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teams and effe ct i ve pra ct i ces that dri ve co rpo rate
g row t h .

“Su c cessful new prod u ct plan-
ning effo rts re a l i ze that analytica l
team-staffing effo rts are essent i a l
to tod ay’s bloc kb u s ter prod u ct s,”
s ays Paul Me a d e, VP at Best Pra c-
t i ce s.“Teams that have we l l - ro u n d-
ed members who can bring a co m-
b i n ation of ex pe ri e n ce and va ri e d
kn owledge to the planning pro-
cess will pull ahead to int rod u ce profitable re s u l t s.”

Examples of be n c h m a rked hiring te c h n i q u e s
and team-building exe rcises include a co m p a ny that
established a 15-person global franchise team fo r
each of its three thera peutic are a s.

The co m p a ny hired the team based on each
i n d i v i d u a l’s ex pe rtise in each thera peutic area to
p rovide co m m e rcial input for new drug deve l o p-
m e nt.

Another co m p a ny hired and cre ated a marke t-
ing team consisting of individuals who could bri n g
s pecific process ex pe ri e n ce to the table.This allowe d
the team to back their assumptions with strong dat a ,
building inte rnal cre d i b i l i ty.

A separate study from Best Pra ct i ces found that
top pharm a ce u t i ca l
and biotechnology
companies can stay
ahead of the co m pe-
tition by focusing on
re c ru i t i n g, d eve l o p-
i n g, and managing
i n f l u e ntial phys i c i a n s
to become strong
disease and brand
a dvocate s.

The study —
Spe a ker Training and
Deve l o p m e nt : Dri v-
ing Ph a rm a ce u t i ca l
Brand Growth —
found that fo rwa rd -
looking companies
structure training
sessions and build
o rg a n i z ational ca p a-
bilities to sys te m at i-
cally manage spe a k-
ers as valuable
a s s e t s.

The leading pra ct i ce s, m a n a g e rial insight s, a n d
be n c h m a rk metrics revealed in the study are draw n
f rom exc l u s i ve inte rv i ews with 12 of the wo rl d’s most
re s pe cted pharm a ce u t i cal co m p a n i e s. Key pra ct i ce s
d i s cove red by the study include:

• Leading companies design and implement fo r-
mal spe a ker training prog rams to ensure co n s i s te n-
cy in spe a ker quality and message delive ry.

• Be n c h m a rk partners re po rt numerous be n e f i t s
a s s oc i ated with cre ating a ce nter of ex pe rtise to take
re s po n s i b i l i ty for spe a ker training and management.
The cre ation of a ce nter of ex pe rtise re i n fo rces the
l o n g - te rm mindset nece s s a ry for process improve-
m e nt and org a n i z ational ca p a b i l i ty building.

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

ACNielsen St u dy
T RACKS CO N S U M E R
RX and OTC USE

A co m p re h e n s i ve re s e a rch serv i ce that measure s
consumer purchases and use of pre s c ription and
ove r - t h e - co u nter medicines has been launched by
ACNielsen U.S. Ho m e s can RX / OTC Consumer Pa n e l
uses AC N i e l s e n’s nationally re p re s e nt at i ve Ho m e s ca n
consumer panel to track ailment s,the remedies pe o-
ple purc h a s e, and the remedies they actually use.

“While dire ct - to - consumer adve rtising is a re l a-
t i vely new pra ct i ce for the pharm a ce u t i cal industry, i t

is clear that drug manufact u rers are investing heav i-
ly in this marketing effo rt,”s ays Nick So rv i l l o,senior V P
of ACNielsen Ho m e s can Consumer Panel Se rv i ce s.
“Our study clearly shows those effo rts are paying off
in gre ater brand awa reness among co n s u m e r s.”

M r. So rvillo says the initial findings, based on the
re s ponses of more than 90,000 individuals, a l re a dy
h ave identified numerous oppo rtunities for the

p h a rm a ce u t i cal industry.“ Fully one-fifth of pe o p l e
who ackn owledge having a choleste rol pro b-

lem are not tre ating the problem at all,” h e
s ays.“Cl e a rl y, this is one area where the indus-
t ry could focus on increasing re m e dy use.”

The Ho m e s can RX / OTC Consumer Pa n e l
re s e a rch serv i ce tracks the same house-

holds over time, which Mr. So rvillo says
positions the serv i ce not only to ident i f y

o p po rtunities for the pharm a ce u t i ca l
i n d u s t ry, but also to eva l u ate co n s u m e r

a c ce p t a n ce of new prod u cts and marke t i n g
campaigns rolled out in re s ponse to those oppo r-

t u n i t i e s.

RO BUST RECRU I T I N G
TAC T I C S Dri ve
Pe rfo rm a n ce

Pharmaceutical companies that successfully
re c ruit and hire a staff with exte n s i ve scientific and
business kn owledge reap ex po n e ntial eco n o m i c
rewa rd s, a c co rding to a Best Pra ct i ces study.

The study — Driving Growth through New Prod-
u ct Planning and St rategic Al l i a n ces — reveals how
the most successful pharm a ce u t i cal and biote c h n o l-
ogy companies examine ca n d i d ate s’m e d i cal kn ow l-
e d g e, m a n a g e m e nt ski l l s, n e two rking ability, a n d
co m m u n i cation skills be fo re promoting them to to p
po s i t i o n s.This process was found to build dominant

MEASURING CONSUMER PRESCRIPTION AND OTC PURC H A S E S

Al l e rg i e s 1 2 % 1 5 % 3 7 % 3 2 % 1 6 %

Co u g h / Co l d / Fl u 1 2 1 1 1 0 6 5 1 4

He a rt b u rn / Ul ce r 8 1 5 2 8 5 0 7

High Bl ood Pre s s u re 8 4 9 2 0 . 5 4

Mu s c u l a r / Jo i nt Pa i n 7 1 4 2 1 4 9 1 7

Ch o l e s te ro l 6 4 7 3 3 2 0

Ac n e 4 7 1 7 4 6 3 0

Art h ritis -Oste o 4 2 2 3 6 3 1 1 1

I n fe ct i o n s 4 1 9 5 7 1 2 1 1

As t h m a 3 4 8 4 3 9

So u rce : ACNielsen U.S.Ho m e s can RX / OTC Consumer Pa n e l

No te s : * Pe rce ntage of re s po n d e nts who ex pe ri e n ced ailment in past six mont h s.

Su rvey fielded in Fe b ru a ry and Ma rch 2002.

% Re s po n d e nts % Tre ated with % Tre ated with % Tre ate d No
Ai l m e nt s u f fe ring fro m * RX and OTC RX only with OTC only t re at m e nt
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s e rv i ce from seve nth in fall 2001.Wyeth had the third -
highest number of co nt a cts to medical dire ctors in
s p ring 2002. Panelists noted the co m p a ny’s wo m e n’s
health prog rams and suppo rt for physician and mem-
ber educat i o n .

In a separate survey of managed-ca re pharm a cy
exe c u t i ve s, Me rck was ra n ked No. 1 in ove rall serv i ce
to managed ca re in the spring 2002 audit fro m
Ve ri s p a n .This was the second audit cycle in a row in
which Me rck finished first ove ra l l .

Ph a rm a cy exe c u t i ves say Me rck acco u nt pe r s o n-
nel are “a b s o l u tely the be s t ;s m a rt ; on top of issues.”

One pharm a cy exe c u t i ve
n o tes that the co m p a ny “s e e s
managed ca re as a partner to
m a x i m i ze value of re m a i n i n g
p ate nt s.” By region of the
co u nt ry, Me rc k’s stro n g e s t
ove rall pe rfo rm a n ce was in
the Mi dwest and No rt h e a s t.
The co m p a ny also finished in
the top five for co nt ra ct s,
value-added serv i ce s, a n d
kn owledgeable acco u nt pe r-
s o n n e l .

Nova rtis ra n ked seco n d
for ove rall serv i ce, one po i nt
f rom tying Me rck for first. Fo r
the third co n s e c u t i ve audit,
Nova rtis finished first for co n-
t ra ct s. The co m p a ny also ca p-
t u red the top spot for kn ow l-
edgeable acco u nt pe r s o n n e l .

Ave ntis improved its ra n k-
ing to finish third for ove ra l l
s e rv i ce in spring 2002. Pa n-
elists co m m e nted favo ra b l y
on Ave nt i s’ kn ow l e d g e a b l e
a c co u nt pe r s o n n e l , f l ex i b i l i ty
in co nt ra cting and pri c i n g,
and focus on managed ca re.

Gl a xo Sm i t h Kline and
Wyeth placed fo u rth and fift h ,
re s pe ct i ve l y, for ove rall serv i ce.
Ph a rmacia improved in thre e
of the four assessment are a s,
e a rning a spot in the top 10 fo r
co nt ra ct s, value-added ser-
v i ce s,and ove rall serv i ce.

In the value-added ser-
v i ce s, kn owledgeable acco u nt
pe r s o n n e l , and ove rall serv i ce
cate g o ri e s, Lilly finished sixt h ,
n i nt h ,and 13th,re s pe ct i ve l y. I n
the kn owledgeable acco u nt
personnel are a , the co m p a ny
ra n ked nint h , up from 39th in
fall 2001.

Ab bott and Fo rest ra n ke d
in the top 10 for ove rall serv i ce.
This was Ab bo t t’s fo u rth co n-
s e c u t i ve finish in the top 10;
Fo rest has placed in the audit’s
top 10 for ove rall serv i ce since
s p ring 1999.

A third survey, this one of managed-ca re phar-
m a cy exe c u t i ve s, g ave Ave ntis top honors for co n-
veying messages from managed-ca re org a n i z at i o n s
to phys i c i a n s, a c co rding to Sco t t - Lev i n’s spring 2002
edition of The Sco t t - Levin St rategic Adva nt a g e : A
Co m pe t i t i ve Vi ew of Managed Ca re Sales Fo rce s
f rom Ve ri s p a n .

Co m m u n i cating managed ca re’s message to
d octors is kn own as “p u l l - t h ro u g h .”Ph a rm a cy exe c u-
t i ves often use pharm a ce u t i cal acco u nt personnel to
co nvey a managed-ca re org a n i z at i o n’s message to
p hys i c i a n s.These messages may include, but are not
l i m i ted to, fo rm u l a ry changes/upd ate s, e d u cat i o n a l
i n fo rm at i o n , p rog ra m s, a p p ro p ri ate utilizat i o n , m a r-
ket share, and guidelines.

In one of the eight image-assessment are a s
t ra c ked by the study,re s po n d e nts we re asked to iden-
tify the companies that do the best and worst job of
co nveying the managed-ca re org a n i z at i o n’s message
to phys i c i a n s.Ra n kings we re based on net sco re s.

Ave ntis was singled out for offe ring clear ex p l a-
n ations and spreading the message to netwo rk doc-
to r s ;g ood pull-through for Al l e g ra ; and for having a
g ood - s i ze salesfo rce and [being] co m m i t ted to
d e l i ve ring the appro p ri ate message.

Ab bott placed second in this assessment cate-
g o ry. Ph a rm a cy exe c u t i ves co m p l i m e nted Ab bo t t
for co nveying messages surrounding appro p ri ate
a ntibiotic use. Me rck finished third for co nvey i n g
m a n a g e d - ca re messages to docto r s.

A separate Ve rispan audit has found that phar-
m a ce u t i cal companies have been steadily incre a s-
ing promotion to the long-te rm ca re industry.
Be tween spring 2000 and spring 2002, co nt a ct s
made to long-te rm ca re grew 47%, a c co rding to the
S co t t - Levin Nursing Home Ph a rm a cy Prov i d e r / Co n-
s u l t a nt Promotional Audit from Ve ri s p a n .

The 2002 Sco t t - Levin St rategic Adva ntage re po rt
i n d i cates that 13 pharm a ce u t i cal companies now
h ave salesfo rces dedicated to the long-te rm ca re
i n d u s t ry, while another five have partially dedicate d
sales te a m s.

In spring 2002, l o n g - te rm ca re providers and
co n s u l t a nt pharmacists part i c i p ating in the Nu r s i n g
Home Ph a rm a cy Prov i d e r / Co n s u l t a nt Pro m o t i o n a l
Audit rated Johnson & Johnson best for ove rall ser-
v i ce and No. 1 in three of the four assessment cate-
g o ri e s : co nt ra ct s, kn owledgeable re p s, and ove ra l l
s e rv i ce,while placing the co m p a ny second for va l u e -
added serv i ce s.

P f i zer came in first place in the value-added ser-
v i ces cate g o ry, while ra n king second in co nt ra ct s,
kn owledgeable re p s, and ove rall serv i ce.

Nova rtis improved its ra n kings in each assess-
m e nt area and was among the top five in all four cat-
e g o ri e s.The co m p a ny rose from fifth to third in ove r-
all serv i ce be tween fall 2001 and spring 2002.

Ph a rmacia remained fo u rth for ove rall serv i ce
a n d, for the second time since the Ph a rm a c i a / Se a rl e
m e rg e r, finished among the top 10 in each are a .

As t ra Ze n e ca improved its ra n king in three of the
four assessment cate g o ries in spring 2002:co nt ra ct s,
kn owledgeable re p s, and ove rall serv i ce.The co m p a-
ny made its biggest improve m e nt in ove rall serv i ce,
jumping from ninth to fift h .

V E R I S PAN AU D I TS
RANK PHARMA
CO M PA N I E S
Ac co rding to Se rv i ce
and Pro m o t i o n

Four re ce nt Ve rispan studies have ra n ked phar-
m a ce u t i cal co m p a n i e s’ ove ra l l
s e rv i ce to managed-ca re med-
i cal dire cto r s, ove rall serv i ce to
managed-care pharmacy
executives, conveying mes-
sages from managed-care
organizations to physicians,
and promotion to the long-
te rm ca re industry.

P f i zer was ra n ked the to p
p h a rm a ce u t i cal co m p a ny fo r
ove rall serv i ce to managed-
ca re medical dire cto r s, a c co rd-
ing to the Sp ring 2002
S co t t – Levin Managed Ca re
Me d i cal Di re ctor Pro m o t i o n a l
Audit from Ve ri s p a n . P f i zer fin-
ished No.1 for value-added ser-
v i ces and ove rall serv i ce. Th e
co m p a ny also was ra n ked first
in the disease management
a re a , a distinction it has held
s i n ce spring 2000. P f i zer made
the second-highest number of
co nt a cts to medical dire ctors in
s p ring 2002. Me d i cal dire cto r s
p raised Pfizer for its suppo rt of
value-added prog rams and
g ood wo rking re l at i o n s h i p s.
One panelist said the co m p a ny
p rovided “reliable info rm at i o n
and [was] willing to suppo rt
o rg a n i z ational needs thro u g h
g ra nt s.”

GlaxoSmithKline tied for
s e cond place in ove rall serv i ce
in spring 2002. The co m p a ny
finished first in the clinical
o b j e ct i v i ty, disease manage-
ment, and knowledgeable
a c co u nt personnel cate g o ri e s.

Ave ntis also was ra n ke d
s e cond for ove rall serv i ce by
medical directors in spring
2002. The company placed
t h i rd for clinical object i v i ty.

Me rck & Co. finished fo u rt h
for overall service and
remained in the top five in all
a s s e s s m e nt are a s. Cozaar and
Vioxx were the company’s
most pro m o ted prod u ct s.

Wyeth rose to fifth in ove ra l l

M E D I CAL DIRECTORS IDENTIFY 
TOP 5 PHARMA CO M PANIES ON:

1 . P f i ze r

2 . Ave nt i s

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

4 . Me rc k

5 . Wye t h

OV E RALL SERV I C E

1 . Me rc k

2 . Nova rt i s

2 . Ave nt i s

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

5 . Wye t h

OV E RALL SERVICE 
TO MANAGED CA R E

1 . Ave nt i s

2 . Ab bo t t

2 . Me rc k

4 . Nova rt i s

5 . Wye t h

CO N V EYING 
M A N AG E D - CARE MESSAG E S

1 . Johnson & Jo h n s o n

2 . P f i ze r

2 . Nova rt i s

4 . Ph a rm a c i a

5 . As t ra Ze n e ca

OV E RALL SERVICE TO LO N G -
TERM CARE PHARMAC I S TS

So u rce :Sp ring 2002 Sco t t - Lev i n’s :Nu r s i n g
Home Ph a rm a cy Prov i d e r / Co n s u l t a nt 
Promotional Au d i t ;Managed Ca re Me d i ca l
Di re ctor Promotional Au d i t ;St rate g i c
Adva nt a g e :A Co m pe t i t i ve Vi ew of Ma n-
aged Ca re Sales Fo rce s ;and Managed Ca re
Ph a rm a cy Exe c u t i ve Promotional Au d i t
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He a l t h ca re Se cto r
Provides N EW
R EV E N U E
O P P O RT U N I T I E S fo r
Te l e co m m u n i cat i o n s
I n d u s t ry

As the te l e co m m u n i cations industry struggles to
ove rcome the adverse effe cts of the eco n o m i c
d ow nt u rn , the healthca re sector will offer impo rt a nt
n ew revenue oppo rt u n i t i e s, a c co rding to analys i s
f rom Frost & Su l l i va n . A study of the U.S. He a l t h ca re
Ve rt i cal Te l e co m m u n i cations Ma rkets has reve a l e d
t h at the healthca re segment generated reve n u e
totaling $18.2 billion in 2001. Ste a dy growth co u l d
t a ke total revenue to $24.1 billion in 2005.

Developing the infra s t ru ct u re for te l e m e d i c i n e
a p p l i cat i o n s, which can extend access for individu-
als in ru ral areas to pri m a ry ca re, s pe c i a l i s t s, a n d
health education is ex pe cted to provide a means fo r

ca rriers to enter the healthca re sector or ex p a n d
m a rket share.

“The fe d e ral gove rn m e nt and re s e a rch unive r s i-
ties are showing increasing inte rest in te l e m e d i c i n e,”
s ays Stephanie At ki n s o n , an industry analyst at Fro s t
& Su l l i va n . “Telemedicine and telehealth initiat i ve s
will demand more adva n ced te l e co m m u n i cat i o n
s e rv i ces as they grow and be come more acce p te d,
‘n o rm a l’ fo rms of healthca re.”

Building telemedicine netwo rks will re q u i re
m o re sophisticated softwa re, h a rdwa re, and wire l i n e
and wireless te l e co m m u n i cation serv i ce s. H i g h - e n d
d ata transmission will be needed to tra n s fer images,
v i d e o, and vo i ce be tween docto r s, n u r s e s, and other
hospitals or clinics.

In addition, the expansion of wireless applica-
tions for healthca re providers could bo l s ter reve n u e
g row t h .

“Wi reless handheld dev i ces and personal digital
a s s i s t a nts are used by many physicians and nurses
to re s e a rch healthca re info rm at i o n , v i ew pat i e nt
re co rd s,p re s c ri be medicat i o n s, and more,”M s.At ki n-
son says.“ By offe ring a means to increase data accu-
ra cy and ultimately improve pat i e nt ca re, h a n d h e l d
s e rv i ces are ex pe cted to grow ra p i d l y, e s pecially as
t h ey are proven to be secure and re l i a b l e.”

C Y B E RC H O N D R I AC S
S U P P O RT
P H A R M AC E U T I CA L
CO M PA N I E S
Co m m u n i cat i n g
Di re ctly Wi t h
Consumers Online 

Cy be rc h o n d riacs — people who use the Inte r-
net for health or healthca re — suppo rt the idea of
p h a rm a ce u t i cal companies co m m u n i cating dire ct l y
with consumers online. A re ce nt Ha rris Inte ra ct i ve
online survey of cy be rc h o n d riacs in Fra n ce, Ge r-
m a ny, Ja p a n , and the U.S. found that the stro n g e s t
s u p po rt for dire ct online co nt a ct with pharm a ce u t i-
cal companies is in the U.S. (87% in favo r ) , and the
we a kest is in Japan (59% in favo r ) .

Although the U.S. was found to be the most
o pen to using the Inte rnet for va rious health-re l ate d

P H YSICIANS SAY THE INTERNET PLAYS AN IMPORTANT ROLE IN PRAC T I C I N G
M E D I C I N E. Almost half of physicians surveyed by the Am e ri can Me d i cal As s oc i ation say
the Inte rnet has had a major impact on the way they pra ct i ce medicine.The rising influence
of the Inte rnet on clinical medicine has pro pelled an increase in the fre q u e n cy and durat i o n
of Web use among the 78% of physicians who now make use of cy be r s p a ce.

These findings come from the 2002 AMA St u dy on Phys i c i a n s’ Use of the Wo rld Wi d e
We b,which inte rv i ewed a total of 977 physicians in the U.S. f rom August to De ce m ber 2001.
The survey is the fo u rth analysis of nationwide pat te rns of online physicians co n d u cted by
the AMA.

A M AS U RV EY CO N C LUDES THE INTERNET IS IMPACTING THE PRACTICE OF MEDICINE

M E D I CAL SPECIALISTS WEBSITE DEV E LO P M E N T

0 % 1 0 % 2 0 % 3 0 % 4 0 % 5 0 %

Ob s te t ri c s / Gy n e co l ogy

Su rg e ry

Pe d i at rics 

Family Pra ct i ce

I nte rnal Me d i c i n e

An e s t h e s i o l ogy

Ra d i o l ogy

Ps yc h i at ry

Ot h e r

4 4 %
3 2 %

4 2 %
4 3 %

3 9 %
3 6 %

3 6 %
2 9 %

3 0 %
2 0 %

1 7 %
1 0 %

1 3 %
1 6 %

1 2 %
9 %

2 3 %
2 3 %

So u rce : 2002 AMA St u dy on Phys i c i a n s’Use of the Wo rld Wide We b

2 0 0 1
2 0 0 0

• Physician use of the Web is be coming more fre q u e nt.
Two - t h i rds of online physicians access the We b
d a i l y, an i n c rease of 24% s i n ce 1997.

• Physicians who use the Web have extended the
hours they spend online. The ave rage number of hours
a physician uses the Web per week jumped from 4.3
hours in 1997 to 7.1 hours in 2001.

• Additional growth can be ex pe cted in the 
n u m ber of hours spe nt on the We b, with phys i c i a n s
i n d i cating they ex pe ct to use the Inte rnet an 
ave rage of 9.6 hours per we e k d u ring the next 
six mont h s.

• Although there is still a trend for younger physicians to
use the Web more than older phys i c i a n s, the pe rce nt a g e
of older physicians using the Web increased rapidly fro m
the previous ye a r. In 2001, 65% of physicians 60 ye a r s
old or older used the We b, co m p a red with 43% in
2 0 0 0 .

• About 3 of 10 physicians using the Inte rnet 
c u rre ntly have a We b s i te, a pro po rtion that has
remained co n s t a nt since 1999.

• The pri m a ry reasons physicians have a site on the
Web is to pro m o te and adve rtise their pra ct i ce o r
p rovide pat i e nt education and info rm at i o n . In 2001, t h e
pe rce ntage of physicians using the Web to adve rtise and
p ro m o te their pra ct i ce i n c reased by 11% f rom the 
p revious ye a r.

So u rce : 2002 AMA St u dy on Phys i c i a n s’ Use of the Wo rld Wi d e

We b

TRENDS IN PHYSICIAN INTERNET USAG E
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p u rpo s e s,it also is the least open to using
We b s i tes not deve l o ped in their ow n
co u nt ry.

This online study was co n d u cted in
Ja n u a ry 2002 with 309 cy be rc h o n d ri a c s
in the U.S.,327 in Fra n ce, 407 in Ge rm a ny,
and 275 in Ja p a n .

Being a Co u c h
Po t ato is BAD 
FOR THE EY E S

Su rfing the Web and watching te l ev i-
sion not only can add ext ra pounds and
m e ntal stress but have a negat i ve impact
on vision, too.

Sales of eye - ca re prod u cts designed
to soothe eyes that are re d,d ry,or otherwise irri t ate d,
h ave been ri s i n g, a fact that may be re l ated to the
f a ct that ant i d e p re s s a nts and flicke ring co m p u te r
and te l evision screens can cause dry eye s, a c co rd i n g
to a study by Nova rtis Opht h a l m i c s.

Data supplied by Nielsen Media Re s e a rch indi-
cate that te l evision news shows we re top ra n ked fo l-
l owing the te rro rist attacks of Se p te m ber 11. In addi-
t i o n , Ju p i ter Media Me t rix re po rted that more than
50 million people visited Web news sites last
Se p te m be r, up 11% from August 2000.

“This is the time of year when we ex pe ct some
seasonal spikes in sales of some of our prod u ct s
be cause of eye irri t ation assoc i ated with allerg i e s,”
s ays Dr. Yvonne Jo h n s o n ,d i re ctor of medical affairs
for Nova rtis Opht h a l m i c s. “ But this spike is larg e r
than normal indicating that there are other ca u s e s.”

Ce rtain ant i d e p re s s a nts and the decreased blink-
ing assoc i ated with co n s t a nt co m p u ter and te l ev i-
sion viewing also can cause dry eye.

Dr. Johnson notes that sales of her co m p a ny’s
d ry - eye tre at m e nt prod u ct Ge n Te a l ,h ave incre a s e d
over the same pe ri od from last ye a r. Dry eye is char-
a cte ri zed by irri t at i o n , re d n e s s, b u rn i n g, i tc h i n g,
s c ratc h i n e s s, te a ri n g, s e n s i t i v i ty to light, a n d / o r
mucus secre t i o n .

In addition, p re s c riptions for ant i d e p re s s a nt s
i n c reased 16% nationally in the last two weeks of
Se p te m ber 2001 over the same pe ri od the ye a r
be fo re, a c co rding to statistics from a nat i o n w i d e
health info rm ation serv i ce.

St atistics from a National Science Fo u n d at i o n
s t u dy on children 9 years old through 17 years old,
revealed that kids spend an ave rage of six and one-
half hours a day watching TV, p l aying co m p u te r
g a m e s, and surfing the Inte rn e t. Ac co rding to Pa r-
e nts Te l evision Co u n c i l , c h i l d ren spend more time
watching te l evision than in any other act i v i ty exce p t
s l e e p.

“I agree with the mental health pro fe s s i o n a l s
t h at suggest that we shouldn't watch TV news all
the time and instead take it in smaller bite s,”s ays Dr.
Jo h n s o n .“ Re m e m ber what your mother used to say:
‘Tu rn off that TV and go outside’. Th at’s still good
a dv i ce tod ay. It’s not only good for your eyes but fo r
your we i g ht and your mental health, no mat ter how
old you are.”

The National Me ntal Health As s oc i ation of Ge o r-
gia advises that watching too much te l evision news
or surfing the Web for re po rts of te rro rist at t a c k s,b i o -
c h e m i cal wa rf a re, job layo f fs,and war are not healthy
for a pe r s o n’s mental or phys i cal we l l - be i n g.
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ACNIELSEN U.S., S c h a u m b u rg, Il l . , is a

m a rketing info rm ation co m p a ny. For more

i n fo rm at i o n , visit acnielsen.co m .

A M E R I CAN MEDICAL ASSOCIAT I O N,

Ch i ca g o, is an org a n i z ation consisting of

p hysicians dedicated to the health of

Am e ri ca . For more info rm at i o n , visit 

a m a - a s s n . o rg.

BEST PRACTICES LLC, Ch a pel Hill, N . C . ,

co n d u cts studies into the best business

p ra ct i ce s, o pe rating tact i c s, and winning

s t rategies of wo rld-class org a n i z at i o n s. Fo r

m o re info rm at i o n , visit be s t - i n - c l a s s. co m .

F ROST & SULLIVA N, San Anto n i o,Tex a s,

p rovides strategic market consulting and

t ra i n i n g. For more info rm at i o n ,v i s i t

f ro 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 co n s u l t-

ing firm . For more info rm at i o n , visit harri s-

i nte ra ct i ve. co m .

N OVA RTIS OPHTHALMICS is a global

leader in the re s e a rc h ,d eve l o p m e nt, a n d

m a n u f a ct u ring of leading opht h a l m i c

p h a rm a ce u t i cals that assist in the tre at-

m e nt of glauco m a ,a g e - re l ated macular

d e g e n e rat i o n , eye inflammat i o n , oc u l a r

a l l e rg i e s, and other diseases and disord e r s

of the eye ;U . S .h e a d q u a rters are in

At l a nt a , with wo rl dwide headquarters in

Bu l a c h , Sw i t ze rl a n d. For more info rm at i o n ,

visit nova rt i s o p ht h a l m i c s. co m .

V E R I S PA N, New tow n , Pa . , is a healthca re

i n fo rm atics joint ve nt u re of Qu i nt i l e s

Tra n s n ational Co rp. and Mc Kesson 

Co rp. t h at provides pat i e nt - l eve l ,

longitudinal dat a , with de-identified 

d ata from about 1.4 billion U.S.

p h a rm a cy tra n s a ctions and about 275 

million elect ronic medical tra n s a ct i o n s

a n n u a l l y. For more info rm at i o n ,v i s i t

ve ri s p a n . co m .

Follow up

According to Dr. Yvonne Johnson,

director of medical affairs for Novartis

Ophthalmics, the recent spike in sales

for dry-eye products can be attributed

to more than seasonal allergies.


