
Drug De l i ve ry’s R I S E
CHALLENGES Big 
Ph a rm a’s Do m i n a n ce

Set to soar from just $2.4 billion to about $12 bil-
lion in just five ye a r s, the value of dru g - d e l i ve ry te c h-
n o l ogies and the market clout of deve l o pers are
m a king established pharm a ce u t i cal giants sit up
and take notice, a c co rding to a study released tod ay
by Ka l o rama Info rm at i o n , a division of Ma rke t-
Re s e a rc h . co m .

Ac co rding to the study, d e l i ve ry te c h n o l og i e s
t h e m s e l ves curre ntly acco u nt for 16% of total rev-
enue in the oral delive ry marke t, with the re s t
at t ributable to sales of the pharm a ce u t i cal be i n g
d e l i ve re d. But by 2005, the te c h n o l ogy co m po n e nt
will soar to more than 40% of the to t a l , in a marke t
valued at almost $30 billion. This growing impo r-
t a n ce means more money for the delive ry industry,

but it also means that drug delive ry co m p a n i e s
will exe rt more influence over prod u ct design and
d eve l o p m e nt.

The oral dru g - d e l i ve ry market is two fo l d,
e n compassing drug delive ry te c h n o l ogy

and the revenue earned from licensing that
te c h n o l ogy and the sales of pharm a ce u t i ca l s

t h e m s e l ve s. Be cause drug delive ry te c h n o l o-
gy is an inte g ral part of the pharm a ce u t i ca l
p rod u ct and the drug delive ry te c h n o l ogy

cannot exist without pharm a ce u t i ca l s, rev-
enue has traditionally been re po rted as total sales.
This is inclusive of the ent i re market for oral dru g
d e l i ve ry. Ka l o rama be l i eves inclusion of the pharm a-
ce u t i cal po rtion gives a disto rted pict u re of the va l u e
of drug delive ry te c h n o l ogies themselve s.Th e re fo re,
the re po rt, p rovides market data for the pharm a ce u-
t i cal and drug delive ry revenue in total and prov i d e s
the pe rce ntage of revenue at t ributable solely to
d rug delive ry sales. Data are pre s e nted for the ent i re
fo re cast pe ri od from 1996 to 2006.

Re ce nt te c h n i cal adva n ces and market eve nt s
h ave significa ntly raised the profile of drug delive ry
te c h n o l og i e s. A spate of big-market pate nt ex p i ra-
tions is giving delive ry innovators a chance to chal-
lenge big pharma for market share with new fo rm u-
l at i o n s. In addition, s p l a s hy new prod u cts on the
h o ri zon (such as inhaled insulin) have given the sec-
tor high visibility.

“ It is no longer possible to turn a blind eye to the
i m po rt a n ce of delive ry te c h n o l ogy to the ove ra l l

pharmaceutical industry,” says
Steven He f f n e r, acquisitions edito r
for Kalorama. “Patent extension,
product differentiation, and the
p romise of the drug discove ry revo-
lution all depend on innovative
d e l i ve ry te c h n o l ogy.”

According to the study, this
growing importance will cause
some changes in the industry’s land-
s ca pe ;n a m e l y, l a rge pharm a ce u t i ca l
companies may vo raciously be g i n
a c q u i ring drug delive ry co m p a n i e s
to expand pre s e n ce, d e e pen prod-
u ct lines, extend prod u ct life cyc l e s,
and fo restall further incursions into
their market share.

The re po rt released tod ay is the
first volume of a larg e, ongoing mar-
ket study of drug delive ry te c h n o l o-
gies from Ka l o ra m a .Volume one,Th e
Ma rket for Oral Drug De l i ve ry Sys-
te m s, examines the market for mod-
ified-release, fast-dissolving, and
t a s te - m a s ked prod u cts and te c h-
n o l og i e s, and is pri ced at $1,995.

Ph a rma Sales Re p s :
L E A R N I N G
F ROM T H E
LEADER 

Pharmaceutical sales-
fo rces have grown 85% in the
past five ye a r s. As salesfo rce s
g row, revenue per sales re p
tends to decre a s e. Due to
this recent trend, leading
p h a rm a ce u t i cal co m p a n i e s
need to improve the effe c-
tiveness and efficiency of
their sales re p s.

Ph a rm a ce u t i cal sales re p-
re s e nt at i ves ope rate in a
highly co m pe t i t i ve wo rl d
w h e re the most succe s s f u l
excel at we aving brief inte ra ctions with doctors into
valuable long-te rm re l at i o n s h i p s. Ac co rding to
re s e a rch from Best Pra ct i ces LLC , sales managers
can ensure that their sales re p re s e nt at i ves win favo r
among physicians by inco rpo rating proven re l a-
tionship management techniques as part of their
t ra i n i n g.

“ Ph a rm a ce u t i cal sales is ve ry much a re l at i o n-
ship-building proce s s,” s ays Ch ris Bog a n , p re s i d e nt
and CEO of Best Pra ct i ce s. “Co n s e q u e nt l y, the pra c-
t i ces used by leading sales reps to build those asso-
c i ations are the co m p a n i e s’ most valuable sales co l-
l ate ra l .”

Consumers Wa nt
S E A RCH ENGINES
t h at Lead to Qu a l i ty
Health We b s i te s

In addition to significa nt consumer co n ce rn s
a bout the quality and re l i a b i l i ty of info rm ation on
h e a l t h - re l ated We b s i te s, s u rvey results released by
the Wa s h i n g to n , D.C.-based health org a n i z at i o n ,
U RAC , also kn own as the Am e ri can Ac c re d i t at i o n
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PHARMA TRAX
SALES, MARKETING,
AND R&D TRENDS AFFECTING
THE HEALTHCARE INDUSTRY 

Read clues that help
d i s ce rn the unique
c u l t u ral and ope rat i n g
d i f fe re n ces of each
o f f i ce
Tailor detailing and
sales messages in
ways that achieve
maximum impact
Build ra p po rt with
p hysicians by ope n l y
discussing goals,
o f f i ce serv i ce needs,
and personal needs

TIPS FOR 
D EV E LOPING 

WINNING 
R E LAT I O N S H I P S

U RAC STANDARDS HAVE BEEN DESIGNED
FOR THE ACC R E D I TATION OF CONSUMER 
ONLINE HEALTH RESOURC E S

Health co nte nt edito rial proce s s

Di s c l o s u re of financial re l ationships 

Links to other We b s i te s

Pri va cy and securi ty

Consumer co m p l a i nt mechanisms

H E A LTH WEBSITE ACC R E D I TATION 
S TANDARDS ADDRESS:

THE WO R L DWIDE MARKET FOR ORAL 
D RUG DELIVERY SYS T E M S
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So u rce : Ka l o rama Info rm at i o n

Fa s t - Di s s o l v i n g / Ta s te - m a s ke d / Mi c ro - e m u l s i o n
Co nt ro l l e d - Re l e a s e / Su s t a i n e d - Re l e a s e / De l aye d - Re l e a s e

No te : $ are in billions



E - H E A LTH PA RA D OX :
It’s Ha rder to Re a c h
Pat i e nts Online Than to
Have an Ef fe ct on Th e m

Although the Inte rnet is increasing its influence
on how pat i e nts approach their healthca re, s t rate-
gies bo rrowed from consumer sites fail to re a c h
t h e m ,a c co rding to Ha rris Inte ra ct i ve and The Bo s to n
Consulting Gro u p.A re ce nt study found that shifts in
h ow people search for healthca re info rm ation pre-
s e nt industry players with new oppo rtunities to
engage and ca p t u re pat i e nts online.

De bo rah Lov i c h , a Bo s ton Consulting Group V P
and co-leader of the BCG’s e-health initiat i ve note s
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He a l t h Ca re / Co m m i s s i o n , found that co n s u m e r s
wa nt search engines that will help them locate high
q u a l i ty health info rm ation on the We b.Mo re than 75
millions consumers use search engines to find
health info rm at i o n .

The URAC study re po rts that more than 90% of
consumers would pre fer a search engine that indi-
cates whether health Websites are accredited
a c co rding to ri g o rous standard s.U RAC suggests that
such a sys tem would help consumers find We b s i te s
m o re likely to provide the high quality, reliable info r-
m ation they desire.

A re ce nt RAND Health study spo n s o red by the
Ca l i fo rnia He a l t h Ca re Fo u n d ation undersco red the
i m po rt a n ce of this issue.The study found that searc h
engines are usually inefficient and searches lead to
i rre l eva nt health info rm at i o n . Al s o, the study fo u n d
t h at search engines are inco n s i s te nt and often pro-
vide ve ry diffe re nt results for similar searc h e s.

“As things now stand, s e a rch engines are some-
times an unreliable way to obtain health-re l ate d
i n fo rm at i o n ,” s ays Ga rry Ca rn e a l ,p re s i d e nt and CEO
of URAC .“Consumers are unable to dete rmine fro m
s e a rch engines which sites and info rm ation are re l e-
va nt and accurate. Th ey wa nt assura n ce that the
s e a rch engines they use will lead them to sites that
a d h e re to quality standard s.”

He a l t h - re l ated We b s i te traffic is cri t i cally depe n-
d e nt on search engines — only one-quarter of the
e s t i m ated 100 million people who seek health info r-
m ation online go dire ctly to a particular We b s i te.

“The challenge with online health info rm at i o n
and search engines is one of quality and tru s t,” M r.
Ca rneal says.“ Not only did we find that the majori ty
of consumers wa nt a quality ‘seal of approva l’ o n
health We b s i te s, but they also wa nt to kn ow there is
a way to find those Websites through search
e n g i n e s.”
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The application of genetics to biopharm a ce u t i cal R&D holds enorm o u s
po te nt i a l ,but is a high-stakes game.An original re s e a rch re po rt issued by Th e
Bo s ton Consulting Group (BCG) details the po te nt i a l :s av i n g s, in the best ca s e,
of more than $500 million and up to two years in developing each new dru g.
In effe ct, t h at would more than halve the curre nt cost of bringing a drug to
m a rke t, and would tra n s fo rm pharm a ce u t i cal R&D and pe rhaps even the
d e l i ve ry of healthca re in genera l . But the re po rt indicates that the applicat i o n
of genetics lags that of genomics te c h n o l og i e s, and that there are many hur-
dles over which the approaches could stumble.

“The po te ntial rewa rds from applying genetics tools to R&D are enor-
m o u s,” s ays Pe ter To l l m a n , a BCG vice pre s i d e nt in the Bo s ton office and lead-
er of the firm’s biopharm a ce u t i cal R&D pra ct i ce.“ It’s possible that co m p a n i e s
co u l d, under ce rtain plausible assumptions, cut the costs of drug deve l o p-
m e nt by more than half.This promise should be te m pe red by the many asso-
c i ated unce rt a i nties howeve r, s i g n i f i ca nt scientific and te c h n i cal pro b l e m s
t h at have yet to be solve d, along with questions about market and re g u l ato-
ry acce p t a n ce.”

M r. Tollman co nt i n u e s, “ If companies ignore genetics, t h ey could falter in
the face of a truly tra n s fo rming te c h n o l ogy. On the other hand, to embra ce
genetics invo l ves placing high-risk be t s. The future of many firms may we l l
d e pend on how successfully they nav i g ate be tween these curre nt s.”

The re po rt co n ce nt rates on two genetics approaches that are applica b l e

to pharm a ce u t i cal R&D: Disease genetics, the search for disease-susce p t i b i l i ty
genes as po te ntial drug targ e t s, and pharm a cog e n e t i c s, p re d i cting pat i e nt s’
d rug re s ponses by analyzing the genetic va ri ations in their DNA.

The two genetic approaches are applied at oppo s i te ends of the phar-
m a ce u t i cal R&D co nt i n u u m .Disease genetics is invo ked early in the drug dis-
cove ry process to help identify and va l i d ate key target genes for thera pe u t i c
i nte rve nt i o n . By co nt ra s t, p h a rm a cogenetics is used mainly to streamline the
l ater stages of drug deve l o p m e nt by selecting for clinical trials those pat i e nt s
l i kely to re s pond favo rably to the ca n d i d ate dru g.

“ Disease genetics holds the po te ntial to change fundamentally the way
d rugs are discove re d, w h e reas pharm a cogenetics could ra d i cally change the
way they are deve l o pe d,” s ays Ph i l i p pe Gu y, senior V P, and leader of BCG’s
wo rl dwide healthca re pra ct i ce.

A targ e ted approach to drug deve l o p m e nt would make clinical tri a l s
m o re efficient and safe r, but pharm a cogenetics will not apply to all dru g s.
Ph a rm a cogenetics will wo rk only where the dru g’s re s ponse and/or side-
e f fe ct profile is clearly linked with genetics, and where that re l ationship ca n
be identified at the appro p ri ate stage of deve l o p m e nt.

Ma rket implications will need to be co n s i d e red as we l l : using Ph a rm a co-
genetics to exclude ce rtain pat i e nts from clinical trials will shrink the po te n-
tial market for the dru g. O n ce again, p h a rm a ce u t i cal exe c u t i ves will co n f ro nt
the question of risk versus rewa rd.

The Impact of Disease Ge n e t i c s

Disease genetics should yield the larger share of cost sav i n g s, with the
bulk being re a l i zed by improve m e nts in the success rate of drug ca n d i-
d ate s. Bu t, these savings might be limited by the fo l l ow i n g :

• Although culprit genes have been identified for numerous ra re, s i n g l e -
gene disord e r s, ve ry few of the underlying genes have been pinpo i nt-
ed for common multigenic disord e r s. So it remains unclear whether a
genetics-based approach to drug discove ry will really wo rk , and if it
d oe s, for which diseases it will be re l eva nt.

• The cost of a co m p re h e n s i ve survey of disease-re l ated genes is exo r b i-
t a nt. Howeve r, this cost is ex pe cted to shrink in the next few ye a r s.

• O riginal disease genetics studies are ex pe cted to identify only a small
n u m ber of genes, and thus a small number of drug ca n d i d ate s, w h i c h
then must struggle to prog ress all the way through clinical tri a l s.

The Po te ntial of Ph a rm a cog e n e t i c s

Ph a rm a cogenetics could fundamentally change the clinical deve l o p-
m e nt of drugs in two ways :

• St reamlining clinical trials — Cl i n i cal trials could be gre atly re d u ced in
s i ze and cost by identifying and excluding in adva n ce those pat i e nt s
u n l i kely to re s pond to the ca n d i d ate dru g. With a pre s e l e cted pat i e nt
po p u l at i o n , the trials could assess a dru g’s po s i t i ve thera peutic effe ct s
far more effe ct i ve l y.

• Sa l vaging co m pounds that would have otherwise failed – Ge n e t i c
a n a l yses could identify and exclude in adva n ce those pat i e nts unlike l y
to re s pond to the dru g, or who are likely to suffer from negat i ve side
e f fe ct s. Th at might enable companies to co ntinue developing dru g
co m pounds that would fail to secure re g u l ato ry approval for bro a d
p at i e nt po p u l at i o n s.

D I S COV E RY AND DEV E LO P M E N T

Genetics in Drug R&D: HUGE REWA R D S , HIGH RISK 
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t h at two co nt ra d i cto ry findings have surf a ce d.
“ Pat i e nts who use the Inte rnet to ex p l o re health
issues re po rt that the info rm ation they find online
has a real impact on how they manage their ove ra l l
ca re and comply with pre s c ri bed tre at m e nt s,” s h e
s ays.“This makes the Web an impo rt a nt lever for co m-
panies seeking to get pat i e nts more invo l ved in ca re
d e c i s i o n s.Ye t, ty p i cal online traffic-building strate g i e s
d o n’t seem to wo rk ,s i n ce usage pat te rns in e-health
bear little re s e m b l a n ce to those in e-co m m e rce.”

Re s e a rch shows that the more pat i e nts use the
Web for health,the stronger their re s ponse to the ca l l
to action issued by healthca re co m p a n i e s.

I n d e e d, those who use the Inte rnet fre q u e nt l y
a re two to three times more likely than infre q u e nt
users to take action that affe cts their diagnosis and
t re at m e nt.

For ex a m p l e, the data pat i e nts find online re s u l t

in their asking physicians more questions and in
g re ater detail. But more impo rt a nt l y, when pat i e nt s
who fre q u e ntly use the Inte rnet for health co n s u l t
with their docto r s,a bout 36% suggest the specific ill-
nesses that they are suffe ring from and 45% re q u e s t
s pecific tre at m e nt s. In co m p a ri s o n , among those
who hardly ever ve nt u re online to find health info r-
m at i o n , only 16% and 19% of pat i e nts re s pe ct i ve l y
exhibit the same act i ve invo l ve m e nt.

Ha rnessing the power of the Inte rnet will be
d a u nting for healthca re co m p a n i e s, s i n ce re a c h i n g
p at i e nts online is difficult. Re ce nt re s e a rch from Ha r-
ris and Bo s ton Consulting Group reveals two key dis-
s i m i l a rities be tween the searching be h aviors of
p at i e nts and co n s u m e r s :

Fi r s t, u n l i ke consumers seeking other info rm a-
tion online, p at i e nts don’t ex p l o re health topics on
the Web at their leisure or for ente rt a i n m e nt.The va s t
m a j o ri ty, 7 7 % , use the Inte rnet for health issues only
when they have specific questions.

Se co n d, the same Inte rnet users who might visit
an automobile site to find info rm ation about cars or
visit and re t u rn to Am a zon to purchase books ty p i-
cally don’t turn to health sites dire ctly when searc h-
ing for health info rm at i o n . To answer their health
q u e ries on the We b, 65% of pat i e nts usually start
with general search engines such as Ya h oo, As k
Je eve s, and Alta Vi s t a . Only 24% make health po rt a l s
such as WebMD and Inte l i Health their first sto p ;1 1 %
s t a rt with disease-specific Web sites such as Onco l o-
gy. com or MSWatc h . And even those who favor spe-
cific health-re l ated sites re po rt that they initially
found them through general search engines.

These findings hold promise for all healthca re
companies that benefit from influencing pat i e nt
be h av i o r, such as pharm a ce u t i cal companies pro-
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P R I M A RY WAY PAT I E N TS SEARCH FOR 
H E A LT H - R E LATED INFORMATION 
ON THE W E B

% of pat i e nts accessing health info rm at i o n

65% Use search engines (includes banner ads)

24% Use general health po rtals 

11% Use disease specific We b s i te s

PAT I E N T’S INTERNET BEHAVIOR MAKES 
THEM DIFFICULT TO REACH ONLINE

So u rce : Ha rris Inte ra ct i ve and BCG An a l ys i s

No te : Results for 14,278 re s po n d e nts using the Inte rnet for health-
re l ated info rm at i o n ; we i g hted to re f l e ct the demog raphics of the
e nt i re online pat i e nt po p u l at i o n .

A D TC UPDAT E

P E RC E N TAGE OF RESPONDENTS CO N TACTING A DOCTOR 
AS A DIRECT RESULT OF V I EWING A DTC AD
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I n d i re ct
Di re ct
To t a l So u rce :D TC Mo n i to r, Ma rket Me a s u res Inte ra ct i ve

In 2001, D TC ads are not generating the dire ct doctor co nt a ct
rates of nine months ago. Howeve r, m o re casual (indire ct docto r
co nt a ct) discussions with physicians have held ste a dy for the last
2 ye a r s.This finding suppo rts other consumer data from the 2001
D TC Mo n i to r, which shows that co n s u m e r s’ discussions with
p hysicians about DTC have be come inte g rated into their 
ongoing healthca re be h av i o r

A DV E RTISING AWARENESS OF DTC : ALL CO N D I T I O N S
JUNE 1996 TO JUNE 2001
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So u rce :D TC Mo n i to r, Ma rket Me a s u res Inte ra ct i ve

While ove rall doctor co nt a ct rates have fallen off somew h at,
g e n e ral consumer awa reness of DTC adve rtising has incre a s e d
3% po i nts in the nine mont h s. In fact consumer awa reness of 
D TC has been trending up since 1996 — the first year of the 
D TC Mo n i to r.
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B CG SEGMENTED PAT I E N TS INTO FOUR
PATIENT POPULATIONS BASED ON T H E
S EV E R I TY OF THEIR CONDITION AND 
THEIR ATTITUDE TOWARD PHYS I C I A N S

55% Info rmed — Rely on doctors to make

health decisions but ty p i cally go online afte r

an office visit to learn more about a 

diagnosis or pre s c ri bed tre at m e nt without,

in their view, wasting the docto r’s time with

q u e s t i o n s

28% Invo l ved — Vi ew themselves as part n e r s

with their physicians in making ca re decisions

and seek info rm ation online both be fo re and

a fter visits to discuss with their docto r;

h oweve r, still rely on their clinician to make

the ultimate decision re g a rding ca re

9% In co nt rol — Feel best suited to dete rm i n e

their ca re ; use online info rm ation to diagnose

t h e m s e l ves be fo re visits to dete rmine which

t re at m e nts they wa nt and to co nv i n ce their

d octor to tre at them acco rd i n g l y

8% Ac cepting — Rely ent i rely on doctors fo r

health info rm ation and decisions

THE IMPACT OF E-HEALTH INFORMATION ON
PAT I E N TS AND PHYS I C I A N S

So u rce : Ha rris Inte ra ct i ve and BCG An a l ys i s
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moting new therapies and managed-ca re playe r s
p romoting pat i e nt co m p l i a n ce with disease-man-
a g e m e nt initiat i ve s. The struggle will be figuring out
h ow to reach them. Tra c king pat i e nts thro u g h
s e a rch engines when logging on for answers to
h e a l t h ca re questions remains highly unpre d i ct a b l e.
Em e rging shifts in pat i e nt be h av i o r, h oweve r, s u g-
gest that healthca re companies can home in effe c-
t i vely on the pat i e nt segments that they wish to tar-
get online.

Re s e a rch shows that while 46% of in-co nt ro l
p at i e nts and 30% of invo l ved pat i e nts often use the
Web for health, only 14% of the info rmed and 3% of
the accepting segments use the Inte rnet in the
same way.

Be cause diffe re nt segments of pat i e nts use e-
health diffe re ntly and for diffe re nt re a s o n s, s o m e
p at i e nts are easier to find, and there fo re easier to
i n f l u e n ce - o n l i n e. Two impo rt a nt be h aviors of these
g roups have emerg e d :

• Pat i e nts alre a dy have begun to migrate to
m o re act i ve segments in the past ye a r.Th i s
suggests that gre ater pat i e nt access to online
i n fo rm ation is leading to gre ater pat i e nt
i nvo l ve m e nt. Ul t i m ate l y, if these shifts co nt i n u e,
the more act i ve pat i e nts could well be co m e
the largest po rtion of the healthca re marke t.

• Pat i e nts who take a more act i ve role in their
ca re are beginning to “s t i c k”to site s.Th e s e
p at i e nts are more likely than pat i e nts in other
s e g m e nts to visit health sites-and disease-spe-
cific sites in part i c u l a r. Only 28% of pat i e nts in
the accepting segment visit health-re l ated po r-
tals and disease-specific Web site s, co m p a re d
with 42% of the in-co nt rol gro u p.With ro u g h l y
the same pe rce ntage — 23% to 27% of each
s e g m e nt visiting healthca re po rt a l s, the diffe r-
e n ces in be h avior are fueled by visits to dis-
e a s e - s pecific site s.This suggests that disease-
s pecific sites are an at t ra ct i ve pull for re t u rn
visits among the most act i ve and valuable seg-
m e nts in healthca re.

“ If, as the data suggest, p at i e nts co ntinue to
be come more act i ve and there fo re more likely to
visit disease-specific site s, we can ex pe ct a shift to
d e e p, n a rrow health site s,” M s. Lovich says. “Co n s e-
q u e nt l y,understanding the disease-specific and seg-
ment-specific offerings that attract and retain
p at i e nts will be an essential element for healthca re
companies to build a future pre s e n ce online.For the
time be i n g, h oweve r, s e a rch engines remain the
most dominant vehicle for reaching pat i e nts on
l i n e.”

Em powe red Pat i e nt s
Are TAKING CHARG E
and Getting Invo l ve d

He a l t h ca re is co ntinuing to undergo fundamen-
tal changes as a result of new business mod e l s,
d eve l o p m e nts in science and te c h n o l ogy, and a
g rowing emphasis on alte rn at i ve or co m p l e m e nt a ry
t h e ra p i e s, a c co rding Eu ro RSCG Wo rl dw i d e.

“ New te c h n o l ogies and
genetic bre a k t h roughs are
f u rther personalizing the
h e a l t h ca re proce s s, w h e t h e r
by allowing pat i e nts to moni-
tor their medical conditions at
h o m e, p roviding bro a d e r
a c cess to info rm at i o n , o r
enabling doctors to tailor

t re at m e nt via genetic te s t i n g,” s ays Ma rk Go l d s to n e,
d i re ctor of deve l o p m e nt for Eu ro RSCG He a l t h ca re.

Among the key trends uncove red by Eu ro RSCG’s
S . T. A . R . : St rategic Tre n d s potting and Re s e a rc h , i n -
home monito ring is on the ri s e.A new generation of
m o n i to ring te c h n o l ogy is allowing pat i e nts to take
routine medical ca re out of the docto r’s office and
i nto their own homes. The ability to monitor one’s
own condition at home be comes impo rt a nt not just
in te rms of cost sav i n g s, but also be cause of the
g re ater sense of indepe n d e n ce it affo rd s.

“ Pat i e nts who play an act i ve role in monito ri n g
their chronic conditions are likely to feel gre ate r
‘ow n e r s h i p’ of the problem — and, h e n ce, m ay be
m o re pro a ct i ve in the pursuit of a solution,”M r. Go l d-
s tone says. “ Em powe red consumers are, by defini-
t i o n , m o re invo l ved in their own healthca re. Th e
d ownside is that they will be ex pe cted to make diffi-
cult decisions and will need to have enough info r-
m ation to make those decisions. The benefit is that
t h ey will be able to help shape more - i n d i v i d u a l
t re at m e nts with more - p recise and specific co u r s e s
of act i o n .”

Web access has bro u g ht into co n s u m e r s’ h o m e s
not only the kind of sophisticated health info rm at i o n
o n ce available only in medica l - s c h ool text boo k s,b u t
also increased access to info rm ation on phys i c i a n s
and medical facilities. Tog e t h e r, the thousands of
h e a l t h - re l ated sites available enable people to
a p p roach their personal healthca re from a po s i t i o n
of kn owledge and increased powe r.

“The passive healthca re consumer is be coming a
relic of the past,” s ays Ann O’ Re i l l y, author of the
re po rt and dire ctor of Eu ro RSCG’s S.T. A . R .“Te c h n o l o-
gy,p a rt i c u l a rly the Inte rn e t,is an enabler,but this shift
is ce nte red more on the ove rall attitudinal tre n d
towa rd pro s u m e ri s m . To an increasing degre e, i n d i-
vidual consumers are be coming more demanding,
m o re sav vy, and less willing to accept mass-marke t
solutions that don’t fit their individual needs. Th i s
applies re g a rdless of whether the ‘p rod u ct’ in ques-
tion is a pair of running shoe s, ki tchen ca b i n e t s, or a
ca n cer tre at m e nt.”

The trend towa rd pat i e nt empowe rm e nt, co m-
bined with new te c h n o l ogies and scientific bre a k-
t h roughs that pe rmit such things as in-home mon-
i to ring and genetics-based pre s c ri p t i o n s, e n s u re s
t h at traditional modes of pat i e nt ca re will be
i n c reasingly vulnerable to change. After a shift to
s te rile docto r s’ o f f i ces and re g i m e nted hospitals,
h e a l t h ca re is once again be coming an inte g ral part
of eve ryd ay life. Tre at m e nts are taking place in the
h o m e,d octors are tre ating the “w h o l e”p at i e nt rat h e r
than the disease, and pat i e nts are playing a larg e r
role in dete rmining how and where their co n d i t i o n s
will be managed.

CONSUMER 
P H A R M AC Y
Pu rchasing Pat te rn s

The second Am e ri So u rce Index , a nat i o n w i d e,
q u a rte rly survey released by Am e ri So u rce He a l t h
Co rp. , polled 1,022 consumers about a range of to p-
ics including the ty pes of special serv i ces they wo u l d
l i ke to see in their local pharm a c i e s, I nte rnet buying,
p re s c ription purchasing pat te rn s, and where they
re ce i ved the best serv i ce.

E L E C T RONIC DATA
CA P T U R E Ma rket Ci te d
for Grow t h

Th e re’s no mistaking the growth and the future
po te ntial of the elect ronic data ca p t u re (EDC) mar-
ke t, a c co rding to Frost & Su l l i va n . For CB Te c h n o l o-
gies Inc. — a premier provider of te c h n o l ogy too l s
and serv i ce s, including Me t a Trial EDC softwa re to the
l i fe - s c i e n ces industry — the results of the U.S. El e c-
t ronic Cl i n i cal Trials Ma rket re po rt, e m p h a s i ze the
s t rength of its market po s i t i o n . Ac co rding to the
re po rt :

• Hy b rid EDC te c h n o l ogy will be favo red by the
l i fe - s c i e n ces industry

• Al l i a n ces with elect ronic pat i e nt diary playe r s
a re strongly enco u raged to cre ate inte g rate d
d ata ca p t u re solutions, enabling the co l l e ct i o n
of pat i e nt data dire ctly into case re po rt fo rm s
( C R F s )

56% Ad j a ce nt to docto r’s office s

19% Shopping malls 

5% Inte rnet 

3% Of f i ce buildings 

2% Health clubs and gy m s

1% Re s t a u ra nts 

WHERE SHOULD THE DRUG STORE OF 
THE FUTURE BE LO CAT E D ?

So u rce : Am e ri So u rce Health Co rp.

39% Locally owned neighbo rh ood dru g s

s to re s

36% Chain drug sto re s

15% Su pe rm a rkets 

4 % Mass merchandisers 

WHICH TYPE OF PHARMACY OFFERS 
THE BEST SERV I C E ?

So u rce : Am e ri So u rce Health Co rp.
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• Consulting firms and other major te c h n o l ogy
p l aye r s, such as Co m p u ter Sciences Co rp. a n d
Si e bel Sys te m s, a re closely watching the EDC
vendors for po te ntial partnerships and affilia-
tions with the top playe r s

The Frost & Su l l i van re po rt states industry ex pe rt s
a g ree that re g a rdless of te c h n o l ogy, the ty pe that will
be come most favo red will be the hy b rid mod e l ,
be cause it offers the co nve n i e n ce of Inte rnet upload-
ing while maintaining ‘on ca l l’clean data at the inve s-
t i g ator site. Hy b rid EDC also allows for batch edits of
p at i e nt re co rd s,a disadva ntage of a pure Web sys te m .
CB Te c h n o l ogies pioneered hy b rid EDC to offer phar-
m a ce u t i ca l , b i o te c h n o l ogy, m e d i cal dev i ce co m p a-
nies and co nt ra ct re s e a rch org a n i z ations a co n s i s te nt-
ly re l i a b l e, s e c u re means to ca p t u re elect ro n i cally the
c ri t i cal data co l l e cted during the clinical trials proce s s.

“We see this re po rt as further affirm ation that our
i n n ovat i ve te c h n o l ogy has be come the industry
gold standard,”s ays James L. Coy n e, CEO of CB Te c h-
n o l og i e s. “We kn ew when we built our Me t a Tri a l
Hy b rid EDC that Inte rnet pe rfo rm a n ce and spe e d
we re major co n ce rns in adopting EDC te c h n o l ogy.
We wo rked to eliminate that as a barrier thro u g h
Me t a Tri a l’s design.”

Pri m a ry - ca re Phys i c i a n s
Will Initially Re m a i n
LOYAL TO PRO ZAC

The U.S. p ate nt ex p i ry of Eli Lilly & Co.’s Prozac (flu-
oxetine) on Au g.2 ,2 0 0 1 ,and the subsequent approva l
of seve ral generic co m pe t i tors are ex pe cted to dra-
m at i cally alter the co m pe t i t i ve landsca pe for select i ve
s e ro tonin re u p t a ke inhibitors (SSRIs ) . In re s ponse to
the question of whether and to what exte nt sales of
other SSRIs will be adversely impacted by the re l e a s e
of generic fluoxe t i n e, Decision Re s o u rces Inc. ,
a n n o u n ced the results of a June 2001 survey of 72
U.S.-based pri m a ry ca re physicians (PCPs) who are
h i g h - volume pre s c ri bers of ant i d e p re s s a nt s.

The survey results indicate that 20% to 25% of
the physicians in this influential group will initially
retain their loya l ty to branded Prozac rather than
t u rning to the newly available generic fluoxetine fo r
n ewly diagnosed depression pat i e nt s. Pre fe re n ce fo r
the branded prod u ct drops dra m at i cally for ex i s t i n g
p at i e nt s, for whom we e kly Prozac is another option.
Pre s c ribing pat te rns will be heavily influenced by
po te ntial fo rm u l a ry re s t ri ct i o n s, as shown by phys i-
cian re s ponses when co n s i d e ring va rious managed-
ca re - m a n d ated tre at m e nt sce n a ri o s.

The exte nt to which sales of other SSRIs — Pfize r
I n c. .’s Zo l o ft, Gl a xo Sm i t h Kl i n e’s Pa x i l , So l vay Ph a rm a-
ce u t i ca l’s Lu vox , and Fo rest La bo rato ri e s’ Ce l exa —
will be adversely impacted by the ava i l a b i l i ty of
g e n e ric fluoxetine is highly depe n d e nt on the
p at i e nt diagnosis and brand of SSRI.The survey finds
t h at the remaining branded SSRIs will not be on a
l evel playing field in te rms of generic ero s i o n . Su rvey
results show the specific pat i e nt subg roups and indi-
vidual brands that will be the most vulnera b l e.

Fo rm u l a ry re s t ri ctions will influence significa nt l y
p hys i c i a n s’ g e n e ric fluoxetine pre s c ribing pat te rn s,
p a rt i c u l a rly when physicians are co n s i d e ring switc h-
ing pat i e nts' medicat i o n s. Results of inte rv i ews with
s even pharm a cy dire ctors of national HMOs showe d
them to be surp risingly co n s i s te nt in their opinions
of the future positioning of generic fluoxetine in
their fo rm u l a ries and po te ntial tre at m e nt dire ct i ve s
t h at would be fo rt h co m i n g.

COX-2 Inhibitors to
Pro pel Pain Ma rket to
$30 BILLION BY 2007

The wo rl dwide market for pain-management
t h e ra peutics is ex pe cted to reach $30 billion by 2007
f rom $22 billion in 2000, a c co rding to a re po rt fro m

Fro nt Line St rategic Ma n a g e m e nt Consulting Inc.
The strong market growth that began in 1998,s te m-
ming from the int rod u ction of Ce l e b rex ,m a rke te d
by Ph a rmacia Co rp. and Pfizer Inc. , and Vi ox x ,m a rke t-
ed by Me rck & Co. , will stabilize at 4.4% during the
n ext six ye a r s. This growth rate will be sustained by
ye a rly wo rld po p u l ation increases and pain manage-
m e nt needs of a large po p u l ation of seniors.

Leading the pain cate g o ry will be NSAIDs, i n c l u d-
ing top brands such as Ce l e b rex and Vi ox x . An a l ys t s
ex pe ct however that these bra n d s’ sales will be
e f fe cted by the imminent launch of the seco n d - g e n-
e ration COX-2 inhibitors that are in deve l o p m e nt.

An a l ysts estimate that about 85 million pe o p l e
wo rl dwide suffer from chronic pain and an addition-
al 193 million suffer from acute pain. Un l i ke chro n i c
p a i n ,a c u te pain is we l l - co nt rolled through the use of
NSAIDS and narco t i c s. Even so, a large po rtion of
e p i s odes of acute musculoske l e t a l , v i s ce ra l , a n d
i nte rm i t te nt pain are not tre ated by a phys i c i a n .

A M E R I S O U RCE HEALTH CO R P. is a dis-

t ri b u tor of pharm a ce u t i cal and re l ate d

h e a l t h ca re prod u cts and serv i ce s, based in

Va l l ey Fo rg e, Pa . , and a provider of phar-

m a ce u t i cals to the acute ca re/health sys-

tems marke t. For more info rm at i o n ,v i s i t

a m e ri s o u rce. co m .

BEST PRACTICES LLC, based in Ch a pe l

H i l l ,N . C . , co n d u cts wo rk based on the

p rinciple that org a n i z ations can chart a

course to supe rior economic pe rfo rm a n ce

by studying the best business pra ct i ce s,

o pe rating tact i c s, and winning strate g i e s

of wo rld-class co m p a n i e s. For more info r-

m at i o n ,call 919-403-0251 or visit be s t - i n -

c l a s s. co m / b p p. ht m .

THE BOSTON CO N S U LTING GRO U P is a

g e n e ral management consulting firm

based in Bo s ton that wo rks with co m p a-

nies in eve ry major industry and global

m a rket to develop and implement strate-

gies for co m pe t i t i ve succe s s. For more

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

CB T E C H N O LOGIES INC., Ph i l a d e l p h i a , is a

p rovider of elect ronic clinical inte l l i g e n ce

tools and serv i ces for the life - s c i e n ce indus-

t ri e s.For more info rm at i o n ,visit cbte c h . co m .

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

Ma s s. ,p rovides pri m a ry and seco n d a ry

re s e a rch publicat i o n s, m u l t i - c l i e nt adv i s o ry

s e rv i ce s, and custo m i zed co n s u l t i n g. Fo r

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

E U RO RSCG WO R L DW I D E, is a global

a dve rtising netwo rk of 221 agencies

l ocated in 75 co u nt ries thro u g h o u t

Eu ro pe, No rth Am e ri ca , Latin Am e ri ca ,As i a

Pa c i f i c, and the Middle Ea s t. For more

i n fo rm at i o n , visit euro r s c g. co m .

F RONT LINE STRATEGIC MANAG E M E N T

CO N S U LTING INC. is an inte rn at i o n a l

consulting co m p a ny based in Fo s ter Ci ty,

Ca l i f. For more info rm ation call Rob Ellis at

6 5 0 - 5 2 5 - 1 5 0 0 , ext. 1 2 3 .

F ROST & SULLIVA N is an inte rn at i o n a l

s t rategic marketing consulting and tra i n-

ing co m p a ny based in San Jo s e, Ca l i f. Fo r

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

HARRIS INTERAC T I V E is a wo rl dw i d e

m a rket re s e a rc h , po l l i n g, and co n s u l t i n g

f i rm based in Roc h e s te r, N . Y. For more

i n fo rm at i o n , visit harri s i nte ra ct i ve. co m .

KA LO RAMA INFORMAT I O N, New Yo rk ,i s

a division of Ma rke t Re s e a rc h . com that

supplies the latest in market re s e a rch fo r

the life - s c i e n ce industri e s. For more info r-

m at i o n ,visit marke t re s e a rc h . co m .

NOP WO R L D, UNITED BUSINESS MEDIA,

is a market re s e a rch agency. For more

i n fo rm at i o n , visit nopwo rl d. co m .

U RAC is a nonpro f i t, h e a l t h - focused org a n i-

z ation and a leader in the accre d i t ation of

m a n a g e d - ca re and spe c i a l ty org a n i z at i o n s

based in Wa s h i n g to n , D. C . For more info r-

m at i o n ,call 202-216-9010 or visit ura c. o rg.

Follow up


