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Strengthening A
Recruitment

The most crucial element in clinical trials — PATIENT RECRUITMENT —

is also the weakest link in the chain of events leading to a study’s success.

BY ROBIN ROBINSON
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A Missing Link

I just finished reading the March article,
“Strengthening the Clinical Recruitment
Chain,” and it seems to me that you forgot a
crucial first step in the process you describe.
This would be the establishment of a sound
protocol that makes scientific sense and benefits
the subject. It’s a lot easier to convince a subject
to join a clinical trial when there is a tangible
benefit to said subject (albeit only potential,
because of the necessary use of placebo controls
or standard of care comparators) rather than tai-
lored by the need to prove to the FDA a slim,
specific, sometimes rather obscure benefit vs. a
competitor’s drug. Even when well-intended, a
badly designed study does not incite a coordi-
nator’s enthusiasm to keep subjects in the trial.

An added complication is that very few peo-
ple volunteer for “the good of science” any
more, especially when a current common per-
ception is that “big pharma makes so much
money, why should I volunteer for free, and put
my life potentially at risk.”

As much as I do agree with the body of the
article, being a coordinator myself, I just want-
ed to underline those points.

Bruno Jubelin, Ph.D.
SC/REGULATORY
LRA INC.

Getting Better Acquainted

I thoroughly enjoyed reading the insights
from several industry experts, most of whom
were dead on with their analysis of social media
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Establishing a Sound Protocol

Even when well-intended, a badly designed study does not incite a coordinator’s enthusiasm

to keep subjects in the trial.

and what it means to DTC marketing. The
importance of collaboration between brand and
legal teams must be stressed as it will take buy-
in and cooperation from multiple stakeholders to
communicate with agility and effectiveness in
the Web 2.0 landscape. Education about how
social media work, a plan for how employees and
agents will interact online, and a little faith are all
steps toward a robust social media strategy.

The one element of the article that I found
puzzling was the title: “Controlling the Message
in Cyber Space and Time.” The power and
essence of Web 2.0 is the complete lack of cor-
porate control; this is the main reason it scares
the living daylights out of so many regulato-
ry/med/legal review teams. Consumers no
longer have to rely on mainstream media to
broadcast their messages; social media puts
users in control. As marketers, there is a great
opportunity to get proactive and become
involved with social media by taking steps to
allow users to participate in conversations
regarding their healthcare outcomes. Marketers
who open the door to two way communications
and transparency will ultimately gain cus-
tomer/patient loyalty, build community, trust
and market leadership. We have a long way to
go to test and trial these strategies, but it will be
worth it in the long run. Marketers who insist
on controlling the message will ultimately fail.
Those who embrace transparency, dialogue, trust
and above all create an unbeatable product will
thrive in the user experience economy.

Scott Kiekbusch
DIRECTOR OF DIGITAL MARKETING SOLUTIONS
CRAMER

Pardon us ...

In the February issue of PharmaVOICE in
the What's New department, we inadvertent-
ly cut off the end of the Guard Dog Brand
Development LLC (GDBD) brief celebrating
the agency’s recent launch. Our apologies to
Camille DeSantis, Copresident and Managing
Partner, Brand Strategy and Client Service at
GDBD, and Maria Casini, Copresident and
Managing Partner, Strategic Brand Design at
GDBD.

Bruno Jubelin, Ph.D.
SC/REGULATORY, LRA INC.

What you didn’t get to read was: “Many
people may not fully understand the distinction
between brand development and branding,”
Ms. Casini says. “Brand development is the cre-
ation of a brand strategy and identity, both ver-
bal and visual, and branding is the application
of that brand identity across various mediums.”

For more information about the New York
agency, please visit guarddogbd.com.

PharmaVOICE 100

Who Has Inspired You?

The fourth annual
PharmaVOICE 100 will
be determined by the col-
lective participation of
you, our readers. This is

your opportunity to recog-
nize the people who inspire you and others; who
are having the greatest influence on corporate
leadership, research and development, technolo-
gy, creativity, marketing, strategy, and more;
and who are impacting the life-sciences indus-
try through their actions.

These individuals
should view industry
trends as challenges
not burdens, as
opportunities not
obstacles.  They
should embody
panache and
conviction. They
should be leaders
who plan for the
future  rather
than respond to
change. They
should be innovative, creators of
outside the box and breakthrough strategies,
products, and services. They should be pioneer-
ing new paths and lifting their companies to
new heights.

Of the
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The deadline for submissions is May 1, 2008.
To submit your nomination, please visit
pharmavoice.com/100.
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