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$7 Billion in reve n u e
p re d i cted fo r
A DVANCED 

D RU G - D E L I V E RY
S YS T E M S
by 2005

The market for drugs employ i n g
a dva n ced dru g - d e l i ve ry te c h n o l og i e s
will surpass $7 billion by 2005,a c co rd-

ing to a study from Ka l o rama Info rm a-
t i o n .The market segment has seen dou-

ble-digit growth over the past few ye a r s,
and analysts pre d i ct that this trend should

co nt i n u e. Mo re ove r, The Ma rket for Adva n ce
Drug De l i ve ry Sys tems study reveals that rev-

enue at t ributable to the delive ry te c h n o l og i e s
t h e m s e l ve s, s e p a rate from those at t ributable to the
p h a rm a ce u t i cal co m po n e nt sales,a re gaining gro u n d
f a s ter than the segment as a whole.

“Th e re appear to be seve ral factors driving the
ex p a n s i o n ,”s ays Steven He f f n e r,acquisitions editor at
Ka l o rama Info rm at i o n . “Among them are the grow-

PHARMA TRAX
SALES, MARKETING,
AND R&D TRENDS AFFECTING
THE HEALTHCARE INDUSTRY 

About 9,000 physicians part i c i p ated in HPR’s Me t ro politan Area Pro m o-
tional Audit — a monthly serv i ce providing insights and trends on pharm a-
ce u t i ca l / h e a l t h ca re co m p a ny promotional activities and salesfo rce stru ct u re.
Physicians we re asked to rate the top three companies best suppo rting the
ove rall needs of their pra ct i ce,and the factors distinguishing these co m p a n i e s
f rom the re s t. I n fo rm ation was co l l e cted from Nove m ber to De ce m ber 2001.I n
to t a l ,11 unique spe c i a l ty segments we re re p re s e nted in the re s e a rc h .

Among the broader general/family pra ctitioner audience (1,115 re s po n d e nt s ) ,
P f i zer (54%), Me rck (35%) and Gl a xo Sm i t h Kline (32%) ra n ked one, two and thre e,
re s pe ct i ve l y.The most common themes cited by physicians for ra n king Pfizer we re :
ava i l a b i l i ty of drug samples; f re q u e n cy of seeing the re p ;q u a l i ty of pat i e nt educa-
t i o n ; and the on-going suppo rt of pro fessional education through CME prog ra m s.
P f i zer ra n ked No. 1 among 5 of the 11 spe c i a l ty segments cove red in the re s e a rc h ,
including internal medicine, pediatrics, general surgery, cardiology, and

g e n e ral/family pra ct i ce, and placed within the top 3 in 10 out
of the 11 spe c i a l ty segments cove red (onco l ogy being the
only exce p t i o n ) .

Among pe d i at ricians (1,470 re s po n d e nts) part i c i p ating in
the re s e a rc h ,P f i zer (34%) edged out Ross Prod u cts (32%) and
Gl a xo Sm i t h Kline (32%) for the top po s i t i o n . Physicians like the
f a ct that Ross — a division of Ab bott La bo rato ries — has a “f u l l
range of infant fo rmula prod u ct s,” in addition to prov i d i n g
exce l l e nt suppo rt of pat i e nt prog ra m s, including infant fo r-
mula samples, co u po n s, boo kl e t s, and growth chart s.

Mo re than 60% of the 1,000-plus OB/GYNs surveye d
ra n ked Ort h o - Mc Neil Ph a rm a ce u t i cals as the co m p a ny that
best suppo rts this spe c i a l ty gro u p. Wye t h - Ayerst (41%) and
P f i zer (30%) fo l l owe d.

OB/GYNs fre q u e ntly cited Ort h o - Mc Neil as having “f ri e n d-
ly and co u rte o u s” sales re p re s e nt at i ves who are sensitive to

P H YSICIANS RATE PHARMAC E U T I CAL CO M PANIES T H AT BEST SUPPORT THEIR NEEDS

Steven Heffner, acquisitions editor 
at Kalorama Information, identifies 

several trends driving growth of
advanced drug-delivery systems: 

growing number of difficult-to-
administer biopharmaceuticals, 

p h a r m a ’s ever-increasing 
demand for sophisticated life-cycle 

management, and the advent of 
advanced technologies.

1 . P f i ze r

2 . Me rc k

3 . Gl a xo Sm i t h Kl i n e

INTERNAL MEDICINE
( 1 , 3 0 0 )

1 . Gl a xo Sm i t h Kl i n e

2 . P f i ze r

3 . Nova rt i s

N E U RO LOGY (530)

1 . O rt h o - Mc Ne i l

2 . Wye t h - Aye r s t

3 . P f i ze r

O B / G Y NS ( 1 , 0 2 0 )

1 . Ave nt i s

2 . Bri s to l - Myers Sq u i b b

3 . O rt h o - Bi o te c h

O N CO LO G Y /
H E M ATO LOGY (195)

1 . Me rc k

2 . P f i ze r

3 . Ph a rm a c i a

O RTHOPEDIC SURG E O N S
( 9 2 5 )

1 . P f i ze r

2 . Ross Prod u ct s

3 . Gl a xo Sm i t h Kl i n e

P E D I ATRICIANS (1,470)

1 . L i l l y

2 . P f i ze r

3 . Gl a xo Sm i t h Kl i n e

P S YC H I AT R I S TS (1,025)

1 . Gl a xo Sm i t h Kl i n e

2 . Me rc k

3 . P f i ze r

P U L M O N A RY DISEASE
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FA M I LY PRACTICE (1,115)
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PHYSICIANS HAVE RATED PFIZER, MERCK, GLAXOSMITHKLINE, ORTHO-MCNEIL PHARMACEUTICALS, ELI LILLY, AND AVENTIS AS THE
COMPANIES THAT BEST SUPPORT THE OVERALL NEEDS OF THEIR PRACTICES, ACCORDING TO INFORMATION COLLECTED BY HEALTH
PRODU C TS RESEARCH INC., A DIVISION OF VENTIV HEALTH INC.
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ing number of difficult-to - a d m i n i s ter biopharm a-
ceuticals, pharma’s ever-increasing demand for
s o p h i s t i cated life - cycle management, and the age-
old catchall — be cause the te c h n o l ogies are there.”

The study,available at Ma rke t Re s e a rc h . co m , is the
final installment in a five - volume study of dru g - d e l i v-
e ry te c h n o l ogies co n d u cted over the past ye a r. I n
addition to the main te c h n o l ogies cove red — lipo-
s o m a l , m o n oclonal ant i body - b a s e d, and po l y m e r -
based te c h n o l ogies — the curre nt re po rt discusses
d eve l o p m e nts of a va ri e ty of newer te c h n o l og i e s
such as nanopart i c l e s,molecular impri nted po l y m e r s,
m e t a l l o f u l l e re n e s, p ro - d rug delive ry, and others.

Of f - l a bel use of
A N T I P S YC H OT I C
D RU G S to dri ve marke t
g row t h

Aty p i cal agents have emerged as the prod u cts of
c h o i ce in the ant i p s ychotic marke t, g a rn e ring more
than 80% of sales in the seven major pharm a ce u t i ca l

m a rkets — the U.S., Fra n ce, Ge rm a ny, It a l y, Sp a i n ,t h e
Un i ted Ki n g d o m , and Japan — in 2000.

In its study Ove rv i ew of Ant i p s yc h o t i c s, De c i s i o n
Re s o u rces Inc. finds substantial growth is ex pe cted in
on- and off-label use of aty p i cal agents in the tre at-
m e nt of bipolar disorder over the 2000-2010 fo re ca s t
pe ri od.By the second half of the study pe ri od,Zy p rex a
( o l a n z a p i n e ) , Eli Lilly’s medicat i o n , could be approve d
for long-te rm pro p hylaxis in bipolar disorder (BPD) if
i nve s t i g ations co n f i rm its long-te rm effica cy.

The study, which examines the market for
a nt i p s ychotics to tre at schizo p h re n i a ,B P D, and other
p s ychotic disord e r s, also pre d i cts Ja n s s e n’s Ri s pe rd a l
( ri s pe ridone) will achieve significa nt gains in the BPD
m a rke t.This drug is ex pe cted to be approved for the
t re at m e nt of BPD by 2003 in the U.S. and in Eu ro pe
and will co m pe te head-to-head with Zy p rex a .P f i z-
e r’s Ge od o n / Ze l d ox (ziprasidone) and As t ra Ze n e ca’s
Se roquel (quetiapine fumarate) also will co m pe te
e f fe ct i vely in the BPD are n a , possibly taking marke t
s h a re from Zy p rexa if they are shown to be effica-
cious for manic sympto m s.

The availability of atypical
a g e nts in short - a cting int ra m u s c u-
lar fo rm u l ations will expand the
use of these drugs in acute set-
t i n g s. The co m m e rcial benefit of
this strate gy lies in the like l i h ood
t h at physicians will opt to co nt i n-
ue pat i e nts on an oral or depo t
version of the same drug that is
a d m i n i s te red in the acute setting.

The re po rt pro j e cts that sales of
a nt i p s ychotic medications will sur-
pass $8.1 billion in 2005, w i t h
g rowth being dri ven pri m a rily by
co ntinued transition from generi-
cally available ty p i cal ant i p s yc h o t i c s
to more ex pe n s i ve aty p i cal agent s
and increased use of aty p i ca l
a nt i p s ychotics in nonschizo p h re n i c
i n d i cat i o n s.The U.S. is the stro n g e s t
and most dynamic market for the
h i g h e r - cost aty p i cal ant i p s yc h o t i c s,
but acce p t a n ce of these more to l-
e rable drugs is growing in Eu ro pe.
The Japanese market will evo l ve dra m at i cally over the
n ext five years as more aty p i cal agents are launched.

Public health
ove rl oo ked in debate 
ON DTC
A DV E RTISING 

The public’s health may be taking a back seat in
the national debate over dire ct - to - consumer adve r-
t i s i n g.The results of a nationwide five - year trend sur-
vey co n d u cted by Preve n t i o nm a g a z i n e, a leading
consumer magazine,along with te c h n i cal assistance
f rom the Food and Drug Ad m i n i s t ration suggests
the public benefits from DTC adve rt i s i n g.

“The study suggests that DTC info rms co n s u m e r s
a bout both the benefits and the risks of adve rt i s e d
m e d i c i n e,”s ays Na n cy Ostrove,fo rm e rly deputy dire c-
tor of FDA’s division of Drug Ma rke t i n g, Adve rt i s i n g
and Co m m u n i cat i o n s. “Although there is room fo r
i m p rove m e nt, giving consumers info rm ation in a
b a l a n ced way should help them part i c i p ate in their
own ca re and serve the public health. We enjoye d
wo rking with Preve n t i o non this survey be cause it is
one of the few public surveys available which tra c k s
consumer re a ctions to DTC ads prior to and fo l l ow i n g
the FDA August 1997 dra ft guidance for bro a d ca s t
a dve rt i s i n g. The Preve n t i o ns u rvey helps both indus-
t ry and FDA understand how consumers re a ct to this
n ew fo rm of health co m m u n i cat i o n .”

Ed Sl a u g hte r, d i re ctor of market re s e a rch at
Rod a l e, the pare nt co m p a ny of Preve n t i o n, a d d s,“Th e
l e g i t i m ate debate over the po s i t i ve and negat i ve
results of DTC adve rtising seems to be co m i n g
d own to cost versus public health.While there clear-
ly are cost implicat i o n s, the fact is this fo rm of adve r-
tising info rms millions of Am e ri cans about their

treatment options, and helps
them to have open discussions
with their doctor about impo r-
t a nt health issues.”

This study builds on an ongo-
ing body of consumer re s e a rc h
conducted by Prevention and
Rodale that provides a bro a d -
based understanding of preve n-
t i ve health and self-ca re in the U.S.

Ac co rding to the study, Am e ri-
cans are taking co nt rol of their
h e a l t h ,with as many as 156 million
(81%) saying DTC adve rt i s i n g
i n fo rms them about new tre at-
m e nts for a condition they may be
s u f fe ring fro m . Fu rt h e rm o re, 1 2 3
million (64%) say DTC adve rt i s i n g
helps them be more invo l ved in
decisions about which medicine is
ri g ht to take ; 154 million (80%) say
D TC info rms them about the be n-
efits of the dru g ; and 135 million
( n e a rly 70%) say it info rms them of

the risks of the dru g.
It also is be l i eved that DTC adve rtising may help

p at i e nts stay co m p l i a nt with pre s c ri bed drug thera-
p i e s. The survey reveals that 55 million Am e ri ca n s
(57%) who use pre s c ription drugs have seen adve r-
tising for their medicine; 22 million (40%) of those
people say the ad makes them feel be t ter about the
be n e f i t s ;19 million (34%) say the ad makes them fe e l
be t ter about safe ty; and 9 million (17%) say the ad
m a kes them more likely to take their medicine.

“Although the results are not 100% co n c l u s i ve,
the data seem to suggest a po s i t i ve assoc i at i o n
be tween adve rtising and co m p l i a n ce,” M s. O s t rove
s ays.“Th at re l ationship is impo rt a nt be cause many of
the adve rtised medicines tre at long-te rm chro n i c
d i s e a s e. Anything to keep people co m p l i a nt with
their course of tre at m e nt should have public health
benefits and might even re d u ce long-te rm health-
ca re co s t s.”

P H A R M A t r a x

191 million (99%) o f
Am e ri cans have seen a
D TC adve rt i s e m e nt
55 million (57%) o f
Am e ri cans who use pre-
s c ription drugs have seen
a dve rtising for “t h e i r”
m e d i c i n e
22 million (40%) o f
those people say the ad
m a kes them feel be t te r
a bout the be n e f i t s
19 million (34%) s ay the
ad makes them feel be t te r
a bout safe ty 
9 million (17%) s ay the
ad makes them more like-
ly to take their medicine

CONSUMER RESPONSE TO
D TC ADV E RT I S I N G

the phys i c i a n’s time co n s t ra i nt s, in addition to
h aving an exce l l e nt wo m e n’s health prod u ct line,
s t rong pat i e nt education suppo rt, and exce l l e nt
sampling suppo rt for its prod u ct line.

Gl a xo Sm i t h Kline ra n ked No. 1 among neuro l-
ogists (57%), fo l l owed by Pfizer (44%), and Nova r-
tis (35%). GlaxoSmithKline also ranked first
among pulmonary disease spe c i a l i s t s, with 82%
of this audience citing the co m p a ny — by far the
highest pe rce ntage achieved by any co m p a ny
cove red in the re s e a rc h .

Me rck achieved the top position among
o rt h o pedic surg e o n s, with 57% of physicians cit-
ing the co m p a ny as best suppo rting their needs,
fo l l owed by Pfizer (49%) and Ph a rmacia (33%).
Lilly (52%) ra n ked first among psyc h i at ri s t s, fo l-
l owed by Pfizer (48%) and Gl a xo Sm i t h Kl i n e
( 3 0 % ) . Within the onco l ogy / h e m ato l ogy secto r,
Ave ntis Ph a rm a ce u t i cals (41%) was rated No. 1 ,
fo l l owed by Bri s to l - Myers Squibb (36%), a n d
O rtho Bi o tech (33%).

I nte re s t i n g l y, a n a l ysis of the re s e a rch by
p hysician segment did yield diffe re n ces in co m-
p a ny rank among ce rtain spe c i a l ty gro u p s. Fo r
ex a m p l e, among ca rd i o l og i s t s, P f i zer (64%) and
Me rck (58%) ra n ked No. 1 and No. 2 ove ra l l .How-
eve r, among those ca rd i o l ogists writing a larg e r
n u m ber of pre s c riptions (decile 5-10 phys i c i a n s ) ,
Me rck was the top ra n ked co m p a ny, a c co u nt i n g
for 67% of the physician mentions among this
s e g m e nt, fo l l owed by Pfizer (58%). Based on
i n fo rm ation ca p t u red in the MPA serv i ce, Me rc k
sales re p re s e nt at i ves are reaching a gre ater pro-
po rtion of these higher-value physicians than
a ny other co m p a ny.
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P H A R M A t r a x

Su rvey data come from phone inte rv i ews with a
n ationally re p re s e nt at i ve sample of 1,601 adults age
18 or older living in the co nt i n e ntal U.S. I nte rv i ews
we re co n d u cted by Pri n ce ton Su rvey Re s e a rch As s o-
c i ates from Se p te m ber 19,2 0 0 1 , to Nove m ber 7,2 0 0 1 .
The margin of error due to sampling and other ra n-
dom effe cts is plus or minus three pe rce ntage po i nt s
for results based on the total sample.

Me d i cal management
evolving to targ e te d,
H A N D S - O N
A P P ROAC H

A growing number of companies are turning to
ca re - m a n a g e m e nt approaches such as case man-
a g e m e nt and disease management to co m p l e m e nt
u t i l i z ation management ove r s i g ht, a c co rding to a
s t u dy into national trends in medical management
f rom URAC . The study — Trends and Pra ct i ces in
Me d i cal Ma n a g e m e nt : 2001 Industry Profile —
a d d resses the pra ct i ce and evolution of utilizat i o n
m a n a g e m e nt and how that re l ates to case manage-
m e nt and disease management. Mo re than 120
companies we re included in URAC’s re s e a rc h ,w h i c h
consists of both co m p a ny surveys and inte rv i ews
with healthca re leaders.

Ca s e - m a n a g e m e nt and disease-management
p rog rams are being deployed to improve co m p l i-
a n ce with ev i d e n ce-based ca re re co m m e n d at i o n s
and thus improve pat i e nt outco m e s, the study finds.

“We saw companies seeking to dra m at i ca l l y
re d u ce the volume of pre - ce rt i f i cations they we re
doing by focusing only on those proce d u res likely to
be ove r - u t i l i zed or misused,” s ays Michael Hat tw i c k ,
M . D. , a co n s u l t a nt to the study who helped ru n
U RAC’s focus groups of medical management org a-
n i z ation leaders.“Those companies took the staff and
financial re s o u rces and inve s ted them in more ca s e
m a n a g e m e nt and disease management for high-
need pat i e nt s.Th ey are building a high-re t u rn mod e l
by increasing ca re management and discharge plan-
n i n g, and reducing emphasis on prior authori z at i o n s.
An inte ntional by - p rod u ct of this strate gy is re d u ce d
a d m i n i s t rat i ve burden for physicians and,the co m p a-
nies hope, be t ter re l ationships with phys i c i a n s.”

As ev i d e n ce of the growing demand for an inte-
g rated appro a c h ,96% of survey re s po n d e nts be l i eve
t h at customers will wa nt more discharge planning,
and 97% be l i eve they wa nt more pat i e nt re fe rral to
case management and disease management.
Almost 80% be l i eve that customers will seek more
telephonic demand management in the future.

“ For seve ral years we’ve been hearing that utiliza-
tion management is be coming passe,” s ays Ga rry
Ca rn e a l ,U RAC pre s i d e nt and CEO.“Our study shows
t h at companies still view utilization management as
an impo rt a nt tool for eva l u ating medical nece s s i ty.
Howeve r, companies are now using utilization man-
a g e m e nt as a gateway — they are rev i ewing fewe r
p roce d u re s, but loo king more closely at each

e n co u nter to identify oppo rtunities to improve and
coo rd i n ate ca re more effe ct i ve l y.Companies are hop-
ing that more targ e ted utilization management will
i m p rove pat i e nt outcomes and will also help re s to re
re l ationships with physicians and other prov i d e r s.”

New Me d i ca re dru g
D I S COUNT CA R D
P LA N u nve i l e d

Ef fo rts to help senior citizens get more affo rd a b l e
d rugs have taken another step fo rwa rd with Me d i-
ca re officials unveiling a new version of their pro-
posed drug disco u nt ca rd. Howeve r, p h a rm a cy
g roups that have opposed the idea pre d i ct the pro-
posal will end up back in co u rt.

The plan envisions that senior citizens buy ca rd s
for $25 or less that would then entitle them to lowe r
p ri ces from drug companies and pharm a c i e s, s ays
Tom Scully, head of the Ce nters for Me d i ca re and
Me d i caid Se rv i ce s.

But dru g s to res have taken an earlier version of
the plan to co u rt, s aying that the Me d i ca re agency
simply does not have the legal authori ty to cre ate
such a plan. Th ey also fear the prog ram could lure
m o re seniors to mail-order pre s c ription serv i ce s,
h u rting their business.

Ma ny co n g ressional De m oc rats have said the
plan wo n’t do much to help most needy seniors,a n d
consumer groups also have ex p ressed re s e rvat i o n s,
with one pre d i cting the cost savings would be less
than 12%. Me d i ca re, established in 1965, d oes not
g e n e rally cover outpat i e nt dru g s. Although many

Medicare recipients do have some coverage
t h rough pri vate insura n ce or gove rn m e nt prog ra m s
for the poo r, 10 million or more elderly people have
to pay the often hefty costs out of their own poc ke t s.

M r. Scully says changes in the stru ct u re will make
s u re that the disco u nts reach the actual pat i e nt s.Th e
n ew version also sets up an adv i s o ry council for the
p rog ra m .

DECISION RESOURCES INC.,Wa l t h a m ,

Ma s s. , is a wo rld leader in pharm a ce u t i ca l

re s e a rch publicat i o n s, a dv i s o ry serv i ce s,

and consulting designed to help client s

s h a pe strate gy, a l l ocate re s o u rce s, a n d

m a s ter their chosen marke t s. For more

i n fo rm at i o n , visit dre s o u rce s. co m .

H E A LTH PRO D U C TS RESEARC H,Wh i te-

h o u s e, N . J . ,p rovides the pharm a ce u t i ca l

i n d u s t ry with consulting serv i ce s, i n c l u d-

ing market re s e a rc h ,p romotion analys e s,

m a rket segment at i o n ,s t rategic planning,

s a l e s fo rce deploy m e nt, and call planning.

HPR is a division of New Yo rk Ci ty - b a s e d

Ve ntiv Health Inc. For more info rm at i o n ,

visit ve nt i v. co m .

KA LO RAMA INFORMATION LLC, a divi-

sion of Ma rke t Re s e a rc h . com based in New

Yo rk , supplies market re s e a rch to the life -

s c i e n ces industry. For more info rm at i o n ,

visit Ma rke t Re s e a rc h . co m .

M E D I CA R E,Wa s h i n g to n , D. C . , is adminis-

te red by the Ce nters for Me d i ca re & Me d i-

caid Se rv i ce s. Me d i ca re is the nat i o n’s

l a rgest health-insura n ce prog ra m , cove r-

ing 39 million Am e ri ca n s. For more info r-

m at i o n , visit Me d i ca re. g ov.

P R EVENTION MAG A Z I N E, is a division of

Em m a u s, Pa.-based Rod a l e, a leading pub-

lisher of info rm ation on healthy, a ct i ve

l i fe s ty l e s. For more info rm at i o n , visit pre-

ve nt i o n . co m .

U RAC,Wa s h i n g to n , D. C . , also kn own as the

Am e ri can Ac c re d i t ation He a l t h Ca re Co m-

m i s s i o n , is a non-profit org a n i z ation set up

to establish standards for the healthca re

i n d u s t ry. For more info rm at i o n ,v i s i t

u ra c. o rg.

Follow up

Companies are developing more efficient
a p p roaches to utilization management by
reducing the number of proce d u res ce rt i f i e d,
or co n ce nt rating on providers or proce d u re s
outside of utilization norm s.
Companies are linking or inte g rating medica l
m a n a g e m e nt prog rams such as utilizat i o n
m a n a g e m e nt and ca re management, or ca re
m a n a g e m e nt and disease management, a n d
a re enhancing re fe rral and info rm ation shari n g
capabilities be tween these prog ra m s.
Staffing needs for medical management ser-
v i ces are changing as companies shift their
emphasis to case management and peer co n-
s u l t ation and ca rry out fewer dire ct utilizat i o n -
m a n a g e m e nt - re l ated authori z at i o n s.
Me d i ca l - m a n a g e m e nt companies rely heav i l y
on exte rnally deve l o ped cri te ria and guidelines
to assist in medica l - m a n a g e m e nt decision
m a ki n g.Th ey ex pe ct deve l o pers of co m m e rc i a l
c ri te ria to inco rpo rate the best available ev i-
d e n ce into rev i ew cri te ri a .

U T I L I ZATION MANAG E M E N T:
A NECESSARY TO O L


