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

AGING POPULAT I O N
P ROPELS RISE i n
Wo rl dwide Ma rket fo r
Diagnostic Imaging
Prod u ct s

In 2001, m o re than a billion medical imaging pro-
ce d u res we re pe rfo rmed wo rl dw i d e. Me d te c h
I n s i g ht’s re po rt,The Wo rl dwide Ma rket for Di a g n o s t i c
Imaging Eq u i p m e nt, ex pe cts the re l eva n ce of imag-
ing to the pra ct i ce of mod e rn medicine to co nt i n u e
to increase in the future be cause of the rapid aging of
the global po p u l ation and subsequent rise in preva-
l e n ce of many age-re l ated diseases such as ca n ce r,
ca rd i ovascular disease, and neuro l og i cal disease.

Another factor that is ex pe cted to play a role in the
expansion of diagnostic imaging is the incre a s i n g
s o p h i s t i cation of co re imaging and
digital processing techniques that
result in improved accura cy, t i s s u e
s pe c i f i c i ty, re d u ced proce d u re times,
s y n e rgetic fusion of anato m i cal and
f u n ctional va ri a b l e s, and stre a m l i n e d
p at i e nt - d ata management. In addi-
t i o n ,a rapidly growing body of kn ow l-
edge on human genomics and
biomolecular signaling mechanisms
and pat h ways is ex pe cted to ope n
o p po rtunities for the application of
n ovel diagnostic-imaging te c h n i q u e s
in the pre e m p t i ve dete ction of func-
tional genetic abe rrations and abnor-
m a l i t i e s.

The global market for diagnostic-
imaging equipment, which enco m-

passes co m p u ted to m og ra p hy, magnetic re s o n a n ce
i m a g i n g, nuclear medicine imaging, u l t ra s o n og ra p hy,
and co nve ntional x-ray-based sys te m s, totaled more
than $14.5 billion in 2002 and is pro j e cted to re a c h
n e a rly $16.5 billion in sys tem sales by 2006.

Te c h n i cal simplicity, ava i l a b i l i ty, and affo rd a b i l i ty,
mean co nve ntional x-ray and ultrasound-based sys-

tems are the imaging tests most fre q u e ntly pe r-
fo rmed and these two modalities are pro-

j e cted to acco u nt for more than 50% of
the total wo rl dwide imaging marke t.
Sales of diagnostic-imaging equipment
in industri a l i zed nations acco u nt fo r
m o re than 80% of the wo rl dwide diag-

nostic-imaging marke t, a c co rding to the
re po rt.

INCREASE IN RNAi
R E S E A RCH to Pro pe l
Ma rket for Re a g e nts 

The market for re a g e nts and kits to suppo rt RNAi
re s e a rch is ex pe cted to grow, a c co rding to Bi o I n fo r-
m atics LLC’s re po rt, The Ma rket for RNA Inte rfe re n ce
Kits and Re a g e nt s. The re po rt details the results of a
s u rvey of 816 scientists who descri bed their curre nt
and planned re s e a rch using a technique that co u l d
revo l u t i o n i ze biomedical re s e a rch and speed the
d eve l o p m e nt of new dru g s.

RNA inte rfe re n ce (RNAi) is the process where by
cells use pieces of short double-stranded RNA
(dsRNA) to preve nt the ex p ression of specific genes
by disrupting the process of mRNA tra n s l ation to pro-
te i n s.The ability of small inte rfe ring RNAs (siRNAs) to
s u p p ress gene ex p ression and the subsequent appli-
cation of this te c h n o l ogy, not only to funct i o n a l
genomics but also to target va l i d at i o n ,s peak to its
e n o rmous po te ntial as a dru g - d i s cove ry too l .

Ac co rding to Bi o I n fo rm at i c s,assigning gene func-
t i o n ,c re ating in vivo kn oc k - o u t s, and va l i d ating new
d rug targets are the three most common object i ve s
of RNAi re s e a rc h e r s. S c i e ntists planning to enter the
field in the next year say they will pursue the same
o b j e ct i ve s.

Growth in the market for re a g e nts and kits to sup-
po rt RNAi re s e a rch will be dri ven not just by new sci-
e ntists adopting the te c h n o l ogy but also by the pace
at which they ex pe ct to co n d u ct their re s e a rc h ;6 2 %
of the scientists surveyed ex pe ct their number of
R N Ai ex pe ri m e nts to increase during the next ye a r
with 59% of them ant i c i p ating an increase of more
than 40%.

An a l ysis 
Rates RO C H E
S A L E S F O RCE AS MOST
E F F E C T I V E in the
Ph a rm a ce u t i cal Industry

In a re ce nt analysis by Health St rategies Gro u p
I n c. , Roche was rated as having the most effe ct i ve
s a l e s fo rce among 22 pharm a ce u t i cal co m p a n i e s

“The increasing co m petition for time with phys i-
cians means that pharm a ce u t i cal companies need to
focus on field-fo rce effe ct i ve n e s s,” s ays Health St rate-
gies Group principal Rayna He rm a n . “In our study,
Roc h e’s sales re p re s e nt at i ves had more calls result in
p hysician co nt a ct and, m o re impo rt a nt l y, t h ey had
m o re effe ct i ve discussions with the phys i c i a n . Ef fe c-

SALES EFFECTIVENESS BY CO M PA N Y

2002 % of Calls with 
Ra n k Co m p a ny Ef fe ct i ve Ap p ro a c h e s *

1 Roc h e 4 7 %
2 Nova rt i s 4 5 %
3 Bri s to l - Myers Sq u i b b 3 9 %
4 Ave nt i s 3 9 %
5 L i l l y 3 8 %
6 Gl a xo Sm i t h Kl i n e 3 7 %
7 Ph a rm a c i a 3 7 %
8 Fo re s t 3 6 %
9 S c h e ri n g - Pl o u g h 3 6 %

1 0 Ab bo t t 3 6 %
1 1 J&J (ex - Ja n s s e n ) 3 6 %
1 2 Procter & Ga m b l e 3 5 %
1 3 P f i ze r 3 5 %
1 4 Me rc k 3 5 %
1 5 Sa n o f i - Sy nt h e l a bo 3 5 %
1 6 Ta ke d a 3 4 %
1 7 As t ra Ze n e ca 3 3 %
1 8 TA P 3 2 %
1 9 Janssen 3 2 %
2 0 Wye t h 2 9 %
2 1 Boe h ri n g e r - I n g e l h e i m 2 7 %
2 2 Baye r 2 6 %

I n d u s t ry Ave ra g e 3 5 %

* Ef fe ct i veness measures how re p re s e nt at i ves co n d u ct ca l l s
with phys i c i a n s, including the use of dialog u e s, re s o u rce s,a n d
co nte nt most re l eva nt for phys i c i a n s.
So u rce : SFE Mo n i tors 2.2 and 3.1, Health St rategies Group Inc. ,
2 0 0 2 .

Not Su re
1 2 %

I n c re a s e
6 2 %

De c re a s e
1 %

St ay the Sa m e
2 5 %

So u rce : The Ma rket for RNA Inte rfe re n ce Kits & Re a g e nt, Bi o I n fo rm atics LLC

H OW WILL THE NUMBER OF RNAi E X P E R I M E N TS 
CONDUCTED IN THE LA B O RATO RY CHANGE 

DURING THE NEXT 12 MONTHS?
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t i ve discussions are more re l eva nt fo r
p hys i c i a n s ;t h ey keep physicians abre a s t
of the latest deve l o p m e nts in new tre at-
m e nt options, help physicians prov i d e
value to their pat i e nt s, and ultimate l y
e n co u rage pre s c riptions and sales.”

Health St rategies Group cre ated the
Sales Fo rce Ef fe ct i veness (SFE) Mo n i to r, a
p ro p ri e t a ry instru m e nt, to dete rmine the
e f fe ct i veness of pharm a ce u t i cal sales-
fo rces by measuring access and the
i m p a ct of their co m m u n i cations with
p hysicians (discussion effe ct i ve n e s s ) . Th e
SFE Mo n i tor co m p a res 22 co m p a n i e s
vying for the at te ntion of high-pre s c ri b-
ing pri m a ry - ca re and spe c i a l ty phys i c i a n s.
The analysis re f l e cts more than 30,000
re p re s e nt at i ve - p hysician inte ra ct i o n s.

P H YS I C I A N S
RAT E P H A R M A
CO M PA N I E S
on Pra ct i ce Ne e d s

Six of 12 physician spe c i a l ty seg-
m e nts surveyed rated Pfizer Inc. as the
co m p a ny that best suppo rts the ove ra l l
needs of their pra ct i ce s, a c co rding to
re ce nt info rm ation co l l e cted by He a l t h
Prod u cts Re s e a rch Inc. ( H P R ) .

H P R’s Me t ro politan Area Pro m o t i o n a l
Audit (MPA) — a monthly serv i ce prov i d-
ing insights into pharm a ce u t i ca l / h e a l t h-
ca re co m p a ny promotional activities and
s a l e s fo rce stru ct u re — asked more than
10,000 physicians to identify the to p
t h ree companies best suppo rting the
ove rall needs of their pra ct i ce.

Su rvey Sh ows
Consumers 
I nte re s ted in Se l f
Ca re USE DTC ADS
FOR INFORMAT I O N

Prevention m a g a z i n e’s 6th National Su rvey on
Consumer Re a ction to DTC Adve rtising has reve a l e d
consumer attitudes towa rd dire ct - to - co n s u m e r
a dve rt i s e m e nt s.

Results for 2002 show that consumers pre fer to
self tre at themselve s, with 74% re s ponding that they
t re ated themselves with ove r - t h e - co u nter drugs or
other remedies be fo re calling a docto r; 62% avo i d
p re s c ription medicines whenever they ca n ; 72% fe e l
co m fo rtable questioning tre at m e nts their doctor re c-
o m m e n d s ; 57% get regular screenings such as blood

p re s s u re and choleste rol checks;and 50%
m a ke an act i ve effo rt to stay info rm e d
a bout health issues.

The survey also found that 19% of
consumers — 38 million — use source s
m e ntioned in bro a d cast ads. Of those
pe o p l e,39% sought info rm ation for a pre-
s c ription prod u ct they had never used
be fo re, 30% searched for info rm ation fo r
someone else, 14% loo ked for info rm a-
tion about a drug they had just starte d
t a ki n g, and 8% loo ked for info rm ation fo r
a drug they had been taking for a while.
The survey additionally revealed that 33%,
or 66 million co n s u m e r s, t a l ked to a doc-
tor about a drug be cause of a DTC ad.

“Consumers value DTC adve rt i s i n g
be cause it helps them learn about medi-
cal conditions they, or their family and
f ri e n d s, m ay have, and about new tre at-
m e nts for them,” s ays Ed Sl a u g hte r, co r-
po rate dire ctor of market re s e a rch fo r
Rodale Inc. , publisher of Prevention m a g a-
z i n e.“An d, D TC seems to be doing this at
a time when consumers are inte re s ted in
t a king a larger role in the management
of their own ca re.”

The survey concludes that the po p u-
l ation is getting older and is awa re of DTC
a dve rt i s i n g. A strong self-ca re move m e nt
among consumers is accompanied by
g e n e rally po s i t i ve opinions of DTC . Th e
s t u dy additionally concludes that while
the level of pre s c ription requests re m a i n s
u n c h a n g e d, t h e re is no ev i d e n ce of co n-
sumers “d e m a n d i n g” a dve rt i s e d
m e d i c i n e s,and that there is no change in
the number of people using pre s c ri p t i o n
medicines or in the number of pre s c ri p-
tion medicines being used.

D TC Ads Found to
Help I M P ROV E
H E A LTHY 
B E H AV I O R

The high visibility of DTC ads can help pat i e nt s
u n cover undiagnosed co n d i t i o n s, a c co rding to Th e
Public Health Impact of Di re ct - to - Consumer Adve rt i s-
ing of Pre s c ription Dru g s, a study from re s e a rchers at
Ha rva rd Me d i cal School and Ha rris Inte ra ct i ve.

The re s e a rch pro j e ct included a telephone survey
of 3,000 U.S. a d u l t s, a mail survey of 600 phys i c i a n s,
and an online survey of 6,000 individuals with select-
ed chronic co n d i t i o n s. The aim of the study was to
gauge the impact of the ads on co n s u m e r s’ h e a l t h .
Among the 86% of re s po n d e nts who saw or heard an
ad in the last ye a r, a bout 20% of pat i e nts re ce i ved a
n ew diagnosis as a result of their visit. Mo re than a
t h i rd of new diagnoses and half of existing co n d i t i o n s
we re co n s i d e red high pri o ri ty.

CO M PANIES BEST SUPPORTING THE OV E RALL 
NEEDS OF PHYSICIAN PRAC T I C E S , BY SPECIALTY

1 . P f i ze r

2 . Me rc k

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

G E N E RA L / FA M I LY

1 . P f i ze r

2 . Me rc k

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

CA R D I O LO G I S TS

1 . Am g e n

2 . Ave nt i s

3 . Nova rt i s

H E M ATO LO G Y / O N CO LO G Y

1 . O rt h o - Mc Neil Ph a rm a

2 . Wye t h

3 . P f i ze r

O B / G Y N S

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

2 . P f i ze r

3 . Ross Prod u ct s

P E D I AT R I C I A N S

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

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

2 . Ave nt i s

3 . S c h e ri n g

A L L E RG I S TS

1 . P f i ze r

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

3 . Nova rt i s

N E U RO LO G I S TS

1 . P f i ze r

2 . L i l l y

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

P S YC H I AT R I S TS

1 . P f i ze r

2 . Me rc k

3 . Nova rt i s

I N T E R N I S TS

So u rce : Health Prod u cts Re s e a rch Inc.

8 4 % tell people about new tre at m e nt s

8 3 % e n co u rage people to find out more abo u t

the condition an adve rtised pre s c ription tre at s

8 0 % a l e rt people to symptoms of condition 

6 4 % done re s ponsibly by industry

6 1 % s ca res people into thinking they have

conditions they don’t really have

3 6 % cause tension be tween doctors and

p at i e nt s

So u rce : Preve ntion magazine,6th National Su rvey 

CONSUMER OPINION REGARDING DTC
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Re s e a rchers also found that pat i e nts with prev i-
ously diagnosed co n d i t i o n s,such as high choleste ro l ,
h i g h - b l ood pre s s u re, d i a be te s, and depression we re
p ro m p ted by ads to discuss new tre at m e nt options.
It also tri g g e red seve ral ty pes of fo l l ow ups by the
d octo r, including a new pre s c ri p t i o n , lab te s t s, re fe rra l s
to a spe c i a l i s t, and suggestions on how to improve
health through life s tyle changes.

Ove ra l l , even though these ads are co nt rove r s i a l ,
re s e a rchers found that there we re seve ral be n e f i t s
and no drawbacks for pat i e nt health.

In fact, the study found that about four of five
re po rted feeling be t ter after taking the dru g,and a sim-
ilar pro po rtion re po rted that symptoms improved and
t h at results of lab tests showed a change for the be t te r.

The study’s authors concluded that there are po s-
i t i ve medical and health effe cts of DTC ads, i n c l u d i n g
m o t i vation to engage in healthy be h avior and moti-
vation to discuss personal health problems and
issues with phys i c i a n s.

M E TABOLIC DISEASE
D RUG MARKET TO
G ROW to $14 Billion 
in 2007

Decision Re s o u rces fo re casts that the
m e t a bolic disease drug market will grow fro m
$9 billion in 2001 to $14 billion in 2007.

“ Eli Lilly & Co. and Bri s to l - Myers Sq u i b b
d o m i n ated the metabolic drug market for dis-
eases such as diabe tes (ty pe I and ty pe II) and
o be s i ty,” s ays Ch ristine Bl a zy n s ki , Ph . D. , d i re c-
to r, Decision Re s o u rce s. “ Howeve r, t h e re are
e m e rging players in this market who will gar-
ner significa nt market share by the year 2007.
P f i ze r, Me rck & Co. , and Amylin Ph a rm a ce u t i-
cals all have pipelines with the po te ntial to
g row the market and cut into the major play-
e r s’c u rre nt market share.”

Ac co rding to the re po rt, the largest dri ve r
for the metabolic disease market is the
g rowth in preva l e n ce of ove rwe i g ht and
o bese pe o p l e, as well as those with diabe te s.

P H A R M A t r a x

PRESCRIPTION DRU G S
FA S T E S T - G ROW I N G
S E G M E N T of Ove ra l l
National Health 
Ex pe n d i t u re s

In 2001,p re s c ri p t i o n - d rug spending in the Un i te d
St ates totaled $141 billion, or 10% of national health
ex pe n d i t u re s.Pre s c ription drugs are the faste s t - g row-
ing segment of ove rall national health ex pe n d i t u re s,
a c co rding to the CMS Health Ca re Industry Ma rke t
Upd ate, which is published at the dire ction of, a n d
solely for the benefit of, the Ce nters for Me d i ca re and
Me d i caid Se rv i ces (CMS) and the U.S. De p a rt m e nt of
Health and Human Se rv i ces (HHS) and inte re s te d
h e a l t h ca re po l i cy makers in the Co n g re s s, the fe d e ra l
a g e n c i e s,and state gove rn m e nt s.

From 2000 to 2001, total national health ex pe n d i-
t u res grew 8.7% from $1.31 trillion to $1.42 tri l l i o n .Pre-
s c ription drug spending grew 15.7%,f rom $122 billion
to $141 billion. In co nt ra s t, hospital ca re grew 8.3%,
p hysician and clinical serv i ces grew 8.6%,and nursing-
home ca re grew 5.5%. Although drug spending has
g rown nearly tw i ce as fast as all other health serv i ce s
s i n ce 1995, g rowth has mod e rated re ce ntly amid a
d e ce l e ration in the rate of new prod u ct int rod u ct i o n s
and co s t - co nt a i n m e nt dri ven by tiered fo rm u l a ri e s.

C M S’ Of f i ce of the Act u a ry pro j e cts national dru g
s pending will reach 14.2% of total national health
ex pe n d i t u res in 2010.An a l ysts at t ri b u te the rising pre-
s c ription drug ex pe n d i t u res to a va ri e ty of facto r s,
including increased use, an aging po p u l at i o n ,d eve l-
o p m e nt of new thera peutic agents for chronic co n d i-
t i o n s, consumer demand, and rising drug pri ce s.

While drug spending has been the fastest grow-
ing co m po n e nt of national health ex pe n d i t u re s, t h e
i n c rease in hospital-ca re spending was the larg e s t
dollar co m po n e nt of national health ex pe n d i t u re
g row t h . In 2001, hospital spending grew 8% to $451
b i l l i o n .

Ph a rm a cogenomics 
to CHANGE 
I N D U S T RY’S RO L E in 
Po s t - Genomic Era

Dat a m o n i tor analysis reveals that pharm a ce u t i ca l
companies need to adopt a new outlook in their
sales and marketing ope rations to optimize the
u p t a ke of pharm a cogenomics-based thera p i e s. Th i s
includes increasing co nt a ct and reach with pat i e nt s
to cre ate a demand for pe r s o n a l i zed medicine;
a d d ressing the physician kn owledge gap be twe e n
genomics and medical pra ct i ce ; and co nv i n c i n g
h e a l t h ca re payers about the cost and efficiency of
c u s to m i zed tre at m e nt s.

Ge n o ty pe-based medicine is pre d i cted to
i n c rease pat i e nt s’ kn owledge about their pre d i s po s i-
tion to disease, a c co rding to the Dat a m o n i tor re po rt,
Pe r s o n a l i zed Me d i c i n e : The Impact of Ph a rm a cog e-
nomics on Ph a rm a ce u t i cal Sales and R&D.

This empowe rm e nt is ex pe cted to shift some of
the burden for seeking appro p ri ate and timely tre at-
m e nt away from physicians and healthca re paye r s.
Howeve r, the public’s re a ction and acce p t a n ce of
g e n o typing remains unclear and any unre s o l ve d
o p position is seen as a major barrier to the prog re s s
of genotyping in disease management. De s p i te the
u n ce rt a i nty, p rog ress is ex pe cted in ce rtain areas of
g e n o typing such as assessing ‘at - ri s k’ conditions fo r
diseases caused by single mutat i o n s. This includes
cystic fibrosis and ce rtain ty pes of breast ca n ce r,
w h e re it is curre ntly pra ct i ced to institute preve nt i ve
t re at m e nt or genetic scre e n i n g.

The re po rt additionally finds that gove rn m e nt s
and healthca re insurers are only inte re s ted if geno-
ty pe-based medicine re d u ces ove rall healthca re
co s t s. Be cause of this, p h a rm a ce u t i cal co m p a n i e s
need to effe ct i vely position their pharm a cog e-
n o m i c s - d e ri ved prod u cts to healthca re payers by
emphasizing the adva ntages of offe ring tailore d
h e a l t h ca re inte rve ntions to their custo m e r s.Pe r s o n a l-
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P E RC E N TAGE OF ADULTS WHO RECEIVE HEALT H CA R E
I N F O R M ATION “O F T E N ”F ROM THE FOLLOWING SOURC E S
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So u rce :C M S Health Ca re Industry Ma rket Upd ate

So u rce : Ha rva rd Me d i cal School and Ha rris Inte ra ct i ve

PRESCRIPTION DRUGS ACCOUNT FOR 10% OF TOTAL HEALT H CARE SPENDING. CMS PREDICTS T H AT 
BY 2010, PRESCRIPTION DRUGS WILL ACCOUNT FOR 14.2% OF TOTAL HEALT H CARE SPENDING.
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i zed medicine
enables diseases to
be preve nted or the
s eve ri ty lessened
t h rough early diagno-

sis and the use of innovat i ve therapies with high effi-
ca cy and significa ntly improved side-effe ct pro f i l e s.
Howeve r, the true value of genotyping to healthca re
p ayers will not be appare nt until its co s t - e f fe ct i ve n e s s
is dete rmined through a long-te rm assessment of
health outcomes and health economic studies. Th i s
u n ce rt a i nty is ex pe cted to delay re t u rns on inve s t-
m e nt and place gre ater pre s s u re on pharm a ce u t i ca l
companies to fund initial po p u l ation te s t i n g.

Pat i e nt empowe rm e nt is ex pe cted to significa nt-
ly affe ct healthca re pro fe s s i o n a l s’ d e c i s i o n - m a ki n g
p roce s s e s, the re po rt says. This is ex pe cted to place
g re ater pre s s u re on the need to re - e d u cate phys i-
c i a n s, which Dat a m o n i tor be l i eves is the largest sin-
gle issue facing pharm a ce u t i cal marke ters and will
h ave the gre atest be a ring on the success of sales and
m a rketing strate g i e s.

The study also reveals that the re l u ct a n ce of the
p h a rm a ce u t i cal industry to invest in pharm a cog e-
nomics is leading to missed revenue oppo rt u n i t i e s.
Companies may be fo rced to re - eva l u ate their
re s e a rch and deve l o p m e nt planning be cause of the
ava i l a b i l i ty of pharm a cogenomics-based diagnostics.
The profit oppo rt u n i ty from smaller markets co u l d
i n c rease dra m at i cally as clinical deve l o p m e nt co s t s
and promotional ex penses are re d u ce d.

“ Ph a rm a cogenomics-based screening prov i d e s
valuable pre d i s position info rm ation that could be
used to increase the customer base for a part i c u l a r
t h e ra py,” s ays Dr.Linda Mc Na m a ra ,h e a l t h ca re strate gy
a n a l yst at Dat a m o n i to r.“ Ph a rmacia is using this strate-
gy through its pharm a cogenomics alliance with
d e Code Genetics to identify genetic markers that are
i n d i cators for pat i e nts most likely to prog ress from an
e a rly to a more adva n ced fo rm of heart disease. Th i s
p re d i ct i ve info rm ation will be vital to the deve l o p-
m e nt of a diagnostic/thera peutic tandem appro a c h
for the management of diseases such as heart failure
and is intended to open up new market oppo rt u n i-
ties for its inve s t i g ational hy pe rtension and heart - f a i l-
u re drug eplerenone (select i ve aldoste rone bloc ke r ) .”

N D C Health Pre s e nt s
P H A R M ATRENDS 2002
Ye a r - i n - Rev i ew

N D C Health Co rp.’s Ph a rm a Trends 2002, a co m-
p re h e n s i ve analysis of pharm a ce u t i cal sales and pur-

chasing tre n d s, has found that growth of the to t a l
p h a rm a ce u t i cal market slowed in 2002 to 12% fro m
18% in 2001 and 15% in 2000. In addition, n ew prod-
u ct sales in 2002 decreased to $156 million ve r s u s
sales of $1.2 billion.

The analysis also revealed that select i ve sero to n i n
re u p t a ke inhibitors and sero to n i n / n o re p i n e p h ri n e
re u p t a ke inhibitors made up the top thera pe u t i c
class in te rms of retail sales in 2002. Howeve r, the to p
p rod u ct in 2002 was Pfize r’s choleste ro l - l owe ring Lip-
i to r, with sales of $5.58 billion.

In te rms of market segment, retail acco u nted fo r
6 7 % , the hospital market 15%, mail order 8%, c l i n i c s
7 % , and the long-te rm market 3%.

Me a n w h i l e, the top 10 pharm a ce u t i cal co m p a-
nies in the U.S. m a rket acco u nted for 53.3% of the
total market segment.

Al e rts To Ph a rm a c i s t s
P R EVENTED 
3 MILLION POT E N T I A L
A DVERSE DRU G
I N T E RAC T I O N S
in One Ye a r

A study of pat i e nt safe ty by Adva n cePCS has doc-
u m e nted that its info rm ation sys tems help avo i d
n e a rly 3 million adverse drug inte ra ctions annually by
i n s t a ntly alerting pharmacists to po te ntially harm f u l
or deadly pre s c ribing situat i o n s.

The study results show that Adva n ce P C S’ p ro p ri-
e t a ry, online sys te m , co n n e cted to virtually eve ry
p h a rm a cy in the Un i ted St ates and serving one in
eve ry four Am e ri ca n s, issued safe ty - re l ated alerts fo r
m o re than 32 million pre s c riptions in a ye a r. Of that
n u m be r, 2.9 million pre s c ri p t i o n s, or 9%, we re
“reve r s e d,”meaning the pharmacist dispensed a safe r
a l te rn at i ve or ca n celled the pre s c ription after co n-
sulting with the pat i e nt and pre s c ribing phys i c i a n .

“O u t - o f - c h a i n” a l e rts — meaning alerts based on
po te ntial drug use inte ra ctions involving pre s c ri p-
tions filled at diffe re nt pharm a cy chains — acco u nt-
ed for 1.1 million of these reve r s a l s, including 23% of

all reversals in the dru g - d rug inte ra ct i o n
cate g o ry, 22% of reversals in the ove ru s e
cate g o ry, and 25% of reversals in the ingre-
d i e nt duplication cate g o ry.These numbe r s
a re significa nt be cause they re p re s e nt
t h e ra peutic changes that would not have
oc c u rred without Adva n ce P C S’rev i ew of a
p at i e nt’s act i ve pre s c riptions filled at all
p rovider pharm a c i e s.

“Our po i nt - o f - s e rv i ce sys tem plays a
c ru c i a l , but often ove rl oo ke d, role in
i m p roving pharm a ce u t i cal ca re safe ty,”
s ays Dr. Joseph Ai t a , Adva n cePCS senior V P
and chief medical office r. “ Not only are
a dverse drug eve nts the fo u rth leading
cause of death in the Un i ted St ate s, t h ey

also are estimated to cost as much as $136 billion
a n n u a l l y, m o re than the co u nt ry’s total ex pense fo r
ca rd i ovascular or diabetic ca re. This ca p a b i l i ty save s
co u ntless of our plan members from ve ry seri o u s,a n d
even fat a l , co m p l i cat i o n s.”

Adva n ce P C S’ d rug use rev i ew sys tem co n d u ct s
s a fe ty checks for all pre s c riptions dispensed to mem-
bers of health plans, e m p l oye r s, and other org a n i z a-
tions that are clients of the co m p a ny. The drug use
rev i ew process starts with a pharmacist ente ring a pre-
s c ription into the pharm a cy’s co m p u ter sys te m ,w h i c h
is then re l ayed to the Adva n cePCS adjudication sys-
te m .The sys tem identifies the pat i e nt and ve rifies the
p ri ce, e l i g i b i l i ty, and pay m e nt te rm s. It also rev i ews the
p at i e nt’s act i ve pre s c ription histo ry, including eve ry
d rug the pat i e nt has filled at any pharm a cy thro u g h
his or her Adva n cePCS membership cove ra g e.

Al e rts are sent to the pharmacist when the
Adva n cePCS sys tem dete cts any of a number of
po te ntial thera peutic co n f l i ct s, such as dru g - a g e,
d ru g - a l l e rgy, d ru g - d i s e a s e, d ru g - d ru g, d ru g - g e n d e r,
d ru g - p re g n a n cy, exce s s i ve co nt rolled substance,
exce s s i ve durat i o n / ove ru s e, high dose, i n g re d i e nt
d u p l i cat i o n , and thera peutic duplicat i o n .

Wo m e n’s Health and
Pain Ma rkets to 
EXPERIENCE DOUBLE-
DIGIT GROWT H

The wo rl dwide market for pre s c ription drugs fo r
wo m e n’s health will nearly double by 2007, a c co rd-
ing to a study released by Ka l o rama Info rm at i o n .
Ma n u f a ct u re r s’ revenue for 2002 approached $36
b i l l i o n ,a c co rding to the study,and will reach $64 bil-
lion in 2007.

The study, Wo m e n’s He a l t h : Wo rl dwide Pre s c ri p-
tion Drug Ma rke t s, reveals that the market has be e n
g rowing at nearly 17% during the past five years and
p re d i cts that growth will co ntinue to be in the dou-
ble digits for the fo reseeable future. Growth will be
s u p po rted by the aging of women around the wo rl d,
p a rt i c u l a rly in the Un i ted St ate s, and an increase in
p rod u ct demand spurred by a still-growing wo m e n’s
health awa reness move m e nt.

According to 
D r. Linda McNamara,
P h a r m a c o g e n o m i c s -
based screening
provides valuable
p r e d i s p o s i t i o n
information that could
be used to increase
the customer base for
a particular therapy.

D r. Linda McNamara
TOTAL PHARMAC E U T I CAL MARKET GROWTH SLOW E D

1 5 %

Pe rce ntages = Ye a r - Ove r - Year Grow t h

1 8 %
1 2 %

1 9 9 9 2 0 0 0 2 0 0 1 2 0 0 2

WAC $ in Bi l l i o n s

2 5 0

2 0 0

1 5 0

1 0 0

5 0

0

So u rce : NDC Ph a rm a ce u t i cal Audit Su i te (PHAST) No te : WAC=wholesale ave rage co s t
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“The impo rt a n ce and po te ntial in this market ca n
be seen in the dynamism of the co m pe t i t i ve land-
s ca pe,” s ays Steven He f f n e r, acquisitions editor at
Ka l o rama Info rm at i o n .“ Ph a rm a c i a’s strong No. 2 po s i-
tion in women's health ce rtainly was a factor in Pfiz-
e r’s decision to move in, and generic companies are
a g g re s s i vely at t a c king the pate nt positions of to p
companies like No. 1 Me rc k . The oppo rt u n i ty is too
l a rge to ignore.”

The study covers the prod u cts and markets fo r
p re s c ription drugs in all sectors of wo m e n’s health
such as autoimmune diseases, ca n ce r, gy n e co l og i ca l
i n fe ction and sexually tra n s m i t ted disease, h o rm o n e -
re l ated indications (including menopause, co nt ra-
ce p t i o n , and sexual dys f u n ct i o n ) , o s te o po ro s i s, a n d
u ri n a ry bladder disord e r s.

A separate Ka l o rama re po rt finds that the U.S.
pain management market will surpass $25 billion this
year and co ntinue to see double-digit growth for the
near future.I n c reasing rates of ca n cer and va rious sur-
g i cal proce d u re s, along with a pat i e nt - d ri ven po l i t i ca l
m ove m e nt to address the unmet needs of chro n i c
pain suffe re r s, a re cre ating gre at oppo rtunities acro s s
the spe ct rum of pain management.

The study, The U.S. Ma rket for Pain Ma n a g e m e nt
Drugs and Dev i ce s, found the part i c u l a rly fast-grow-
ing segments in the market to be spinal co rd stimu-
l ator dev i ces and ce rtain pre s c ription narcotic anal-
g e s i c s, while revenue from ove r - t h e - co u nte r
analgesics and transcutaneous elect ri cal nerve stim-
u l ation dev i ces are slowing somew h at.

“The pre s c ription narcotic segment is in an espe-
cially good position to ca p i t a l i ze on seve ral inte r s e ct-
ing tre n d s,” M r. Heffner says.“ New clinical guidelines
a re urging doctors to ignore the myth that opioids
a re exce s s i vely dangerous at the same time that
p at i e nt advoca cy groups are bringing more and
m o re pat i e nts to the phys i c i a n s’d oo r s te p s. It’s really a
m a rke te r’s dream sce n a ri o.”

OTC Tre at m e nts Rank as
MOST MEMORA B L E
D TC ADS 

I nte rmedia Adve rtising Gro u p’s Top Ten Most Ef fe c-
t i ve Me d i c i n e s / Su p p l e m e nts Ads re po rt focuses exc l u-
s i vely on new campaigns be tween Ja n .1 ,2 0 0 3 ,a n d
Fe b. 2 0 ,2 0 0 3 . The results rank TV ads based upon a
v i ewe r s’a b i l i ty to re call the new ads and their assoc i at-
ed prod u ct s / b ra n d s. The ra n king is deri ved from an
a d’s individual re call sco re and re call index .

Ac co rding to the survey, TV ads for St a c ke r - 2
we i g ht-loss supplement s, Al ka - Se l t zer heart b u rn and
cold relief prod u ct s, and Bre athe Ri g ht nasal stri p s
rank as the most re called adve rt i s e m e nts during the
pe ri od studied.

The re call sco re is the pe rce ntage of te l ev i s i o n
v i ewers who can re call within 24 hours the brand of
an ad that they have been ex posed to during the
n o rmal course of viewing te l ev i s i o n . These sco re s
a re then indexed against the mean sco re fo r all new
ads in the pre s c ri p t i o n ,ove r - t h e - co u nte r, and supple-

m e nts cate g o ries during the time pe ri od (re ca l l
i n d ex ) . A sco re of 100 equals ave ra g e.

B I O P H A R M AC E U T I CA L
P RODUCT APPROVA L
TIMES DROP 21% Si n ce
the 1980s 

Bi o p h a rm a ce u t i cal prod u cts are taking less time
to win FDA approva l , but longer to co m p l e te
re q u i red pre m a rket studies, a c co rding to a re ce nt
a n a l ysis released by the Tu fts Ce nter for the St u dy of
Drug Deve l o p m e nt.

Ac co rding to the Tu fts Ce nte r, mean approva l
time for new biopharm a ce u t i cals dro p ped by 21%
— from 24.9 months to 19.7 months — be twe e n
1982 and 1989 and 2000 and 2002.

Du ring the same time,the ave rage length of clin-
i cal times for new biopharm a ce u t i cals increased by
137% — from 31.2 months to 74 mont h s.

“The net result is that the ave rage combined clin-
i cal and approval time for biopharm a ce u t i cal prod-
u cts that re ce i ved FDA approval from 2000 to 2002
was three years longer than it was in the 1980s,”s ays
Tu fts Ce nter Di re ctor Kenneth I. Ka i t i n .

On ave ra g e, combined clinical and approval time
for re ce ntly approved new biopharm a ce u t i cals too k
7.8 ye a r s, co m p a red with 4.7 years in the 1980s.

Lengthening deve l o p m e nt times for biopharm a-
ce u t i cal prod u cts are at t ri b u ted in part to the fact
t h at deve l o p m e nt prog rams have be come more
co m p l i cated and challenging, M r.Kaitin says.

Two decades ago, the biote c h n o l ogy industry
focused on the deve l o p m e nt of prod u cts thought
most likely to succe e d. Ac co rding to Ja n i ce M.
Re i c h e rt, lead inve s t i g ator on the study, m o re co m-
p l ex and innovat i ve substances are being deve l o pe d
and te s ted tod ay.

“The majori ty of biopharm a ce u t i cals approve d
d u ring the 1980s we re biolog i cal pro teins with we l l -
u n d e r s tood funct i o n s, such as Fa ctor V I I I , or re co m b i-

n a nt ve r s i o n s,such as insulin and human growth hor-
m o n e,”she says.

Longer deve l o p m e nt times have tra n s l ated into
m o re ex pe n s i ve drug deve l o p m e nt prog ra m s.
Ac co rding to the Tu fts Ce nte r, the ave rage drug co s t s
$802 million to develop and bring to marke t.

Key findings from the Tu fts Ce nter analys i s :
• Re co m b i n a nt pro teins co m p rised 70% of new

b i o p h a rm a ce u t i cals approved from 2000 to 2002.
• Mean clinical phase time for re co m b i n a nt DNA

(rDNA) prod u cts was 19% shorter than for mono-
clonal ant i bodies (mAb s ) , but 13% longer than fo r
b i o l og i c s.

• Mean approval phase time for rDNA prod u ct s
was 72% longer than for mAb s, but 75% of mAb s
we re pri o ri ty rev i ewe d, w h e reas only 12% of rDNA
p rod u cts had a pri o ri ty rat i n g.

I nte g rated and 
Cu s to m i zed Solutions 
to DRIVE 
P ROTEOMICS SAMPLE 
P R E PA RAT I O N S

I nte g rate d, c u s to m i ze d, and va l i d ated re s e a rc h
solutions for pro teomics analyses and drug discov-
e ries will fuel growth in the sample pre p a rat i o n s
m a rke t, a c co rding to re s e a rch by Frost & Su l l i va n .
I n c reased number of runs and samples pre p a re d
a re spurring demand for reliable and specific sepa-
ration too l s.

An a l ysis from Frost & Su l l i va n’s Wo rld Pro te o m i c s
Sample Pre p a ration Ma rket re po rt reveals that this
m a rket had revenue of $57.8 million in 2000 and is
poised to expand to $367.7 million by 2009.

To build brand equity and a loyal customer base
in this marke t,a n a l ysts say companies must deve l o p
reliable prod u cts and provide re s e a rchers with the
tools and te c h n i cal suppo rt needed for their
re s e a rc h .

TOP 10 MOST EFFECTIVE MEDICATIONS & SUPPLEMENTS ADS
J A N UA RY T H ROUGH FEBRUA RY 2003

Re ca l l
Ra n k Bra n d Ad De s c ri p t i o n Re call Index

1 St a c ker 2 Lite Mob boss int rod u ces Trish St rat u s, pills in violin ca s e 2 6 7

2 Al ka - Se l t zer Pl u s Man turns to block of ice at surp rise party,nose and thro at tag 2 3 0

3 Bre athe Ri g ht Nasal St ri p s Boy on be d,head flat tens 1 9 7

4 Exce d rin Qu i c k Ta b s Man complains about traffic and headaches 1 8 4

5 Exce d rin Qu i c k Ta b s Ma n ,fit in poc ket be t ter than glass of wate r 1 8 4

6 Tums Ul t ra Man in diner asks wa i t re s s,co m p a res with Pe pcid AC 1 6 0

7 N i co De rm CQ Woman in suit,g raph co m p a res Nico De rm CQ vs.N i co t ro l 1 5 0

8 O n e - A - Day We i g ht Sm a rt Woman re calls when she could eat anything and not gain we i g ht 1 3 7

9 Ab reva Woman checks cold sore in window,m i rro r, s poon 1 3 4

1 0 Pe p to - Bi s m o l Woman by Vegas billbo a rd, talks about family eating out 1 1 7

So u rce :I nte rmedia Adve rtising Group Inc.’s Ad Pe rfo rm a n ce Data Se ri e s
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The pri m a ry challenge faced by re s e a rchers is
the dive rg e nt nat u re of pro te o m i c s. This hampe r s
the deve l o p m e nt of a standard sample pre p a rat i o n
s o l u t i o n . As samples have to be specific to the are a
of re s e a rc h , d i f fe re nt chara cte ristics are impo rt a nt
for samples meant for distinct areas of re s e a rc h .

Tool providers that address this challenge
t h rough custom-made solutions for pro te o m i c s
re s e a rchers can reap gre at pro f i t s. Solutions that are
g e a red towa rd specific re s e a rch needs will enable
be t ter focus on ex pe ri m e ntal design and deri ve
m e a n i n gful info rm ation from dat a .

Consumers Se e ki n g
Online Info rm at i o n
DOUBLES 

e Ph a rma Consumer v2.0, a study of 3,000 online
consumers seeking pharm a ce u t i cal info rm at i o n
o n l i n e, has found that there we re 26.3 million online
consumers seeking pharm a ce u t i cal info rm ation in
the last quarter of 2002. The Ma n h attan Re s e a rc h

s t u dy found that the number has more than doubled
f rom 11 million 18 months earl i e r.

TV co ntinues to be re s ponsible for the va s t
m a j o ri ty of pharm a ce u t i cal DTC prod u ct awa re n e s s
among ePh a rma co n s u m e r s ;h oweve r,online awa re-
n e s s / a dve rtising ri valed pri nt among the ePh a rm a
consumer po p u l ation in this latest re s e a rc h .The to p
f i ve conditions re s e a rched online we re allerg i e s,
d e p re s s i o n , o be s i ty / we i g ht loss, d i a be te s, and acid
re f l u x .The next five we re high choleste ro l , pain man-
a g e m e nt, a n x i e ty / s ocial phobia, hy pe rte n s i o n , a n d
m i g raine headache.

A DVA N C E P C S, I rv i n g,Tex a s, is one of the

n at i o n’s largest indepe n d e nt providers of

health improve m e nt serv i ce s, touching the

l i ves of more than 75 million health plan 

m e m bers and managing about $28 billion

in annual pre s c ription drug spe n d i n g. Fo r

m o re info rm at i o n , visit adva n ce pc s. co m .

B I O I N F O R M ATICS LLC,Arl i n g to n ,Va . , is a

m a rket re s e a rch firm that suppo rts 

m a rke t i n g, s a l e s, and R&D exe c u t i ves in 

the life - s c i e n ce, m e d i ca l - d ev i ce, and 

p h a rm a ce u t i cal industries through 

published re s e a rch re po rt s,c u s to m

re s e a rc h , and co n s u l t i n g. For more 

i n fo rm at i o n , visit gene2dru g. co m .

THE CENTERS FOR MEDICARE AND

M E D I CAID SERV I C E S, Ba l t i m o re, is a 

fe d e ral agency within the U.S. De p a rt m e nt

of Health and Human Se rv i ce s, which ru n s

the Me d i ca re and Me d i caid prog rams —

two national healthca re prog rams that

benefit about 75 million Am e ri ca n s. Fo r

m o re info rm at i o n ,visit cms. h h s. g ov.

D ATA M O N I TOR PLC ., Lo n d o n , is a 

p remium business info rm ation co m p a ny

s pecializing in industry analysis for six

i n d u s t ry secto r s :a u to m o t i ve, co n s u m e r

m a rke t s, e n e rgy, financial serv i ce s,

h e a l t h ca re, and te c h n o l ogy. For more 

i n fo rm at i o n , visit dat a m o n i to r. co m .

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

Ma s s. , is a leader in re s e a rch publicat i o n s,

a dv i s o ry serv i ce s, and co n s u l t i n g. The 

co m p a ny provides strategic info rm at i o n

s e rv i ces and assesses inte rn ational 

p h a rm a ce u t i cal and healthca re industry

t re n d s. For more info rm at i o n ,visit decision-

re s o u rce s. co m .

KA LO RAMA INFORMAT I O N, New Yo rk ,a n

i m p ri nt of Ma rke t Re s e a rc h . co m ,s u p p l i e s

the latest in indepe n d e nt market re s e a rc h

for the life science s. For more info rm at i o n ,

visit ka l o ra m a i n fo rm at i o n . co m .

M A N H ATTAN RESEARCH LLC, New Yo rk ,i s

a marketing info rm ation and serv i ces firm

t h at helps healthca re and life - s c i e n ce 

o rg a n i z ations adapt, p ro s pe r, and ex p l o i t

o p po rtunities in the netwo rked eco n o my.

For more info rm at i o n , visit 

m a n h at t a n re s e a rc h . co m .

MEDTECH INSIGHT, New po rt Be a c h , Ca l i f. ,

p rovides inte l l i g e n ce and insight into the

m e d i cal te c h n o l ogy deve l o p m e nts and the

small and large companies shaping a wide

range of surg i cal proce d u re s. For more

i n fo rm at i o n ,visit medte c h i n s i g ht. co m .

N D C H E A LT H, At l a nt a , is a leading prov i d e r

of health info rm ation serv i ces to pharm a cy,

h o s p i t a l ,p hys i c i a n ,p h a rm a ce u t i ca l ,a n d

p ayer businesses.For more info rm at i o n ,v i s i t

n d c h e a l t h . co m .

RODALE INC., Em m a u s, Pa . , is a leading 

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

l i fe s ty l e s.Rodale reaches more than 30 

million people eve ry month through its

m a g a z i n e s, boo k s,We b s i te s, and other

m e d i a . For more info rm at i o n ,v i s i t

rod a l e. co m .

T U F TS CENTER FOR THE STUDY OF DRU G

D EV E LO P M E N T, Bo s to n ,which is affiliate d

with Tu fts Un i ve r s i ty, p rovides strate g i c

i n fo rm ation to help drug deve l o pe r s,

re g u l ato r s, and po l i cy makers improve the

q u a l i ty and efficiency of pharm a ce u t i ca l

d eve l o p m e nt,rev i ew, and use. For more

i n fo rm at i o n , visit tuft s. e d u / m e d / c s d d.

Follow up
F ROST & SULLIVA N, San Anto n i o, is a global

leader in strategic growth consulting and also

o f fers custom growth consulting to a va ri e ty of

n ational and inte rn ational co m p a n i e s. For more

i n fo rm at i o n , visit fro s t. co m .

HARRIS INTERAC T I V E, Roc h e s te r, N . Y. , is a

wo rl dwide market re s e a rch and consulting firm

t h at combines the power of unique 

m e t h od o l ogies and te c h n o l ogy with 

i nte rn ational ex pe rtise in pre d i ct i ve, c u s to m ,

and strategic re s e a rc h . For more info rm at i o n ,

visit harri s i nte ra ct i ve. co m .

H A RVARD MEDICAL SCHOOL, Bo s to n , is one

of the wo rl d’s pre e m i n e nt institutions in 

m e d i cal education and re s e a rc h .For more

i n fo rm at i o n ,visit hms. h a rva rd. e d u.

H E A LTH PRO D U C TS RESEARCH INC.,

Wh i te h o u s e, N . J . , a division of Ve ntiv Health Inc. ,

p rovides the pharm a ce u t i cal industry with

s o p h i s t i cated consulting serv i ce s, i n c l u d i n g

m a rket re s e a rc h ,p romotion analys e s, m a rke t

s e g m e nt at i o n ,s t rategic planning, s a l e s fo rce

d e p l oy m e nt, and call planning. For more 

i n fo rm at i o n , visit hprm rd. co m .

H E A LTH STRATEGIES GROUP INC., Palo Al to,

Ca l i f. , is a re s e a rch and consulting org a n i z at i o n

s e rving the strategic and info rm ation needs of

the pharm a ce u t i cal industry. For more 

i n fo rm at i o n , visit healthstrate g i e s. co m .

INTERMEDIA ADV E RTISING GRO U P, New

Yo rk , is the ad ratings serv i ce that monitors 

the effe ct i veness of te l evision ads on a daily

b a s i s. I AG employs a sophisticated 

m e t h od o l ogy and re po rting sys tem that 

f u rnishes key ad pe rfo rm a n ce data on 

eve ry co m m e rcial running in prime-time 

n e two rk te l ev i s i o n .For more info rm at i o n ,v i s i t

i a g r. n e t.


