceutical companies are
currently developing 27 medicines to treat
it. (See related story on page 18.) Nineteen
medicines are being researched to treat
depression, which affects about 6.5 million
Americans 65 years old and older; 48 for dia-
betes, of which half of all cases occur in peo-
ple older than age 55; 20 for osteoporosis, a
major health threat for almost 44 million
Americans age 50 and older; and 17 for
Parkinson’s disease, 60,000 new cases of
which are diagnosed each year. Other
medicines in development target bladder
and kidney diseases, eye disorders, gastroin-
testinal disorders, osteoarthritis, pain,
prostate disease, respiratory and lung disor-
ders, rheumartoid arthritis, skin conditions,
and other conditions of aging.

The industry is redirecting its focus
more squarely on the patient with more
patient-education programs and movement
away from “traditional” direct-to-consumer
efforts. More effort is being spent on Phase
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Taren Grom, Editor of PharmaVOICE, and
Mary Alice Raudenbush, VP of Regulatory
Affairs at Endo Pharmaceuticals, share a
moment during the recent HBA Leadership
Conference in Baltimore, the focus of which

was becoming an agent of change.

IV trials to evaluate safety issues in large
and diverse patient populations.

Billy Tauzin, PhRMA president and
CEO, summed it up best during a recent
keynote address in Philadelphia.

“To many outside the pharmaceutical
industry, the concepts of industry success and
meeting patients’ needs seem incompatible,”
he said. “Haven’t we all heard in countless
focus groups around the country that we're
greedy, heartless, and make too much money?
But the truth is that we are — as an industry
— focused on one thing: the patient. Grant-
ed, we're a business — a pretty darn big busi-
ness. But we're a business of people working
for people. We make lives better through bet-
ter health ... We face a challenge. How do we
move forward and continue to meet the
industry’s need to sustain the investment nec-
essary for continued innovation while balanc-
ing that with patients’ needs now and in the
future? The key is promoting a free market
that inspires and rewards both innovation
and change. And I'm convinced we can
accomplish this in three important steps —
all with the patient in mind. First, we must
listen. Second, we must educate. And third,
we must deliver.”

These three steps are sure to be the center
of many discussions. Already many groups
are adopting change as the theme of their
conferences. For example, during the Health-
care Businesswomens’ Association’s Leader-
ship Conference last November, numerous
panels and workshops delved into the event’s
theme: Becoming an Agent of Change. (See

related story on page 26.)
Taren Grom
Editor
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