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Quintiles Launches Trial
Monitoring System

Quintiles has launched Data-driven Trial Execution,
which leverages the concept of risk-based moni-
toring to improve clinical trial delivery. While the in-
dustry’s current approach to risk-based monitoring
focuses solely on clinical trial monitoring, Data-dri-
ven Trial Execution combines study start-up, proj-
ect management, clinical monitoring, data man-
agement, and analytics to optimize trial conduct
while meeting regulatory demands and quality re-
quirements for good clinical practice (GCP).

The solution is powered by enhancements to

Quintiles Infosario platform, adding advanced ana-
lytics that provide biopharmaceutical customers
with a real-time view of a study’s status and pro-
gression for enhanced transparency and collabora-
tion across stakeholder groups.

“Our customers are seeking to manage clinical
trials with greater efficiency, seamless execution,
and predictive insights that enable them to re-
spond faster and make better-informed decisions,”
says Paula Brown Stafford, president of clinical de-
velopment at Quintiles. “Data-driven Trial Execution
is the first in a series of standardized offerings that
Quintiles plans to bring to market and is our an-
swer to optimized trial execution.”

SW, an inVentiv Health company and

healthcare communications agency,

has released iQ.mercury 3, a significant

advance in pharmaceutical detailing that is opti-

mized both for Apple and Windows tablets.

iQ.mercury 3 is a sales-effectiveness and detail-

ing tool that allows pharmaceutical representa-

tives to deliver presentations across multiple

communication channels, all from their iPad or

Windows 8 compatible tablet.

The solution is designed to extend the reach

of sales and marketing messages by allowing

sales reps to engage healthcare professionals

(HCPs) with interactive marketing content in

person, remotely via the Internet, or online

through self-guided online software components known as modules. Brand teams

can develop multimedia presentations that can be used across multiple channels to

communicate with physicians, making sales reps more productive and flexible in a

fast-changing pharmaceutical marketplace. 

“Sales representatives today have greater responsibility, carrying multiple brands

and covering larger territories,” says Joe Daley, president of GSW. “These changes are

making it difficult for them to reach a large number of physicians on a daily basis

iQ.mercury 3 helps answer the need for greater efficiency and flexible tools.” 

Sales reps today must be ready to engage with physicians who are more digitally

savvy and seek information on their own terms. They must be ready to respond to

requests for information where and when the doctor prefers. iQ.mercury 3 gives

pharmaceutical sales reps and brand managers a single platform to deliver engaging

information and meet the physicians wherever they are.
{  For more information, visit gsw-w.com.
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{  For more information, visit quintiles.com.

(Editor’s Note: For more information about risk-
based monitoring, see the January issue of 
PharmaVOICE.)

QPharma Provides New Product
Launch Solution

QPharma has introduced its QLaunch service, a
comprehensive solution for pharmaceutical, med-

UPDATES
BBK has introduced STUDY EBINDER 3.0,

the latest generation of its clinical trial

 management tool. The release of this product

builds upon the success of earlier models by

offering a dramatically more customized and

tailored tablet experience for on-the-go study

teams. Using BBK’s TrialCentralNet patient

 recruitment portal, Study eBinder 3.0 ensures

compliance by providing more than 300 

real-time reports and an instant  messaging

 system for sponsors to connect  directly with

physician investigators and site staff. 

{  For more information, visit 
bbkworldwide.com.

Model N has updated its global price

 management offering for life-sciences

 manufacturers. MODEL N GLOBAL PRICE

MANAGEMENT is an enterprise-grade SaaS

solution that helps pharmaceutical and

 biopharma companies that sell into multiple

countries maximize pharmaceutical prices and

reduce margin erosion. The latest version

 provides users with an updated launch tracker

feature for capturing and  tracking launch-

related dates, price level mapping to keep

track of price levels across all countries, and

new settings for deeper levels of approvers

and more customized data visibility.

{  For more information, visit modeln.com.
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Areas model launched in 2007, but he is pre-

siding over other major changes, from the relo-

cation of two major research teams from Palo

Alto, Calif., to building a strengthened scientif-

ic partnership with research colleagues in

Genentech.An ardent advocate for personalized health-

care, a focus that began during his leadership of

biological sciences and genetics at Glaxo-

Wellcome, Dr. Babiss has put personalized

healthcare high on the Roche agenda, starting

with early target selection across the company’s

pharma and diagnostics divisions. At the same

time, getting organizational alignment around

personalized healthcare and investing in first-

class science have been among some of the

biggest challenges Dr. Babiss has faced today.

Dr. Babiss is also the key point person on

using the Roche R&D Center in China as an

innovation model to find new ways to conduct

drug discovery, including a complete virtual-

ization of preclinical programs.

Truly innovative science is what it’s about

for Dr. Babiss, and he eschews the tendency in

the industry to overreact to the many chal-

lenges faced internally and externally by

reducing or redirecting drug discovery efforts.

A
thoughtful leader, Dr. Babiss’ calm

demeanor empowers people and engenders

confidence. He inspires focus and dedication

across a global research organization —
from

his research leadership team to the bench sci-

entists spread around the world across eight

research sites.
He is deeply supportive of his scientists

and says one of the most difficult tasks he ever

faced was telling some superb scientists that

there would not be a position for them in the

new GlaxoWellcome.

Dr. Babiss is often asked to speak at global

industry events, where he questions and chal-

lenges audiences to consider and explore alter-

native, innovative approaches to developing

medicines. His messages resonate because of

his conviction and his ability to cut through

the fog.A believer in science and education, Dr.

Babiss and his wife contribute to the growth

and success of the many universities they have

attended. He is particularly supportive of the

department of microbiology at Columbia Uni-

versity, seeking to help younger scientists pur-

sue their interests without financial barriers.�

ma research at Roche, Dr. Babiss is a leading-

edge thinker encouraging risk among the

company’s 2,900 scientists. He is excited by

emerging technologies and future platforms as

possible solutions to attrition-based pipelines,

stagnant development of small molecules, and

the limitation of large molecules.

Indeed, Dr. Babiss has been a major and

articulate champion of Roche’s entry into

exploring new therapeutic modalities, espe-

cially RNA-based therapeutics, as part of an

evolving research portfolio.

He has been instrumental in leading

Roche’s effort to build an RNA franchise, from

forming a major alliance with Alnylam
—

which included Roche’s acquisition of a lead-

ing siRNA research site in Kulmbach, Ger-

many —
to the acquisition of Mirus with its

focus on innovative nucleic acid-based tech-

nologies and an innovative RNAi delivery

platform.Change is part of Dr. Babiss’ mantra; not

only was he the first pharmaceutical research

leader of the company’s 2015 Disease Biology
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A consummate life-sciences

professional, Dr. Lee Babiss, Global

Head of Pharma Research at Roche,

is an insightful scientist with a love

for research and a passion for

patients.

Dr. Lee Babiss was the captain of his

Ultimate Frisbee team in college.
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ical device, and biotech companies preparing for a
new product launch.

Throughout the QLaunch process, QPharma’s
expert consultants work closely with clients to plan
and support the implementation of each critical
phase in the pre-launch process, launch activities,
and post-launch continuum. 

Services include recruiting, training, and man-
aging sales teams; engaging clinical key opinion
leaders; ensuring compliance with federal and
state regulations; establishing programs for the
management and distribution of samples; and de-
signing and launching appropriate marketing
campaigns.

“While no one can guarantee that a product will
be a blockbuster, by applying the QLaunch
methodology, life-sciences companies are guaran-
teed to follow the regulatory and commercial steps
necessary for a successful product launch,” says
Peter Shaw, M.D., chief medical officer at QPharma.
{  For more information, visit
qpharmacorp.com.

IMS Health Launches Mobile
Prescribing Solution

IMS Health has launched AppScript, an mHealth
app prescribing solution designed to help health-
care providers and health plans create proprietary
formularies based on an objective assessment of
healthcare app functionality and value. IMS Health
also launched AppNucleus, its customizable, cloud-

based hosting platform that will enable developers
to build secure, industry-compliant healthcare
apps at very low cost. Both new products will lever-
age IMS Health’s data on diseases, treatments, costs,
and outcomes. 

The AppScript software-as-a-service solution
classifies and evaluates more than 40,000 mobile
healthcare apps currently available for download
on iOS and Android platforms, categorized by
stage of the patient journey. Each app is assessed
using the company’s proprietary IMS Health App-
Score, which ranks apps based on functionality,
peer and patient reviews, certifications, and their
potential to improve outcomes and lower the cost
of care.
{  For more information, visit imshealth.com.

Crossix Introduces Marketing 
Analytics System

Crossix Solutions’ latest analyt-
ics innovation, Crossix POC Im-
pact, enables marketers to go
beyond prescriber data and
capture patient impact for a
true representation of cam-
paign effectiveness. 

“Crossix’s patient-centric
campaign analytics are a valu-

able addition to the measurement tool-kit at the

point-of-care,” says Dan Stone, co-chair of the Point
of Care Communication Council (PoC3) and CEO of
AccentHealth, America’s largest point-of-care TV
network. “With the Crossix methodology, a cam-
paign’s impact can be measured versus other POC
tactics and relative to other direct-to-consumer
channels.”

Crossix POC Impact is part of the company’s
suite of privacy-safe campaign analytics and opti-
mization solutions, and uses a consistent method-
ology that enables comparisons across tactics and
channels within the broader DTC marketing mix.
POC Impact has quickly gained traction through-
out the industry, as more than a dozen marketing
agencies and pharmaceutical companies have cap-
tured revealing campaign analytics with the new
solution. 

Crossix also provides and has published POC
campaign benchmarks, enabling marketers to
compare their campaigns’ performance against
market norms.

“POC campaigns have the power to influence
patient conversion and adherence, which makes
accurate measurement crucial,” says Asaf Even-
haim, CEO and co-founder of Crossix. “Our patient-
centered solution is a breakthrough in marketing
analytics, and for the first time empowers POC mar-
keters and brand managers to accurately deter-
mine ROI, by capturing critical data missed by other
methods that estimate impact based on physician
prescribing behavior alone.” 
{  For more information, visit crossix.com. PV
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