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

Ne s t Eggz Su rvey
Suggests PAT I E N TS
WHO SAVE ON
PRESCRIPTIONS TA K E
THEIR MEDICAT I O N

Almost 90% of choleste rol pat i e nts enrolled in
Ne s t Eggz we re found to take their medication daily,
almost double the national ave ra g e.Ne s t Eg g z ,a loya l-
ty and re l at i o n s h i p - m a rketing prog ram for the phar-
m a ce u t i cal industry, was cre ated by Nuvisio Co rp.

The survey was co n d u cted among a segment of

the 600,000 Ne s t Eggz users who we re pre s c ri bed a
c h o l e s te rol medication during a five - m o nth pe ri od.
The results are in sharp co nt rast to the national ave r-
a g e, which indicate that dro pout rates for choles-
te ro l - l owe ring prod u cts are as high
as 50% after three mont h s, a n d
a p p roach 90% by the end of the

first ye a r.
The survey also shows

t h at 98% of Ne s t Eggz par-
t i c i p a nts re q u e s ted fo l l ow -
up offe r s, citing pri ce as a
s i g n i f i ca nt motivato r. Su r-

vey results revealed that
26% of the part i c i p a nts we re

lapsed pat i e nts who we re
m o t i vated by the Ne s t Eg g z
p rog ram to re-engage in

c h o l e s te rol thera py. Am o n g
these pat i e nt s, 93% indicate d

t h at they had taken the medication at least 26 of
the past 30 days.

“Our survey findings va l i d ate the Ne s t Eggz co n-
ce p t,”s ays Jason Ei s n e r,VP of business deve l o p m e nt
of Nu v i s i o.“The co m b i n ation of education and sav-
ings packaged in an opt-in customer re l at i o n s h i p
p rog ra m ,d oes indeed motivate pat i e nts to stay on
their pre s c ri bed medication and to stay healthy.”

The Ne s t Eggz prog ram wo rks by motivat i n g,
e d u cat i n g, and suppo rting pat i e nts to stay on their
p re s c ri bed medicat i o n .The prog ra m’s pri nt - at - h o m e
co u pons can be used at 55,000 retail pharm a c i e s
n at i o n w i d e. Pat i e nts who opt-in to Ne s t Eggz may
receive follow-up educational information,
re m i n d e r s, and offers from the spo n s o ring manufac-
t u re r s, which may fe at u re free trial samples, e l e ct ro n-
ic re b ate s,or hurd l e - rate prog rams (savings prov i d e d
a fter a multiple of refills are filled).

Ph a rm a ce u t i ca l
PAC KAGING MARKET
EXPECTED TO GROW

A re po rt by Drug & Ma rket Deve l o p m e nt Pu b l i-
cations pre d i cts that pharm a ce u t i cal companies will
p l a ce more significa n ce on the packaging of their
p rod u cts to effe ct i vely position them within the
i n d u s t ry, remain co m pe t i t i ve, and increase the viabil-
i ty of the prod u ct s.

Key trends affe cting packaging include: an aging
po p u l at i o n ; focus on decreasing medication erro r s ;
i n c reasing number of biolog i cal dru g s ; i nte n s i f i e d
co m petition and co n s o l i d ation in the pharm a ce u t i-
cal industry; international harmonization and
i n c reased re g u l ato ry scru t i ny; and changes in U.S.
Me d i ca re re i m b u r s e m e nt.

The co m p l ex i ty of packaging design is ex pe cte d
to increase throughout the decade due to new
fo rces that are pre s s u ring packagers for additional
s a fe ty and co m p l i a n ce fe at u re s ; expanded re g u l ato-
ry re po rting and doc u m e nt at i o n ; and co s t - e f fe ct i ve-
n e s s. New end-user needs, l e g i s l ation and re g u l a-

t i o n s, and the intensely co m pe t i t i ve pharm a ce u t i ca l
i n d u s t ry env i ro n m e nt have intensified the pre s s u re.
Later in the deca d e, as pharm a ce u t i cal co m p a n i e s
begin to cre ate pe r s o n a l i zed drugs for use by small-

er po p u l ation segment s, p a c ka g-
ing companies will be challenged
to re s po n d, pe rhaps by prov i d i n g
highly spe c i a l i zed packaging sys-
tems in smaller quant i t i e s.

Ac co rding to the re po rt, t h e
$15 billion wo rl dwide pharm a-
ce u t i cal packaging industry has
h i s to ri cally delive red slow grow t h .
Th roughout the deca d e, h oweve r,
changes in the ty pes of drugs and
their concomitant packaging
requirements will offer new
opportunities for expansion.
O p po rtunities will include co n-
tainers and co m po n e nts made of

n ew mate ri a l s ; co at i n g s ; p a c kaging sys tems that
i m p rove co m p l i a n ce and re d u ce errors such as blis-
ter packs; total biolog i cal fo rm u l at i o n / p a c ka g i n g
s o l u t i o n s ; and combined diagnostic/drug packa g-
i n g. Also ex pe cted is increasing co n s o l i d ation to cre-
ate more global packaging companies that are
capable of delive ring both low - cost wo rl dw i d e
p a c kaging as well as niche market drug packa g i n g
t h at will be needed for future pharm a cog e n o m i c
g e n e rated biolog i cal prod u ct s.

St u dy Links 
PAT I E N TS’ I N A B I L I TY
TO UNDERSTA N D
M E D I CA L
I N F O R M AT I O N To Poo r
Health Outco m e s

Mo re than 75% of pat i e nt s, p hys i c i a n s, and phar-
macists say the inability to understand info rm at i o n
a bout pre s c ription medica-
tions co nt ri b u tes to poo r
health outco m e s, a c co rd i n g
to survey results from Ro p-
e r A S W.O n e - t h i rd of pat i e nt s
and two - t h i rds of phys i c i a n s
polled say they kn ow of
someone who has had
health problems be ca u s e
t h ey did not understand
h ow to take a pre s c ri p t i o n
m e d i cation co rre ct l y. Th i s
l i m i ted understanding,
re fe rred to as low health lit-
e ra cy,a f fe cts the health of 90
million Am e ri cans and is
e s t i m ated to cost the
h e a l t h ca re sys tem tens of
billions of dollars annually.

THE CO M P L E X I TY OF

PAC KAGING DESIGN IS

EXPECTED TO INCREASE

T H ROUGHOUT T H E

D E CADE DUE TO NEW

F O RCES T H AT ARE

PRESSURING PAC KAG E R S

FOR ADDITIONAL 

S A F E TY AND 

COMPLIANCE FEAT U R E S .

“It is the
responsibility of
everyone involved in
healthcare to offer
medical information
to patients in a way
that is clear,
understandable, and
truly accessible,”
says Dr. Barbara
D e B u o n o .

Among the elderl y, 4 0 % of pat i e nts taki n g
c h o l e s te rol medications are nonadhere nt afte r
t h ree mont h s, and 5 6 % a re nonadhere nt afte r
six months — Journal of Am e ri can Medical As s o -
c i a t i o n.
1 0 % to 2 0 % of initial pre s c riptions are neve r
filled and 3 0 % to 8 5 % of pat i e nts do not get
their re f i l l s. No n - co m p l i a n ce co nt ri b u tes to
m o re than 125,000 deaths annually in the U.S.
and 1 0 % to 2 5 % of hospital and nursing
home admissions — Consumer Health Info r-
m ation Co rp.
2 2 % of pat i e nts did not fill at least one pre-
s c ription during the previous year be cause of
co s t ; 1 4 % also re po rted taking a pre s c ri p t i o n
d rug in smaller doses, and 1 6 % re po rted tak-
ing medication less fre q u e ntly to save money
— Ha rris Inte ra ct i ve.

M E D I CATION COMPLIANCE STATS
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Results of the survey, co n d u cted on behalf of
P f i zer Inc. , also show that two - t h i rds of phys i c i a n s
and pharmacists re g u l a rly or oc casionally enco u nte r
p at i e nts who don’t understand their pre s c ri p t i o n
m e d i cation instru ct i o n s. Nine of 10 physicians and
p h a rmacists say most pat i e nts have had an ex pe ri-
e n ce in which they thought they understood
i n s t ru ctions re g a rding pre s c ription medicat i o n , b u t
l ater had trouble re m e m be ring or kn owing what
t h ey should do.

“When it comes to medical info rm at i o n , one size
d oe s n’t fit all,” s ays Dr. James Cu rra n ,f rom the Ro l l i n s
S c h ool of Public Health of Em o ry Un i ve r s i ty.“Me d i ca l
language often comes across as jargon to the lay
pe r s o n .We need to co ntinue to look for ways to pre-
s e nt health info rm ation in a way that is clear to the
p at i e nt, re l eva nt to his or her individual needs, a n d
c u l t u rally sensitive.”

Low health lite ra cy can have an impact on any-
o n e, re g a rdless of age, ra ce, e d u cat i o n , or inco m e
l eve l . Pat i e nts who have difficulty understanding
health info rm at i o n ,h oweve r, a re at a higher risk fo r
poor health outcomes. Research shows these
p at i e nts make more mistakes with their medicines
and are less able to comply with tre at m e nt. Pat i e nt s
who have difficulty reading are at a 52% higher ri s k
for hospitalizat i o n .

“Our business is to develop innovative
m e d i c i n e s, and we re cog n i ze our obligation to make
i n fo rm ation about those medicines and the diseases
t h ey tre at easier for pat i e nts to understand,”s ays Ba r-
b a ra De Bu o n o, M . D. ,M P H , senior medical dire ctor of
public health at Pfize r.“ It is the re s po n s i b i l i ty of eve ry-
one invo l ved in healthca re to offer medical info rm a-
tion to pat i e nts in a way that is clear,u n d e r s t a n d a b l e,
and truly acce s s i b l e.”

Ma ny pat i e nts feel int i m i d ated or vulnerable in a
m e d i cal setting often inhibiting their ability to admit
t h ey may not understand the info rm ation prov i d e d
by their healthca re pro fe s s i o n a l s. This may lead to
p at i e nt s’ lack of co m p l i a n ce with physician instru c-
tions or not seeking medical ca re altogether and,
u l t i m ate l y, n e g at i ve health outco m e s.

In the Ro perASW survey, 79% of pat i e nts po l l e d
s ay that “other pe o p l e”h ave felt aw kwa rd co m m u n i-
cating their lack of understanding with medical pro-
fe s s i o n a l s, while only 14% of pat i e nts say they have
felt aw kwa rd admitting that they did not under-
stand healthca re info rm at i o n .This “t ra n s fer of blame”
m ay be a sign of the shame many pat i e nts feel in
admitting that they need help with understanding
h e a l t h ca re info rm at i o n .

Ul t i m ate l y, if pat i e nts are able to increase their
understanding of health info rm at i o n ,ex pe rts be l i eve
t h at there will be many benefits including: be t te r
health outco m e s, be t ter prov i d e r / p at i e nt re l at i o n-
s h i p s, i m p roved preve nt i ve ca re, and cost savings to
the healthca re sys te m .

The Ro perASW telephone survey was co m m i s-
sioned by Pfizer and is a re p re s e nt at i ve sample of
666 pat i e nt s, 150 pri m a ry - ca re phys i c i a n s, and 151
p h a rm a c i s t s.Pat i e nts we re defined as adults 18 ye a r s
old or older taking a pre s c ription medication and
who had seen a physician in the past six mont h s
who had pre s c ri bed medicat i o n .

A F R I CA N - A M E R I CA N
H E A LT H CA R E in the
Spo t l i g ht

The healthca re industry has been paying part i c-
ular at te ntion to the spe c i a l i zed healthca re needs of
the Af ri ca n - Am e ri can po p u l at i o n . One re ce nt initia-
t i ve is a survey of Af ri ca n - Am e ri can views on DTC
a dve rt i s i n g.

A survey has found that dire ct - to - consumer ads
e m power Af ri ca n - Am e ri can pat i e nts by building
awa reness of medical conditions that impact them
and by motivating them to seek medical tre at m e nt.
The survey of Af ri ca n - Am e ri can pat i e nts and their
v i ews on DTC adve rtising of pre s c ription drugs wa s
p a rtially funded by the Coshar Fo u n d ation and an
u n re s t ri cted educational gra nt from Pfizer Inc.as part
of an ongoing research effort into the
p hys i c i a n / p at i e nt re l at i o n s h i p.

The pat i e nt survey was co n d u cted by pra ct i c i n g
Af ri ca n - Am e ri can physicians from across the U.S. a n d
is based on more than 1,000 pat i e nt inte rv i ews co n-
d u cted in physician office s. Each physician was give n
a brief questionnaire about the role DTC may have
p l ayed in the surveyed pat i e nt’s visit.

ONLINE ADV E RT I S I N G
S H OWN TO BE CO S T
E F F E C T I V E to Dri v i n g
I n c re m e ntal Sales fo r
Pre s c ription Dru g s

A case study co n d u cted on behalf of a pre s c ri p-
tion allergy drug brand has revealed that while te l ev i-
sion was the biggest dri ver of incre m e ntal sales due to
the mix of budget allocated to the medium, o n l i n e
a dve rtising was the most co s t - e f fe ct i ve adve rt i s i n g

medium at driving incre m e ntal sales. The Media Mi x
Modeling Case St u dy, which was commissioned by
Do u b l e Click Inc. and co n d u cted by the re s e a rch divi-
sion of Beyond Inte ra ct i ve, used eco n o m e t ric mod e l-
ing to dete rmine the re l at i ve impact that marke t i n g
a ctivities have on incre m e ntal sales.We e kly marke t i n g
and sales data over five quarters for this major phar-
m a ce u t i cal brand we re ex a m i n e d.

The model at t ri b u tes 78% of the allergy dru g
p re s c riptions to baseline sales and seasonality. Th e
i n c re m e ntal 22% is at t ri b u ted to marketing act i v i ty,
co m p rised of te l evision (12%), detailing or calls on
d octors (6%), p ri nt (3%), and online (1%).

The model revealed that pri nt adve rtising wa s
almost tw i ce as effe ct i ve as te l evision in driving incre-
m e ntal sales for this allergy dru g, while online adve r-
tising was more than three times more effe ct i ve than
te l evision at driving incre m e ntal sales. In ex a m i n i n g
the re l at i ve re s po n s i veness of each medium, te l ev i-
sion makes up 85% of total impre s s i o n s, yet dri ve s
73% of media-dri ven pre s c ri p t i o n s, w h e reas online
a dve rtising acco u nts for only 3% of total impre s s i o n s,
yet dri ves 7% of media-dri ven pre s c ri p t i o n s.

Pri nt and online adve rtising also we re more co s t
e f fe ct i ve than te l evision adve rtising for this allergy
d ru g. De s p i te higher cost per thousand impre s s i o n s
than either te l evision or pri nt, due to the targ e te d
media purc h a s e d, online was more efficient at dri v-
ing incre m e ntal pre s c ri p t i o n s. The re l at i ve cost pe r
i n c re m e ntal pre s c ription generated from te l ev i s i o n
a dve rtising was almost 30% higher than pri nt and
50% higher than online. Pri nt adve rtising was almost
20% higher than online on a re l at i ve cost per incre-
m e ntal pre s c ri p t i o n .

Media mix modeling enables companies to sim-
u l ate the impact of alte rn ate marketing allocat i o n
s ce n a ri o s.Using the model deve l o ped for this allergy
d ru g, if the te l evision budget was decreased by 3.1%
and online was increased by 50%,with the same dol-
lar to t a l ,p re s c riptions would have increased by 0.1%
over the five quarters analyze d.

CRM TO O L S
Cu l t i vate Lo n g - Te rm
Re l at i o n s h i p s

In light of challenges facing the pharm a ce u t i ca l
i n d u s t ry, a new re po rt from Cutting Edge Info rm a-
tion has found that fo rwa rd - t h i n king exe c u t i ves are
fo rging a new path towa rd co ntinued growth by
maximizing each custo m e r’s lifetime value to a co m-
p a ny. This thinking de-emphasizes pharm a’s tra d i-
tional prod u ct focus in favor of long-te rm re l at i o n-
ships with the industry’s customers — and exte n d s
the role of marketing past initial brand re cog n i t i o n
and customer acquisition to one that dri ves ongoing
c u s tomer dialog, co nve r s i o n , and re te nt i o n .

Ac co rding to the re po rt, L i fetime Cu s tomer Va l u e
in the Ph a rm a ce u t i cal Industry,Web-based tools that
enable dire ct pat i e nt co m m u n i cation enco u ra g e
p h a rma companies to build long-te rm ,l u c rat i ve re l a-
tionships with co n s u m e r s.

5 8 % of physicians discuss specific medicat i o n
with their pat i e nt s, yet only 2 9 % p re s c ri be the
re q u e s ted medicat i o n
50% of patients seek additional health
i n fo rm ation be cause of DTC ads
4 8 % of pat i e nts re po rted DTC ads help them
m a ke be t ter decisions and/or keep them more
i n fo rmed about their health
2 3 % of pat i e nts state they are more likely to
t a ke the pre s c ription if they see or hear it
a dve rt i s e d
6 % of pat i e nts make appo i nt m e nts with their
p hysicians after seeing or hearing DTC ads

S U RV EY OF AFRICA N - A M E R I CA N
PAT I E N TS REVEALS DTC WO R K S
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Me t rics and business pra ct i ces from co m p a n i e s
such as Pfize r,Me rc k ,Ave nt i s,Gl a xo Sm i t h Kl i n e,Bri s to l -
Myers Sq u i b b, Nova rt i s, and Eli Lilly & Co. , we re gat h-
e red to fo rm this re po rt.The companies we re fo u n d
to employ disease management prog ra m s, e - h e a l t h
too l s, and emerging CRM te c h n o l ogies to dri ve
b rand awa reness and enco u rage co m p l i a n ce.

Fi ve principles uncove red in the study include:
build customer re l ationships through disease-man-
a g e m e nt prog ra m s ;c u l t i vate re l ationships with non-
p at i e nt customers via health-management tools and
e d u cational re s o u rce s ;p rovide medical re s o u rces to
d evelop nonsales re l ationships with phys i c i a n s ;b u i l d
c u s to m e r - focused co rpo rate culture ; and launch and
m e a s u re lifetime customer value ca p a b i l i t i e s.

The re po rt also found that disease-management
p rog rams position companies to learn more abo u t
p at i e nt s, d ri ve co m p l i a n ce, and ultimately build
l o n g - te rm consumer re l at i o n s h i p s.

“In the thre e - year pe ri od ending in 2001, c u s-
tomer management spending increased by more
than 200% across all industri e s,” s ays Jason Ri c h a rd-
s o n ,p re s i d e nt of Cutting Edge Info rm at i o n .“To max-
i m i ze each custo m e r’s lifetime va l u e, p h a rma co m-
panies re focus their co rpo rate pri o ri t i e s. I n d u s t ry
leaders now exchange prod u ct-first thinking for cus-
to m e r - focused thinking — on strate g i c, c u l t u ra l ,a n d
t a ct i cal leve l s.”

NEED TO SHARE
PATIENT DATA Sp u r s
I m p l e m e nt ation of
El e ct ronic He a l t h
Re co rd s

Mo t i vations for implementing elect ronic health
re co rds have risen substantially in the past four ye a r s,
a c co rding to a study compiled by Me d i cal Re co rd s
I n s t i t u te and spo n s o red by Snomed Inte rn at i o n a l .
The need to share pat i e nt data was cited by 75% of
those surveyed as the primary management/
a d m i n i s t rat i ve motivating facto r, and by 90% of
re s po n d e nts as the top clinical motivating factor fo r
i m p l e m e nting elect ronic health re co rd s. I m p rov i n g
p at i e nt ca re and safe ty, reducing co s t s, and meeting
l e g a l / re g u l ato ry re q u i re m e nts also we re key motiva-
tors for elect ronic health re co rds adoption.

“The driving fo rces to implement elect ro n i c
health records have shown broad and steady
growth over the last four years as healthcare
p roviders seek to inte g rate clinical view po i nts and
f a c i l i t ate the sharing of pat i e nt dat a ,”s ays Jeff Bl a i r,V P
of Me d i cal Re co rds Institute.“As a re s u l t,p roviders are
t u rning to more adva n ced clinical applications and
s e rv i ces in their search for the ri g ht elect ronic health
re co rd solution.”

The fo u rth annual survey of elect ronic health
re co rd trends and usage also found that elect ro n i c
health re co rd applications with the gre atest oppo r-
t u n i ty for growth are physician order ent ry fo rm s

with clinical decision sup-
po rt, c l i n i cal data re po s i to-
ries that also suppo rt clinica l
codes, and clinical data
re po s i to ries that also sup-
port clinical images. The
number of respondents
using basic re po s i to ry ca p a-
bilities of sto ring dat a , text,
and re i m b u r s e m e nt codes is
p ro j e cted to grow from 37% to 67% during the next
four ye a r s.

The survey analyzes re s ponses from 761 health-
ca re providers in three major cate g o ries — IT man-
agers and analys t s, p hysicians and nurses, and non-IT
m a n a g e m e nt. Mo re than half the re s po n d e nts wo rk

in hospitals,with the re m a i n-
ing employed in ambulato ry
settings and inte g rate d
h e a l t h - d e l i ve ry serv i ce org a-
n i z at i o n s ; 90% of re s po n-
d e nts have some role in the
e l e ct ronic health re co rd
d e c i s i o n - m a king proce s s.

Additional key findings
include strong growth pro-

j e ctions for Web-based elect ronic health re co rd
a p p l i cations and e-mail serv i ce s, as well as mobile
a p p l i cations and a major shift in growth oppo rt u n i-
ties in mobile health solutions, with order ent ry
replacing Inte rnet access as the most widely used
a p p l i cat i o n .

COSHAR MEDICAL INC., La n h a m a ,

Md. , is a multispe c i a l ty medical gro u p

d e d i cated to providing pri m a ry ca re 

to its pat i e nts and the co m m u n i ty it

s e rve s.The re s e a rch arm co n d u cts medica l

re s e a rch outside of the traditional 

a cademic setting and in partnership with

other similar pra ct i ces around the co u nt ry.

For more info rm at i o n , visit 

co s h a rm e d i ca l . co m .

C U TTING EDGE INFORMAT I O N, Du rh a m ,

N . C . , is a business inte l l i g e n ce firm

p roviding pri m a ry and seco n d a ry re s e a rc h

re po rts on a wide range of business

s u b j e ct s. For more info rm at i o n ,v i s i t

c u t t i n g e d g e i n fo. co m .

DOUBLECLICK INC., New Yo rk , is a

p rovider of tools for adve rt i s e r s, d i re ct

m a rke te r s, and Web publishers to plan,

exe c u te, and analyze their marke t i n g

p rog ra m s. For more info rm at i o n ,v i s i t

d o u b l e c l i c k . n e t.

D RUG & MARKET DEV E LO P M E N T

P U B L I CAT I O N S,We s t bo ro u g h , Ma s s. ,i s

p a rt of Info rma Group Pl c. and publishes

D&MD News l e t ter and Bi o p rocess News,

in addition to its line of D&MD Re po rt s.

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

d ru g a n d m a rke t. co m .

M E D I CAL RECORDS INSTITUTE, New to n ,

Ma s s. , is co m m i t ted to promoting the

d eve l o p m e nt and acce p t a n ce of

e l e ct ronic healthca re, and has pursued

this mission on a national and inte rn at i o n-

al basis by hosting educational prog ra m s.

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

m e d re c i n s t. co m .

NUVISIO CO R P., New Yo rk ,e n a b l e s

companies to use the Inte rnet to

e f fe ct i vely adve rtise and pro m o te their

b rands through pro p ri e t a ry te c h n o l ogy

t h at provides marke ters with powe rf u l

tools to motivate consumer be h av i o r,

d ri ve prod u ct trial and loya l ty, a n d

g e n e rate incre m e ntal sales. For more

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

PFIZER INC., New Yo rk ,d i s cove r s,

d eve l o p s, m a n u f a ct u re s, and marke t s

leading pre s c ription medicines fo r

humans and animals as well as co n s u m e r

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

p f i ze r. co m .

RO P E RA S W, New Yo rk ,d e l i vers timely,

i n s i g htful market inte l l i g e n ce to optimize

eve ry aspe ct of a co m p a ny’s pe rfo rm a n ce.

Ro perASW is part of NOP Wo rl d, a global

g roup of high-growth marke t i n g

i nte l l i g e n ce leaders. For more info rm at i o n ,

visit ro pe ra s w. co m .

SNOMED INTERNAT I O N A L, No rt h f i e l d, Il l . ,

a division of the College of Am e ri ca n

Pat h o l og i s t s, is co m m i t ted to the

exce l l e n ce of pat i e nt ca re through the

d eve l o p m e nt of a scient i f i cally 

va l i d ated re fe re n ce te rm i n o l ogy that

enables clinicians, re s e a rc h e r s, a n d

p at i e nts to share common co n ce p t s

wo rl dw i d e, a c ross clinical specialties 

and sites of ca re. For more info rm at i o n ,

visit snomed. o rg.

Follow up

75% say it is primary manage-
m e nt / a d m i n i s t rat i ve motivating fac-
to r.
9 0 % of re s po n d e nts state it to be to p
c l i n i cal motivating factor for imple-
m e nting elect ronic health re co rd s.

THE NEED TO SHARE PATIENT DATA


