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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

n 2004, it is estimated that almost

42% of all pharm a ce u t i cal dru g

d eve l o p m e nt ex pe n d i t u res will be

committed to outsourcing, as

co m p a red with 4% in the earl y

1990s, according to a recent

re po rt by Ka l o rama Info rm at i o n .

This year, the contract re s e a rch outsourc-
ing market is expected to reach $15.8 billion.
Kalorama re s e a rchers predict that the amount
of pharmaceutical R&D spending headed out
of house to re s e a rch suppliers engaged in
d rug development work will grow 14%
annually for the next few years to reach $28
billion in 2008. The increases forecasted for
o u t s o u rced spending in the coming years are
nearly double the anticipated increase in
R&D spending generally. 

The contract re s e a rch market is underg o-
ing significant change as the top players con-
solidate and companies focus on core
s t re n g t h s .

CROs also are continuing to upgrade
their technical capabilities through the acqui-
sition of time-saving technologies, such as
v o i c e - response data collection systems and
Web-based clinical-trial platforms, Frost &
Sullivan re s e a rchers say. 

Many pharmaceutical and CRO compa-
ny executives with whom Pharm a V O I C E
spoke for this month’s Forum discussed at
length the industry’s more strategic
a p p roach to outsourcing. Pharm a c e u t i c a l
companies are looking to create part n e r s h i p
relationships rather than just hiring out-
s o u rcing vendors. They are looking to work
with partners who understand their needs
and are committed to doing quality
re s e a rch on time and on budget.

In the past, pharmaceutical company
executives say they didn’t always view CROs
in this way and were many times disappoint-
ed with the results. But they acknowledge it
w a s n ’t entirely the fault of their outsourc i n g
p a rt n e r s .

P h a rmaceutical company leaders say they
often did projects last minute, were n ’t clear
on expectations, and would give CROs unre-
alistic timelines.

CROs stress they have therapeutic exper-
tise, global infrastru c t u re, and access to
patients they want to share with pharm a c e u-
tical companies, but worry that pharma is
too focused on cost. They say the CRO
i n d u s t ry has made significant strides forw a rd

over the last few years to address the pharm a
i n d u s t ry ’s concerns and they are much bet-
ter able to work with the industry.

“In the past, sponsors would take the
lowest bid because they believed CROs all
did the same thing,” says Brian M. Langin,
senior manager of business development and
strategic alliances at Averion Inc. “But they
found out they didn’t always get the same
results and were then forced to correct the
mistakes made. There wasn’t an apples-to-
apples comparison done during their
exhaustive evaluation process. Price is a sen-
sitive issue here. Quality is the gre a t e r
i s s u e . ”

A c c o rding to John Balian, VP, world-
wide head of project, planning, and perf o r-
mance, worldwide development at Pfizer
Global Research and Development, t h e
i n d u s t ry is evaluating the entire appro a c h
to outsourcing in terms of the development
p rocess. 

“ We ’ re looking for partners to take
accountability as if the project were their
own and deliver the high-quality, high-stan-
d a rd data that are needed to get dru g s
a p p roved,” he says. “We feel it is mutually
beneficial to develop better partnerships and
relationships where we all can learn from our
mistakes and then, next time, we both do a
better job. So instead of dumping those
p a rtnerships we’re not happy with, we
i m p rove the process and the deliverables.
We ’ re not looking to give 100% of pro j e c t s
to one vendor. I’m looking for pre f e rred re l a-
tionships with vendors.”

Ta ren Gro m
Ed i to r

C ROs are in the re l ationship business.We

d e l i ver serv i ce and that serv i ce is delive re d

by pe o p l e. If our people are n’t trained and 

if we don’t give them the tools and 

te c h n o l ogies that allow them to succe e d,

our sponsors are not going to be pleased

with the quality of wo rk .

I

3P h a r m a V O I C E A p r i l  2 0 0 4


