PHARMA TRAX

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.

to run a successful trial (26%); and the paperwork
burden (24%).

One positive finding: one in 10 (11%) physicians
say they were interested in becoming an investiga-
tor but did not know where to begin. Harris
researchers reportthat while a varie tyof factors influ-
ence physicians to participate in clinical trials, altru-
ism is one of them.

Public Awareness
OF CLINICAL
TRIALS GROWS

Awareness of clinical trials among the general
public has grown over the last three years, while
physicians struggle to find the time, personnel, and
resources to participate in trials. These are the find-
ings of two separate surveys conducted by Harris
Interactive.

One survey, focused on patients’ perceptions,
was based on online interviews with a nationwide
cross section of 5,822 adults. Of these respondents,
656 had participated in at least one clinical trial. This
year's survey found that there was an increase in the
number of people — 19% — who say they have
had the opportunity to participate in clinical
research.

Last year, the survey reported 15% and in 2001,
13%.The number of respondents who claim to have
patticipated in trials has increased to 11% this year
from 8% in 2001.

Patients who participated in clinical trials gave
many different reasons for doing so: to advance
medicine or science, to earn extra money, to help
others with the same medical ®ndition, and to
obtain better treatment Other factors that influ-
enced people included information they read, saw,
or heard about a study; wanting to obtain informa-
tion about treatment or improving their health; and
curiosityabout the study or medical practice.

The second online survey polled 431 physicians.
According to Harris Interactive, currently about one
in everyeight (13%) physicians is a clinical investiga-
tor, while one-third (34%) have participated in the
past but are not currently involved, and half (53%)
have never conducted a clinical trial. The reasons
given most often for not participating were logisti-
@l:the time commitment involved (32%); a lack of
personnel support (30%); not having the resoures
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A large majority of current clinical investigators
say they are influenced to patticipate by the oppor-
tunity to help advance science and to benefit their
patients.

Others say they are influenced by the prospect of
being viewed as a thought leader or by the fact that
they have the necessary support staff, patients ask-
ing for experimental drugs, and the monetary com-
pensation.

Greater Role FOR
MARKET RESEARCH

The pharmaceutical industry is moving away
from viewing market researchers solely as providers
of tacticd marketing support. A recent report from
Cutting Edge Information — Pre-Launch Pharma-
ceuticd Market Research: Decision Support for New
Product Development — found that companies are
relying on these individuals as intermal wnsultants
and proactive decision suppo rters.

According to Cutting Edge analysts, executives
today view the market-research function as a tool
that shapes their companies'futures and serves as a
company’s interface be tween the markets it serves
and a variety of internal departments, including
sales, new product planning, business develop-
ment, clinical and regulatory affairs, and medical
affairs.

The average market-research function receives
the second-largest amount of commercialization
dollars — an average of 18% of total commercial
spending — following only the marketing group.
Pharmaceutical companies regularly spend $500 mil-
lion to launch a new product but remain reluctant to

PRINCIPALS FOR MARKET
RESEARCH SUCCESS

INCREASE investment in key
early-stage market research adivities.
INCREASE early-stage market research
staffing.

PARTNER with internal clients to
identify problems and play a more
strategic role.

STAY INVOLVED in outsourced
activities to maintain vendor
relationships and confimkey findings.
COMBINE market research and
competitive intelligence efforts.

Sourc ing Edge Information, Durhan
Formc formation, visit cuttin

invest market research dollars in prelaunch stages to
determine whether the market exists for success.

Researchers at Cutting Edge Information say
there is an opportunity for pharma companies to
invest more in early-stage market research to drive
R&D and marketing years before a product reaches
the market.

DTC Advertising
PROMPTS ACTION

A National Health and Wellness Survey complet-
ed by Consumer Health Sciences (CHS) found of the
respondents who recalled seeing or hearing a pre-
scription pharmaceuticd advertisement in the past
six months, 12% (184 million people) we re prompt-
ed to take action as a result. Taking action was
defined as having already done, or as planning to do,
any of the following: speak with a doctor, visit a Web-
site, call a toll-free number, consult a medical refer-
ence, or consult a family member or friend.

As a group, DTC responders share several charac-
teristics. Compared with the general population,
they report that they: suffer more concurrent dis-
eases (29% more); sco relower on a general measure
of overall mental and physical well being; visit the
doctor more frequently (21% more visits in the last
six morths); and spend more per month on pre-
scription medications (29% more).

“Critics of DTC advertising often argue that it
somehow generates a need where none exists,"says
Jane A. Donohue, Ph.D, and CEO of Consumer
Health Sciences.” If we only saw that DTC responders
went to the doctor more often and spent more on
prescription medications, the facts would support
their theory as well as not; we simply wouldn't know
what was the cause and what was the effect”

Physician USE OF
ONLINE CME UP

The number of continuing medical education
credits earned online by primary-care physicians
grew 25% in 2004, but eCME is the preferred learn-
ing channel for only one physician in 10, according
to the second annual Pri-Med CME Insight Survey.

"By a wide margin, medical meetings remain the
prefermed source for CME among physicians,” says
Anne Goodrich, research director of the Pri-Med
Institute. “But while eCME today accounts for only
10% of all CME credits earned by primary-care physi-



cians, it is clearly an educational medium channel
that is beginning to reach a broader audience.”

The survey of primary-care physicians throughout
the United States found that live educational forums
remain the preferred source of CME by a margin of
four-to-one, followed by enduring materials, profes-
sional journals, and eCME. The least popular learning
method is hospital grand rounds.

Key criteria cited in choosing a medical meeting
are relevance of clinical topics, caliber of speakers,
convenience of schedule, and time required. Loca-
tion of conferences is also a primary consideration.
Mo rethan 70% of doctors surveyed say a key crite ri-
on for attending a meeting is whether it is being
held less than 200 miles away, compared with 67%
the year before The proportion of physicians willing
to travel to attend a national conference declined
from 349% to 30%.

Global Pharmaceutical
Report CALLS FOR
NEW APPROACHES To
Address Big Phamma’s
Challenges

Pharmaceutical companies will have to strive
harder to juggle successfully the conflicting demands
they encounter in the global health-sciences market,
according to a new report by Ernst & Young.

"We see the pharmaceuticd sector navigating an
increasingly complex global environment driven by
competing market and consumer pressures, regula-
tory changes, and a constant need for life-saving
innovations,” says Carolyn Buck Luce, senior partner
in the global accounts group at Ernst & Young,

The repor, titled Progressions: Global Pharma-
ceuticd Report 2004, finds that in spite of a concert-
ed effort by the industry to improve perceptions by
demonstrating the benefits of pharmaceuticd prod-
ucts, few stakeholder groups appear satisfied. Wall
Street remains jittery; the public and payers perceive
the price of drugs as too high,and scrutiny over reg-
ulatory compliance continues to increase. R&D pro-
ductivityis under pressure, and the introduction of
innovative drugs has slowed in recent years.
Improvements in early-stage pipelines are, however,
on the horizon,and companies have made progress
allaying intemational tension over access to certain
essential medicines in developing countries.

The pharmaceutical industry is a convenient tar-
get for policy makers and the public in the United
States and abroad, and industry leaders argue in the
report that the industry itself must take the lead in
addressing the situation — particularly the disparity
in drug prices between theUnited States and other
developed nations — or politicd pressure for lower
prices might make govemment price controls and
reimportation irevitable. Recent expansion of the
U.S.market under the Medicare Modemization Actis
likdy to accelerate pricing pressures throughout the

The wrong questions have

been asked for too long,
leading to insufficient
answers, inappropriate
actions, and diffused
accountability, says
Carolyn Buck Luce,
Senior Partner in the
Global Accounts Group

industry globally.
“Rather than
merely continuing
to oppose price con-
trol and reimporta-
tion initiatives at the
certain risk of con-
sumer backlash, the
US. phamaceutical
industry is chal-
lenged to take the
lead in a fresh two-
part approach, one
that is coordinated
and future oriented,”
Ms. Luce says.“First, it
must address drug
prices and geo-
graphic price dis-
crepancies. Second,

atErnst & Young. the industry must

communicate more
effectively with all stakeholders to re-establish its
credibilityin the healthcare arena.”

Thought Leader
SPENDING REACHES
$120 MILLION

A study from Cutting Edge Information reveals
that pharmaceutical companies now allocate 24% of
their total marketing budgets to thought-leader
activities. The average marketing budget for a phar-
maceuticd brand is $120.7 million, according to Cut-
ting Edge Information's report, Pharmaceutical
Thought Leaders: Brand Strategies and Product Posi-
tioning.

From the brand budget about $30 million is allo-

Follow up
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cated to fund thought-leader management pro-
grams throughout development. The greatest
expenditures come during Phase llla and launch,
where companies spend $8.3 million and $10.5 mil-
lion, respectively.

According to Cutting Edge data, one profiled
company spent as much as $30 million on opinion
leader management during launch.

Thought leader budgets are on the rise in the
pharmaceutical industry, say Cutting Edge
researchers. As more companies recognize the
impactthought leaders make in the market they are
supporting them with more sophisticated and inte-
grated programs.

STRATEGIC COMPONENTS TO BUILDING
KEY OPINION LEADER RELATIONSHIPS

INVESTMENT: The average brand
allocates about $30 million to support
thought-leader activities throughout
the development cycle.
RELATIONSHIP MANAGEMENT:

The most lucrative thought-leader
contacts are @nsistently managed and
maintained by developing win-win
relationships.

EARLY INVOLVEMENT: In the last two
years, more companies have

formally begun their thought-leader
initiatives earlier in development, some
before Phase I.
LOCALTHOUGHT-LEADER
VISIBILITY: Recently, local thought-lead-
er usage has been on the rise,
indicating more market impact at lower
costs across the industry.

formation, Dutham, N.C.
,Visit cuttingedgeinfo.com.

CONSUMER HEALTH SCIENCES,

Princeton, N.J,, wholly owned by Grey
Healthcare Group, collects and analyzes the
attitudes, opinions, and demographics of
consumers/patients around the world with
an emphasis on healthcare habits,and drug
consumption and satisfaction.For more
information, visit chsintemational.com.
CUTTING EDGE INFORMATION INC,,
Durham, N.C,, provides implementable
research and consulting to the
pharmaceutical industry and the
financial-services industry. For more
information, visit cuttingedgeinfo.com.
ERNST & YOUNG, New York, a global

leader in professional services, is committed

to restoring the public’s trust in
professional services firms and in the
qualityof financial reporting. For more
information, visit ey.com.

HARRIS INTERACTIVE, Rochester, N.Y, is a
worldwide market research and consulting
firm best known for The Harris Poll. For
more information, visit
harisinteractive.com.

THE PRI-MED INSTITUTE, Boston, is the
research and accreditation affiliate

of Pri-Med, a division of M|C
Communications LLC and a producer

of continuing medical education for
primary-care physicians. For more

information, visit mc-comm.com/pmi.
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