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PV: How does changing the company’s name
from Intendis Inc. to Bayer HealthCare (BHC)
shift the company’s business model?

GRIFFING: The name transition from Intendis
Inc. to the Dermatology Unit of Bayer HealthCare
(BHC) illustrates a key element of the company’s
growth strategy, which considers dermatology an
essential BHC specialty segment. 

During the past five years, we have focused on
bringing together the best of both Intendis and
Bayer HealthCare to better serve our customers.
Clarifying our place in the Bayer family with this
name change increases our access to talented ex-
perts and resources that will allow us to continue
to develop new therapies to improve skin health
and the lives of patients with skin conditions."

It sets the framework for our company’s future
perspective, strategy, and values, and thus provides
orientation and consistency in a time of change
and growth. Being organized under the well-rec-
ognized Bayer brand presents new opportunities
for our company, employees, and stakeholders.

PV: What resources do you now have access to?

GRIFFING: While all Intendis branding will be
changed to reflect the Bayer brand, there will be
no changes in the well-established organization,
structure, or product quality of the company. 

As part of the BHC organization since 2006,
our unit has always had access to resources
across functions, businesses, and regions. As a key
specialty segment within BHC, we have Bayer’s
full commitment and support in growing our
business as we strive for leadership through de-
livering best-in-class product innovation. 

PV: What will this shift to a broader, more value-
based approach in healthcare mean for the in-
dustry as a whole?

GRIFFING: We’ve realized that to be successful
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William GriffinG, President and General  Manager
at Bayer HealthCare’s Dermatology Unit, discusses
the shifting business model in the dermatology
 specialty segment.

» Bayer HealthCare’s Dermatology Unit

 understands skin physiology and is

 dedicated to providing solutions for skin

diseases. The global specialist has a

 successful track record in developing,

manufacturing, and marketing innovative

prescription drug products for the

 treatment of severe skin diseases.

» As part of Bayer HealthCare with

 commercial operations all around the

globe, the unit offers a broad spectrum of

clinically proven treatments in dermatol-

ogy, top-quality products to treat acne,

rosacea, eczema, psoriasis, hemorrhoids,

and fungal infections. 

» In 2010 — with more than 700 employees

worldwide — Bayer HealthCare’s

 Dermatology Unit reached global sales of

$390 million. In the United States, the

 company markets two products, including

Desonate Gel 0.05% , a twice-a-day

 medication for mild-to-moderate atopic

dermatitis, as well as Finacea Gel 15%, a

topical gel approved for treating lesions

and erythema associated with mild-to-

moderate papulopustular rosacea.

» In the dermatology pipeline, the company

is focusing on new molecular entities and

enhanced delivery systems, 

 immuno-modulatory and anti-

inflammatory products for dermatologic

conditions, such as rosacea, atopic

 dermatitis, psoriasis, and other skin diseases.

A Passion for Dermatology
g

going forward, healthcare companies — espe-
cially those in the prescription drug market —
need to take a more holistic approach to how
they view their customers. 

Patients, managed care organizations, phar-
macies, and other decision makers are all an inte-
gral part of the process and thus we, as a com-
pany, must provide value to all of these areas as
well as to the prescribers of our products. 

We believe the industry as a whole will follow
this approach.

PV: How will nontraditional entrants impact
healthcare business processes across all areas,
including technologies, disease categories, and
stages of development throughout the cycle of
care?

GRIFFING: Dermatology is a challenging arena
because of high barriers to entry, such as patent
protection, substantial financial investments, and
proprietary technologies. 

As a result, nontraditional entrants may help
shape the market in the same way that, for exam-
ple, the launch of biologics for the treatment of
psoriasis did previously. 

In the absence of blockbuster drugs or new
chemical entities, technologies like advanced de-
livery systems for targeted delivery of molecules
may impact how physicians treat and how their
patients receive care. PV
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Options shown. 1 2011 IntelliChoice, www.IntelliChoice.com; based on hybrid and 4-cyl. models. 2 Based on Vincentric’s 2011 Best Fleet Value in America analysis, mid-size sedan segment.
 3 MotorIntelligence.com, CY 1997-2010 sales. 4 Do not rely exclusively on the Blind Spot Monitor to determine if a lane change is safe. Always look over your shoulder and use your turn signal 
before changing lanes. There are several limitations to the function, detection, range and clarity of the monitor. For a complete list of limitations and directions regarding use of the monitor, 
please see the Owner’s Manual. 5 Available on XLE and Hybrid XLE models only. ©2011 Toyota Motor Sales, U.S.A., Inc.

PATS ON THE BACK,
 HANDSHAKES, HIGH-FIVES.
 STANDARD WHEN YOU CHOOSE THE REINVENTED

 2012 TOYOTA CAMRY
 AS YOUR FLEET VEHICLE.
With a history of low cost of ownership1 and high retained value,1 the Toyota Camry is the best 
long-term value for your � eet vehicle.2 There are many reasons why Camry has been the best-selling car in America for 13 

of the last 14 years.3 And now, the new Camry comes with safety innovations like never before. Including ten standard airbags and available 

blind spot monitoring.4,5 If you want to get praised for choosing the right � eet vehicle, look no further than the reinvented 2012 Toyota Camry. 

Call 1-800-732-2798 or visit fleet.toyota.com



Regulators, payers, prescribers and patients demand to know about your product in the 
real world. That’s why Quintiles, a leader in interventional IIIB/IV studies, recently 
acquired Outcome Sciences, the unparalleled experts in observational research. Together, 
we offer the expertise and experience in real-world and late phase research that you need 
to determine the right approach for the right question. Whatever your research objectives 
— from monitoring safety and evaluating benefit-risk, to demonstrating effectiveness  
and gaining market access, to proving efficacy in new indications — our experts provide 
you with the most comprehensive approach to evidence development.  

More at www.quintiles.com/outcome

Quintiles acquires Outcome to offer full spectrum of interventional  

and observational research
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