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i nvest market re s e a rch dollars in prelaunch stages to
d e te rmine whether the market exists for succe s s.

Re s e a rchers at Cutting Edge Info rm ation say
t h e re is an oppo rt u n i ty for pharma companies to
i nvest more in early-stage market re s e a rch to dri ve
R&D and marketing years be fo re a prod u ct re a c h e s
the marke t.

D TC Adve rt i s i n g
P RO M P TS ACTION 

A National Health and Wellness Su rvey co m p l e t-
ed by Consumer Health Sciences (CHS) found of the
re s po n d e nts who re called seeing or hearing a pre-
s c ription pharm a ce u t i cal adve rt i s e m e nt in the past
six mont h s, 12% (18.4 million people) we re pro m p t-
ed to take action as a re s u l t. Ta king action wa s
defined as having alre a dy done,or as planning to do,
a ny of the fo l l ow i n g :s peak with a docto r,visit a We b-
s i te, call a to l l - f ree numbe r, consult a medical re fe r-
e n ce, or consult a family member or fri e n d.

As a gro u p,D TC re s ponders share seve ral chara c-
te ri s t i c s. Co m p a red with the general po p u l at i o n ,
t h ey re po rt that they: s u f fer more co n c u rre nt dis-
eases (29% more ) ; s co re lower on a general measure
of ove rall mental and phys i cal well be i n g ; visit the
d octor more fre q u e ntly (21% more visits in the last
six mont h s ) ; and spend more per month on pre-
s c ription medications (29% more ) .

“Critics of DTC adve rtising often argue that it
s o m e h ow generates a need where none ex i s t s,”s ays
Jane A. Do n o h u e, Ph . D. , and CEO of Co n s u m e r
Health Science s.“ If we only saw that DTC re s po n d e r s
we nt to the doctor more often and spe nt more on
p re s c ription medicat i o n s, the facts would suppo rt
their theory as well as not; we simply wo u l d n’t kn ow
w h at was the cause and what was the effe ct.”

Physician USE OF
ONLINE CME UP 

The number of co ntinuing medical educat i o n
c redits earned online by pri m a ry - ca re phys i c i a n s
g rew 25% in 2004, but eCME is the pre fe rred learn-
ing channel for only one physician in 10, a c co rd i n g
to the second annual Pri - Med CME Insight Su rvey.

“ By a wide marg i n , m e d i cal meetings remain the
p re fe rred source for CME among phys i c i a n s,” s ays
Anne Good ri c h , re s e a rch dire ctor of the Pri - Me d
I n s t i t u te. “ But while eCME tod ay acco u nts for only
10% of all CME credits earned by pri m a ry - ca re phys i-

to run a successful trial (26%); and the pape rwo rk
b u rden (24%).

One po s i t i ve finding: one in 10 (11%) phys i c i a n s
s ay they we re inte re s ted in be coming an inve s t i g a-
tor but did not know where to begin. Harris
re s e a rchers re po rt that while a va ri e ty of factors influ-
e n ce physicians to part i c i p ate in clinical tri a l s, a l t ru-
ism is one of them.

A large majori ty of curre nt clinical inve s t i g ato r s
s ay they are influenced to part i c i p ate by the oppo r-
t u n i ty to help adva n ce science and to benefit their
p at i e nt s.

Others say they are influenced by the pro s pe ct of
being viewed as a thought leader or by the fact that
t h ey have the nece s s a ry suppo rt staff, p at i e nts ask-
ing for ex pe ri m e ntal dru g s, and the monetary co m-
pe n s at i o n .

Gre ater Role FOR 
MARKET RESEARC H

The pharm a ce u t i cal industry is moving away
f rom viewing market re s e a rchers solely as prov i d e r s
of tact i cal marketing suppo rt. A re ce nt re po rt fro m
Cutting Edge Info rm ation — Pre - Launch Ph a rm a-
ce u t i cal Ma rket Re s e a rc h : Decision Su p po rt for New
Prod u ct Deve l o p m e nt — found that companies are
relying on these individuals as inte rnal co n s u l t a nt s
and pro a ct i ve decision suppo rte r s.

Ac co rding to Cutting Edge analys t s, exe c u t i ve s
tod ay view the marke t - re s e a rch function as a too l
t h at shapes their co m p a n i e s’ f u t u res and serves as a
co m p a ny’s inte rf a ce be tween the markets it serve s
and a va ri e ty of inte rnal depart m e nt s, i n c l u d i n g
s a l e s, n ew prod u ct planning, business deve l o p-
m e nt, c l i n i cal and re g u l ato ry affairs, and medica l
a f f a i r s.

The ave rage marke t - re s e a rch function re ce i ve s
the seco n d - l a rgest amount of co m m e rc i a l i z at i o n
dollars — an ave rage of 18% of total co m m e rc i a l
s pending — fo l l owing only the marketing gro u p.
Ph a rm a ce u t i cal companies re g u l a rly spend $500 mil-
lion to launch a new prod u ct but remain re l u ct a nt to

Public Awa reness 
OF CLINICAL 
TRIALS GROWS

Awa reness of clinical trials among the genera l
public has grown over the last three ye a r s, w h i l e
p hysicians struggle to find the time, pe r s o n n e l , a n d
re s o u rces to part i c i p ate in tri a l s. These are the find-
ings of two separate surveys co n d u cted by Ha rri s
I nte ra ct i ve.

One survey, focused on pat i e nt s’ pe rce p t i o n s,
was based on online inte rv i ews with a nat i o n w i d e
c ross section of 5,822 adults. Of these re s po n d e nt s,
656 had part i c i p ated in at least one clinical tri a l .Th i s
ye a r’s survey found that there was an increase in the
n u m ber of people — 19% — who say they have
had the opportunity to participate in clinical
re s e a rc h .

Last ye a r, the survey re po rted 15% and in 2001,
1 3 % .The number of re s po n d e nts who claim to have
p a rt i c i p ated in trials has increased to 11% this ye a r
f rom 8% in 2001.

Pat i e nts who part i c i p ated in clinical trials gave
m a ny diffe re nt reasons for doing so: to adva n ce
medicine or science, to earn ext ra money, to help
others with the same medical co n d i t i o n , and to
obtain be t ter tre at m e nt. Other factors that influ-
e n ced people included info rm ation they re a d, s aw,
or heard about a study; wa nting to obtain info rm a-
tion about tre at m e nt or improving their health; a n d
c u ri o s i ty about the study or medical pra ct i ce.

The second online survey polled 431 phys i c i a n s.
Ac co rding to Ha rris Inte ra ct i ve, c u rre ntly about one
in eve ry eight (13%) physicians is a clinical inve s t i g a-
to r, while one-third (34%) have part i c i p ated in the
past but are not curre ntly invo l ve d, and half (53%)
h ave never co n d u cted a clinical tri a l . The re a s o n s
g i ven most often for not part i c i p ating we re log i s t i-
ca l : the time co m m i t m e nt invo l ved (32%); a lack of
personnel suppo rt (30%); not having the re s o u rce s

1 . I N C R E A S E i nve s t m e nt in key 
e a rly-stage market re s e a rch act i v i t i e s.

2 . I N C R E A S E e a rly-stage market re s e a rc h
s t a f f i n g.

3 . PA RT N E R with inte rnal clients to 
i d e ntify problems and play a more
s t rategic ro l e.

4 . S TAY INVO LV E D in outsource d
a ctivities to maintain ve n d o r
re l ationships and co n f i rm key findings.

5 . CO M B I N E m a rket re s e a rch and
co m pe t i t i ve inte l l i g e n ce effo rt s.

So u rce :Cutting Edge Info rm at i o n , Du rh a m , N . C .
For more info rm at i o n , visit cuttingedgeinfo. co m .

P R I N C I PALS FOR MARKET 
R E S E A RCH SUCC E S S

Companies must develop
creative ways to break into
market space already 
occupied by competitors. 
Market researchers hold an
important key to opening the
doors that will enable these
goals to become reality, says
Elio Evangelista, Senior Analyst
with Cutting Edge Information.

Elio Evangelista

PHARMA TRAX
SALES, MARKETING,
AND R&D TRENDS AFFECTING
THE HEALTHCARE INDUSTRY 
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c i a n s, it is clearly an educational medium channel
t h at is beginning to reach a broader audience.”

The survey of pri m a ry - ca re physicians thro u g h o u t
the Un i ted St ates found that live educational fo ru m s
remain the pre fe rred source of CME by a margin of
fo u r - to - o n e, fo l l owed by enduring mate ri a l s, p ro fe s-
sional journ a l s, and eCME. The least popular learn i n g
m e t h od is hospital grand ro u n d s.

Key cri te ria cited in choosing a medical meeting
a re re l eva n ce of clinical to p i c s, ca l i ber of spe a ke r s,
co nve n i e n ce of schedule, and time re q u i re d. Loca-
tion of co n fe re n ces is also a pri m a ry co n s i d e rat i o n .
Mo re than 70% of doctors surveyed say a key cri te ri-
on for at tending a meeting is whether it is be i n g
held less than 200 miles away, co m p a red with 67%
the year be fo re.The pro po rtion of physicians willing
to travel to at tend a national co n fe re n ce declined
f rom 34% to 30%.

Global Ph a rm a ce u t i ca l
Re po rt CALLS FOR
N EW APPROACHES To
Ad d ress Big Ph a rm a’s
Ch a l l e n g e s

Ph a rm a ce u t i cal companies will have to stri ve
h a rder to juggle successfully the co n f l i cting demands
t h ey enco u nter in the global health-sciences marke t,
a c co rding to a new re po rt by Ernst & Yo u n g.

“We see the pharm a ce u t i cal sector nav i g ating an
i n c reasingly co m p l ex global env i ro n m e nt dri ven by
co m peting market and consumer pre s s u re s, re g u l a-
to ry changes, and a co n s t a nt need for life - s av i n g
i n n ovat i o n s,” s ays Ca rolyn Buck Lu ce, senior part n e r
in the global acco u nts group at Ernst & Yo u n g,

The re po rt, titled Prog re s s i o n s : Global Ph a rm a-
ce u t i cal Re po rt 2004, finds that in spite of a co n ce rt-
ed effo rt by the industry to improve pe rceptions by
d e m o n s t rating the benefits of pharm a ce u t i cal prod-
u ct s, few stakeholder groups appear sat i s f i e d. Wa l l
St reet remains jitte ry; the public and payers pe rce i ve
the pri ce of drugs as too high, and scru t i ny over re g-
u l ato ry co m p l i a n ce co ntinues to incre a s e. R&D pro-
d u ct i v i ty is under pre s s u re, and the int rod u ction of
innovative drugs has slowed in r ecent years.
I m p rove m e nts in early-stage pipelines are, h oweve r,
on the hori zo n ,and companies have made prog re s s
a l l aying inte rn ational tension over access to ce rt a i n
e s s e ntial medicines in developing co u nt ri e s.

The pharm a ce u t i cal industry is a co nve n i e nt tar-
get for po l i cy makers and the public in the Un i te d
St ates and abro a d, and industry leaders argue in the
re po rt that the industry itself must take the lead in
a d d ressing the situation — part i c u l a rly the dispari ty
in drug pri ces be tween the Un i ted St ates and other
d eve l o ped nations — or po l i t i cal pre s s u re for lowe r
p ri ces might make gove rn m e nt pri ce co nt rols and
re i m po rt ation inev i t a b l e. Re ce nt expansion of the
U . S .m a rket under the Me d i ca re Mod e rn i z ation Act is
l i kely to acce l e rate pricing pre s s u res throughout the

i n d u s t ry globally.
“ R ather than

merely continuing
to oppose pri ce co n-
t rol and re i m po rt a-
tion initiat i ves at the
ce rtain risk of co n-
sumer backl a s h , t h e
U . S . p h a rm a ce u t i ca l
industry is chal-
lenged to take the
lead in a fresh two -
p a rt appro a c h , o n e
t h at is coo rd i n ate d
and future ori e nte d,”
M s. Lu ce says. “ Fi r s t, i t
must address dru g
prices and geo-
graphic price dis-
c re p a n c i e s. Se co n d,
the industry must
co m m u n i cate more

e f fe ct i vely with all stakeholders to re-establish its
c re d i b i l i ty in the healthca re are n a .”

Th o u g ht Le a d e r
SPENDING REAC H E S
$120 MILLION

A study from Cutting Edge Info rm ation reve a l s
t h at pharm a ce u t i cal companies now allocate 24% of
their total marketing budgets to thought - l e a d e r
a ct i v i t i e s.The ave rage marketing budget for a phar-
m a ce u t i cal brand is $120.7 million,a c co rding to Cu t-
ting Edge Information's report, Pharmaceutical
Th o u g ht Le a d e r s :Brand St rategies and Prod u ct Po s i-
t i o n i n g.

From the brand budget about $30 million is allo-

cated to fund thought-leader management pro-
grams throughout development. The greatest
ex pe n d i t u res come during Phase IIIa and launch,
w h e re companies spend $8.3 million and $10.5 mil-
l i o n , re s pe ct i ve l y.

Ac co rding to Cutting Edge dat a , one pro f i l e d
co m p a ny spe nt as much as $30 million on opinion
leader management during launch.

Th o u g ht leader budgets are on the rise in the
pharmaceutical industry, say Cutting Edge
re s e a rc h e r s. As more companies re cog n i ze the
i m p a ct thought leaders make in the market they are
s u p po rting them with more sophisticated and inte-
g rated prog ra m s.

CONSUMER HEALTH SCIENCES,

Pri n ce to n , N . J . , wholly owned by Grey

He a l t h ca re Gro u p, co l l e cts and analyzes the

at t i t u d e s, o p i n i o n s, and demog raphics of

co n s u m e r s / p at i e nts around the wo rld with

an emphasis on healthca re habits, and drug 

consumption and sat i s f a ct i o n .For more 

i n fo rm at i o n , visit chsinte rn at i o n a l . co m .

C U TTING EDGE INFORMATION INC.,

Du rh a m , N . C . , p rovides implement a b l e

re s e a rch and consulting to the

p h a rm a ce u t i cal industry and the 

f i n a n c i a l - s e rv i ces industry. For more

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

ERNST & YO U N G, New Yo rk , a global 

leader in pro fessional serv i ce s, is co m m i t te d

Follow up

• I N V E S TM E N T: The ave rage brand 
a l l ocates about $30 million to suppo rt
t h o u g ht-leader activities thro u g h o u t
the deve l o p m e nt cyc l e.

• R E LATIONSHIP MANAG E M E N T:
The most lucrat i ve thought-leader 
co nt a cts are co n s i s te ntly managed and
m a i ntained by developing win-win 
re l at i o n s h i p s.

• E A R LY INVO LV E M E N T: In the last two
ye a r s, m o re companies have 
fo rmally begun their thought-leader 
i n i t i at i ves earlier in deve l o p m e nt, s o m e
be fo re Phase I.

• LO CAL THOUGHT-LEADER 
V I S I B I L I TY: Re ce nt l y, l ocal thought - l e a d-
er usage has been on the ri s e,
i n d i cating more market impact at lowe r
costs across the industry.

So u rce :Cutting Edge Info rm at i o n , Du rh a m , N . C .
For more info rm at i o n , visit cuttingedgeinfo. co m .

S T RATEGIC CO M P O N E N TS TO BUILDING 
K EY OPINION LEADER RELAT I O N S H I P S

The wrong questions have
been asked for too long, 
leading to insufficient
answers, inappropriate
actions, and diffused
a c c o u n t a b i l i t y, says 
Carolyn Buck Luce, 
Senior Partner in the 
Global Accounts Group 
at Ernst & Yo u n g .

to re s to ring the public’s trust in 

p ro fessional serv i ces firms and in the 

q u a l i ty of financial re po rt i n g. For more

i n fo rm at i o n , visit ey. 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 i n g

f i rm best kn own for The Ha rris Po l l . Fo r

m o re info rm at i o n ,v i s i t

h a rri s i nte ra ct i ve. co m .

THE PRI-MED INSTITUTE, Bo s to n , is the

re s e a rch and accre d i t ation affiliate 

of Pri - Me d, a division of M|C

Co m m u n i cations LLC and a prod u cer 

of co ntinuing medical education for 

p ri m a ry - ca re phys i c i a n s. For more 

i n fo rm at i o n , visit mc-co m m . co m / p m i .


