
PUBLISHER Lisa Banket
EDITOR Taren Grom

CREATIVE DIRECTOR Marah Walsh

MANAGING EDITOR
Denise Myshko

ASSOCIATE EDITOR
Elisabeth Pena

FEATURES EDITOR
Kim Ribbink

CONTRIBUTING EDITORS
Lisa Dress

Autumn Konopka
DESIGN ASSOCIATE

Cathy Liszewski
NATIONAL ACCOUNT MANAGERS

Melissa Drozdoff
Cathy Tracy

MARKETING ASSISTANTS
Jayme Hudson
Kristin Scally

CIRCULATION ASSISTANT
Robert Harrison

Copyright 2005
by PharmaLinx LLC, Titusville, NJ

Printed in the U.S.A.
Volume Five, Number Two

PharmaVOICE is published 12 times per year by Pharma-
Linx LLC, P.O. 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.O. Box 327, Titusville, NJ 08560.

PharmaVOICE Coverage and Distribution:
Domestic subscriptions are available at $190 for one
year (12 issues). Foreign subscriptions: 12 issues
US$360. Contact PharmaVOICE at P.O. 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.O. Box 327, Titusville, NJ 08560, or telephone us at
609.730.0196. E-mail: lbanket@pharmavoice.com.

www.pharmavoice.com

ABOVE FREEHAND

B

THE FORUM FOR THE INDUSTRY EXECUTIVE

Volume 5 • Number 2

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 PharmaLinx LLC.

Letters

4 F e b r u a r y  2 0 0 5 PharmaVOICE

eennddrriittee hhoosstteedd iittss SSeeccoonndd

AAnnnnuuaall PPhhaarrmmaacceeuuttiiccaall SSaalleess

aanndd MMaarrkkeettiinngg LLeeaaddeerrsshhiipp

CCoonnffeerreennccee iinn NNeeww YYoorrkk llaasstt

OOccttoobbeerr.. OOnnee ooff tthhee mmaannyy

hhiigghhlliigghhttss ooff tthhee eevveenntt wwaass

tthhee kkeeyynnoottee aaddddrreessss ggiivveenn bbyy

PPrreessiiddeenntt GGeeoorrggee HH..WW.. BBuusshh ttoo mmoorree

tthhaann 440000 aatttteennddeeeess,, iinncclluuddiinngg hheeaaddss

ooff ssoommee ooff tthhee wwoorrlldd’’ss llaarrggeesstt pphhaarrmmaa--

cceeuuttiiccaall ccoommppaanniieess..

Building on the conference’s theme, The
Power of Knowledge, President Bush cap-
tured our attention with humorous and
serious anecdotes about the critical use of
information to make decisions, a message
that applies not only to leadership in gov-
ernment but universally across the pharma-
ceutical industry. He related stories about
the challenges he faced and methods he
used for building consensus among dis-
parate constituent groups while in public
service. His experiences resonated with
attending executives, many of whom
acknowledged that they too, are faced with
driving dynamic change in the face of wide-
ly differing opinions. President Bush con-
cluded that succeeding in these situations
requires strong commitment to core values
and adherence to resolute convictions. 

This conference, as well as feedback from
our readers, was the inspiration for this
month’s Forum — Product Life-Cycle
Management (PLM). 

In a recent report from Capgemini,
analysts call PLM one of the most impor-
tant priorities for the pharmaceutical
industry, if not the most important. Phar-
maceutical companies are missing vital
opportunities to maximize their products’
lifetime value.

Too often the knowledge held by one
sector of the company is not shared with
others; an integrated approach to product
life-cycle management enables pharmaceu-
tical companies to make the most of their
existing products and helps them identify
and nurture the innovations that will drive
growth well into the future.

By addressing and integrating tradition-
ally siloed operations, such as research, devel-
opment, marketing, sales, manufacturing,
distribution, etc., better decisions can be
made across the entire organization. PLM

allows companies to design, analyze, opti-
mize, and manufacture products, and to
manage and communicate product informa-
tion throughout the life span of the drug.

Some say PLM is just the latest “buzz-
phrase” in the pharmaceutical industry and
that it has more applicability to other
industries, such as consumer goods and
technology. Others say PLM is very well
suited to the life sciences, and they note
that incorporating life-cycle management
strategies into the development process
earlier will help maximize the value of
their products and help replace the revenue
lost due to patent expiration of blockbuster
products.

Capgemini’s survey of 74 senior phar-
maceutical industry executives in 12 coun-
tries found that 90% of these executives
believe that product life-cycle manage-
ment is important for their future prosper-
ity, and 60% say its importance will
increase significantly. 

As President Bush aptly noted, the
challenge is building consensus among dif-
ferent stakeholders.

PLM, as with any major shift or retool-
ing of established processes, requires
senior-level buy in. Executives need to
champion the strategy and recognize that
PLM is more than a way to add years to a
product’s patent life. And many companies
are moving in this direction, recognizing
that by aligning all the influences for the
optimization of a product — starting in
the lab through development and ulti-
mately to patent expiration — there are
tremendous efficiencies and cost savings to
be gained. 

Taren Grom

Editor

Many thanks to Dendrite for the opportunity

to meet President George H.W.Bush,who

presented the keynote address at the 

company’s Second Annual Pharmaceutical

Sales and Marketing Leadership Summit.
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