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JOHN BLAKELEY
Executive VP and Chief Commercial Officer
ERT, a clinical research service provider that as-
sesses the safety of newly developed drugs by
major pharmaceutical companies. For more infor-
mation, visit ert.com.

I strongly believe that the life-sciences industry
has to accelerate the change in business model,
which gets away from the traditional and moves
strongly toward a new era. 

The need to control every aspect of the drug
development process is not as strong as was previ-
ously thought. Recognition that third-party partner

organizations are a valuable variable cost asset will bring strong change to the
process of developing new drugs.

The strategy from my point of view is clear. The life-sciences industry
needs to decide where to draw the line around intellectual property and
everything beyond should be outsourced. 

The benefit of strong strategic alliances means variable cost models for
pharmaceutical companies and forces CROs as well as other third-party ven-
dors to seek ever-more creative and cost-effective ways to achieve the end
result.

•  •  • 

JAY CARTER, R.PH.
Senior VP, Director of Strategy Services
AbelsonTaylor Inc., an independently owned full-
service healthcare advertising agency. For more in-
formation, visit abelsontaylor.com or email
jcarter@abelsontaylor.com.

2012 is the year of the cliff. Many multibillion
dollar brands will experience a loss of exclusivity, af-
fecting not only their respective pharma compa-
nies, but also competitive players in those major
markets, by offering attractive generic options for
healthcare providers and their patients. We’ve
known it’s been coming for some time, and organ-

izations will finally put their well-honed strategies to the test to address this
change.

Not to be glib, but effective approaches need to be implemented. These ap-
proaches will be as different as the myriad of pharma companies affected. Each
has different strategic challenges and opportunities. What’s more, this is not a
zero-sum game; companies going through the year of the cliff can “win” in a va-
riety of different ways. The one commonality they all face is an unmet customer
need: high-quality healthcare at an affordable cost.

•  •  • 

TIM DAVIS
CEO
Exco InTouch, a provider of mobile communica-
tion solutions for patient recruitment, retention,
compliance, ePRO, eDiary, and post-marketing
studies. For more information, visit
excointouch.com. 

In line with E&Y’s latest report on Pharma 3.0
there will be a requirement to not just identify the
drug with the highest potential revenue, but also
to develop the drug with the most effective health
outcome for the patient. This is not a new area for
clinical research, but it is becoming increasingly
more important with increased rigor demanded by governments, regulatory
bodies, and patient groups alike. 

To assess health outcomes there will be increased activity in monitoring and
collecting of data from the patient while at home. This will rely more heavily on
self-reported data from the patient and real-time reporting from medical de-
vices. The Pfizer REMOTE study has demonstrated that the industry can find new
and innovative ways of working to support more efficient clinical research.

•  •  • 

NEIL DE CRESCENZO
Senior VP and General Manager
Oracle Health Sciences, Global Business Unit, a deliverer of comprehensive,
end-to-end suite of software applications for clinical development and health-
care. For more information, visit oracle.com/healthsciences.
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generic drugs are typically offered at a larger volume and at much lower pric-
ing, so the industry will need to consider not only efficiency, but also how to
provide high-quality equivalency at a lower price. Effective packaging selec-
tion early in the development process can be key for generic manufacturers
who need to facilitate efficient regulatory review while still ensuring high qual-
ity and suitability for their product.

•  •  • 

DENISE (DEEDEE) DEMAN
Founder, Chairman, and CEO
Bench International, a global, retained,
executive recruiting and consulting firm
providing senior talent to life science insti-
tutions. For more information, visit bench-
international.com.

The life-sciences industry would be
well-served by going back to the old-
school basics — focusing on the patient.
I’m witnessing an environment now that’s
tantamount to why Rome fell. Many com-
panies are too focused on short-term ob-
jectives instead of taking the long view
centered on serving patients, consumers,
and their families. I believe it is critical for
the industry to return to, “Do well and right
by human beings and the money will fol-
low.” By remaining keenly focused on the real target — improving the lives of
patients — this sector will prevail and flourish with dignity. 

Going back to the basics and focusing on a patient-centered approach is
easier said than done. It often requires leaders to make unpopular choices and
painful decisions. And it certainly requires much more than tossing around
words like “transformation” and “innovation.” The more they are spoken, the
less they are accomplished. The act of living these words is when they take on
real momentum.

Life-sciences companies need visionary, courageous, and passionate lead-
ers who are willing to learn from the mistakes of the past, so as not to make
them in the present and future. These are the kinds of leaders who employees
strive to follow, even in the worst of times. They lead by example and insist on
the same from others — from the C-suite to the manufacturing floor. They fos-
ter healthy debate and are intolerant of excuses. They know that no drugs or
products were ever created via tacit agreement. Breaking the current systemic
malady of command and control isn’t easy, but I believe it’s the only way life-
science companies will be able to return to a more patient-centered focus.

•  •  • 

HIEN DEYOUNG
VP of Human Resources
Acucela Inc., leverages promising science in visual cycle modulation to de-
velop new methods for treating blinding eye diseases that affect tens of mil-
lions of people worldwide. For more information, visit acucela.com.

Attracting, cultivating, and retaining the best talent remain the desires of
most companies across industry. In today’s competitive business environment,
the path to success lies more in a company’s employee base than ever before.

In 2012, life-sciences organizations will continue to nav-
igate the sunset of patents for blockbuster drugs, face an in-
creasingly complex regulatory climate, and prepare for the
roll out of major provisions of healthcare reform. 

In this environment, improved agility and operational
efficiency across the enterprise are essential, including in
the research and development pipeline. Life-sciences or-
ganizations, in the year ahead, will be steadfastly focused on
finding new ways to accelerate and improve the productiv-
ity of their research and development (R&D) pipeline to im-

prove their ability to bring new therapies to market faster and more affordably. 
As important, life-sciences organizations will be focused on advancing the

realm of personalized medicine. In this environment, they will seek, in particu-
lar, to make strides in enabling the secondary use of health information, which
is essential in advancing into a new era of targeted therapies.

To advance both improved R&D productivity and enablement of personal-
ized medicine, life-sciences organizations must embrace collaboration, social
networking, mobile technologies and analytics delivered through whatever IT
delivery mechanism the customer prefers, such as the cloud or on premise. The
announcements we made on October 6, launching the Oracle Social Network
and Oracle Public Cloud, are examples of how major companies are stepping
up to support this evolving need.

To improve R&D productivity, many life-sciences organizations are estab-
lishing virtualized clinical development environments, which require collabo-
ration with many partners, including universities, CROs, and other biotech or
pharmaceutical companies. The technology organizations use to support this
new age of virtualized clinical development must, in turn, evolve as well.
Today’s organizations require IT solutions that enable them to seamlessly con-
nect with internal and external partners and capitalize on synergies. 

Collaboration with healthcare providers is essential for the secondary use
of health information. To facilitate this collaboration, life-sciences organizations
and their healthcare partners require solutions that enable the aggregation,
normalization, and anonymization of health information and powerful analyt-
ics that drive new insight.

•  •  • 

FRANCES L. DEGRAZIO
VP, Marketing and Strategic Business 
Development
West Pharmaceutical Services Inc., a global
provider of innovative solutions for injectable
drug administration. For more information, visit
westpharma.com.

For 2012, the pharmaceutical industry will
need to adjust R&D and business models to deal
with the growing importance of specialty phar-
maceuticals, including sensitive biopharmaceuti-
cals, and the growth of generics. Differentiation
will be key for the generic market, and unique con-

tainer closure and delivery systems are often an excellent way to set generics
apart from their brand counterparts.

Improving efficiency for specialty drugs is critical in the development and
manufacturing process, so the ability to minimize risk in development and
show flexibility in manufacturing and supply chain is needed due to the fact
that these products are lower in number of units produced. On the other hand,
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MATT KIBBY
Global Operations Lead
BBK Worldwide, a global provider in the field
of patient recruitment. For more information,
visit bbkworldwide.com.

In focusing on the top trends the will impact
global pharma operations in the next three to
five years, mergers and acquisitions will cer-
tainly continue to drive sponsor efforts to bol-
ster drug development pipelines. 

A related and growing trend will be the collaboration between major phar-
maceutical sponsors and smaller entities in the co-development of new com-
pounds and expanded patenting of existing compounds. The ever-en-
trenched roll of global CROs in the major pharma business model is the prime
example of this trend. But research assistance can come from many varying
contracted vendors that also assist with a spectrum of services from staffing to
supplies, storage, distribution, and communications and public relations. 

Smaller research-focused entities are helping some smaller sponsors focus
on high margin, viable, and high profile clinical categories, such as oncology
and virology. Meanwhile, some top echelon pharma companies are sprinting
to the other side of the spectrum. They’re making major pushes to diversify
into consumer healthcare product fields to supplement research enterprises
with steady cash flow from established brands, again, some acquired through
mergers and acquisitions. 

•  •  • 

JEFF KOZLOFF
Co-founder, President, and CEO
Verilogue, uses technology to capture and an-
alyze live, in-office physician-patient dialogue
used by the healthcare industry to further en-
hance its understanding of the numerous dis-
eases that face society today. For more informa-
tion, visit verilogue.com.

As company growth percentages continue
to slow, large pharma organizations are con-
tinuously downsizing and reorganizing to stay
competitive. This has created tremendous inefficiencies at the micro and
macro level. Internally, morale is negatively impacted and uncertainty over
job security and budget cuts dampens productivity. This malaise also effects
external partners and new investment capital, as the entire industry con-
tracts. Cutting-edge innovation is still lauded on paper, but the long-term
discipline needed to embrace innovation is challenged by every quarterly
earnings call.

The industry needs to move beyond the molecule and include more value-
added services. Life-sciences companies need to embrace a selling model that
places the customer’s agenda and needs over their own. Successful companies
are embracing customer acumen principles and training reps to be more cus-
tomer- vs. product-centric.

•  •  • 

NANCY LURKER
CEO
PDI Inc., a healthcare commercialization company providing insight-driven
promotional services. For more information, visit pdi-inc.com.

The best and most successful companies realize
these notions and go about the process well. So, the
question becomes: how to do it well? We believe
that doing it well means adopting a philosophy that
promotes the idea that each person’s contribution
can and does strengthen the unique fabric of a com-
pany and culture. 

What the life-sciences industry has going for it
is simple: we wake up every day with one mission
in mind develop safe and effective therapies for
the patients around the world. For us, that means
developing answers for blinding eye diseases. So,
we are intent on attracting those who share in this
passion. In addition, we promote a culture that

seeks to ensure that everyone who needs to be at the table is present, re-
gardless of rank, politics, etc. I would also argue that we need to look for the
right elements, in our respective companies, that produce engaged employ-
ees. What would happen if we start looking at the results the employee pro-
duces and a dialogue ensues from that perspective? 

My experience tells me that an engaged employee feels empowered, has a
sense of ownership, and is able to make strong, informed, and efficient decisions. 

As growing biotechnology and pharmaceutical companies continue to
thrive — yes, there are companies doing so despite the challenging econ-
omy — we must remember that it’s not about just hiring more people, but
about hiring the right people and then giving them the tools, support, and
culture necessary to contribute to the company’s future success. 

•  •  • 

RICK KEEFER
President and CEO
Publicis Touchpoint Solutions, a provider of mul-
tichannel message delivery solutions to the 
life-sciences industry. For more information, visit
touchpointsolutions.com or rick.keefer@touch-
pointsolutions.com. 

Cross-channel sales and marketing is an essen-
tial step for the industry to move into the new life-
sciences business model. This approach is only ef-
fective when functional areas and franchise silos
are broken down to fully optimize preference-and
behavioral-based approaches. A powerful back-
end database and ongoing analysis is also needed
to provide the optimal ROI.  

Digital is now ubiquitous and rapidly changing.
We believe that most field sales teams will soon be
iPad-enabled. Innovative digital channels, such as

live video detailing, also provide intriguing and highly effective ways to reach
HCPs that can augment more traditional channels. 

As an industry, we can do so much more to impact patient compliance and
improve health outcomes. 

Highly effective adherence and retention programs are increasingly ap-
pealing as they provide a win-win for patients, caregivers, HCPs, payers, and the
program sponsor. 

Much of our industry’s promotional messaging has been product features
and benefits focused. As health outcomes become increasingly important,
message points will concentrate even more on what this means to the patient
and how it impacts health outcomes.
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ment. Data to support changes in course and direction with regard to
process and retooling of systems based on these data allow for greater re-
sponsiveness to market demand for greater oversight and control as well
as quality and delivery. 

•  •  • 

STEPHEN WRAY
President and CEO 
Cadient Group, a digital healthcare mar-
keting agency serving a diverse range
of industry markets and stakeholders,
including pharmaceuticals, biotechnol-
ogy, medical devices, hospital/
healthcare systems, institutions, and associa-
tions. For more information, visit cadient.com.

The pharmaceutical industry will further
integrate mobile into promotions and every-
day office practices and tools. It is long overdue. Mobile has already revolu-
tionized the industry from the outside in, but mobile will continue to trans-
form the healthcare industry from the inside out, when the industry
harnesses mobile’s true potential in 2012.

The industry will continue to reinvent and restructure itself. Large phar-
maceutical companies will reinvent themselves as specialty business units.
Specialty bio and pharmaceutical companies will continue to recreate
themselves as R&D and commercialization organizations. Digital will be the
great equalizer among all, no matter how the company or drug is re-
branded, reinvented, or reorganized.

•  •  • 

JOSEF VON RICKENBACH
Chairman and CEO 
Parexel, a global bio/pharmaceutical serv-
ices organization that helps clients expedite
time-to-market through our development
and launch services. For more information,
visit parexel.

The reformation of healthcare around the
world is an important trend that will impact
the industry over the next five years. Costs are
being driven skyward by many demographic
dynamics such as longer life expectancies
and the healthcare needs of baby boomers.
The biopharmaceutical industry needs to re-
define itself within the context of the chang-
ing healthcare environment.

The prices of biologics are high, and there is a transition away from
blockbuster to niche-buster drugs. It will take a lot more to move the clin-
ical needle significantly while reducing costs and the same approach to
development won’t work. It is in the best interest of pharmaceutical in-
dustry leaders to accept a new role tied to the larger healthcare pie. PV

Life-sciences companies, whether private or
public, are particularly tasked to develop new
commercial models and streamline operations
to offset the revenue losses from blockbusters
going off patent and the longer lead times re-
quired to bring new molecular entities to market
as a result of increased regulations. 

The fact that new drugs in the pipeline will
serve the needs of specialized conditions also re-
quires new efficiencies and new models to
achieve profit objectives. And of course, the
great unknown is healthcare reform. 

In this time of information overload, it is criti-
cal that we find a way to reach our customers
with material they need and want. We must
break through the clutter and engage them
with our products’ value propositions. 

Traditional physician access via personal detail continues to decline; con-
sumers are faced with too many choices in seeking information. Therefore, we
must think outside the box to achieve an interaction where the physician and
consumer will form a connection, regain trust, and re-engage with us.

•  •  • 

TIM O’ROURKE, PH.D.
Chief Research Officer
Healogix, a global healthcare marketing re-
search and consulting firm. For more informa-
tion, visit healogix.com.

This year the increasing cost of healthcare
outpaced income growth. This will only increase
the building pressure to show that every health-
care dollar is well spent. 

As an industry we need to stand up for the
value our products provide. We need to get the
message out that dollar-for-dollar medication,
with proper prescribing and compliance, still

provides the biggest bang-for-the-buck in healthcare. 

•  •  • 

JOHN M. VANN
Executive VP, Corporate Development
Chiltern, a full-service, global CRO with exten-
sive experience in the management of Phase I-IV
clinical trials across a broad range of therapeutic
areas and contract staffing solutions. For more
information, visit chiltern.com. 

Containing costs while advancing quality
and delivery remain constant objectives year
after year because technology and innovation
continue to drive new benchmarks of perform-
ance for both pharma/biotech companies and
CROs. The challenge is to manage and control

implementation. 
The continuous review and assessment of current technologies in use

and review of performance metrics leads to continuous process improve-

Looking Forward
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JOHN COLE
Director, Life Sciences Consulting Business 
Thomson Reuters, a source of intelligent information for businesses and pro-
fessionals. For more information, visit thomsonreuters.com.

Companies are increasingly engaging in open dialogues with payers and
reimbursement stakeholders. From these interactions, it is surprising how little
pharma really understands of what this stakeholder group actually wants. The
industry must fill this knowledge gap quickly and make sure that it fits the
needs of this important stakeholder group into its early R&D planning. 

The industry is going to see an ever-increasing number of collaborations
at all levels across R&D. The way in which companies identify these collabo-
rations and how they manage them will be a key corporate skill and some-
thing companies will need to excel at. Big pharma is going to have to be even
more flexible in the relationships it forms (who they collaborate with, how
they collaborate) and how these are managed. Big pharma has to prepare it-
self for a situation in which it is no longer the dominant partner in any col-
laboration.

Making good decisions will be more important than ever. The significance
of making a poor decision is now amplified by the current economic, regula-
tory, and reimbursement climate. The industry is not short of data and diver-
gent opinions. Where the industry has struggled is turning this data into insight
and ultimately action. Successful companies will be those that best leverage
their data and knowledge assets to deliver business insight. 

•  •  • 

PETER FERGUSON
Senior VP, Health and Life Sciences
Yoh, an American talent and outsourcing company. For more information, visit
yoh.com or blog.yoh.com.

As pharmaceutical companies have recovered from the recession, they
have become more diligent and frugal with budgets, and consequently, their
staffing needs. Companies are not yet willing to invest in their own recruiting
infrastructure and will rely with greater frequency on professional staffing part-
ners to help them staff up when necessary.

Another result, which I expect will continue into 2012, is increased and con-
sistent use of contingent labor. Large companies will continue to rely on con-
tingent labor to fill holes in project teams, terminating the contract when the
project has been completed. Project cycles will likely remain in the five- to six-
month range, which is slightly shorter than we have seen in the past. Mean-
while, we’ll see more small to midsized companies using contingent labor in a
temp-to-hire capacity. Where we are seeing, and will likely continue to see de-

mand for direct hires, is in the search for highly specialized talent. 
Overall, I think that employee morale is okay in the pharmaceutical indus-

try. It’s true that we saw some consolidation following mergers and acquisitions
in big pharma, but for the most part, employees are not unsatisfied in their cur-
rent positions. 

•  •  • 

KEN JONES
Executive VP/General Manager 
Communications Media Inc. and Compas
Inc., media planning and buying companies
servicing the pharmaceutical, health, and well-
ness industries. For more information, 
cmimedia.com.

2012 will be the year of personalization. We
will see our industry developing business prac-
tices of aggregating multiple data resources to
create and match customer “personas” in which
specific access, message, and engagement
technologies can be used to maximize and
evolve the customer experience as it relates to
a brand or company.

Related to this, we’ll also see a more granu-
lar and diverse marriage of data analytics related to understanding what causes
success in awareness, engagement, and conversion. This, of course, will lead to
new revenue sources that were previously untapped.

Brand managers should be expecting a new depth and level of ROI analy-
sis at the individual HCP level that defines both a single tactic and mixed media
success, allowing the development of extremely cost-effective power mixes of
perfectly symbiotic tactics.

I hope this is the year we successfully break down silos across the industry
to allow for total communication. New worlds of success will open up when we
can strategically combine the communication needs of the brand and com-
pany in one directional plan that touches and delivers return through the en-
tire healthcare service stream. These plans will marry technology to educate
and engage consumers with HCPs, HCPs with payers and patients, patients with
their pharmacists, and health and wellness support communities.

Diversity of access points and increasing HCP census will continue to chal-
lenge fewer sales resources to touch these customers, requiring a stronger de-
pendence on non-personal promotion to satisfy reach and the need to fill the
white space of customer and patient awareness and involvement.

New media will continue to change the landscape. In 2012 the number of

» Taren Grom2012: CRYSTAL BALL
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The looming Sunshine Act. Although we are not 100% clear on how the
Sunshine Act will impact us, it is certainly on the horizon coming at us like a
freight train. Because it will provide the public a picture of the physician’s in-
come relative to the pharmaceutical industry, I think that once that income
activity becomes public, it is going to change our current marketing model
remarkably. KOL advisory boards, speaker programs, even the participation
of investigators in clinical trials will be under public scrutiny, and this will
change the way pharmaceutical marketers are able to educate. Recent  Pro -
Publica data (September 7, 2011) and resulting press releases have raised
public concern that the industry is trying to influence the use of drugs by
supporting various KOLs, investigators, speakers, etc. With more than $760
million in contributions from 12 companies reported, the media has at-
tempted to paint a picture that is unfounded. That said, I do believe this type
of press activity, resulting from the collection and reporting of the data in
2012, will result in a reduction of the number of responsible, ethical, knowl-
edgeable, experienced KOLs supporting the drug development process.
These experts are very crucial to the research, education, and support of their
colleagues and peers throughout the United States. However, these individ-
uals are not going to want their name in the public eye connected to the
amount that has been invested in them by the industry. This is unfortunate,
and yet will force a change.

The increasing role of government and private payers on drug choice. Be-
cause of the increasing role government and private payers (managed care)
have in dictating drug choice, the resources required to support pharmaceuti-
cals will continue to be impacted as we move into 2012. This force is going to
accelerate change in the strategies and marketing resource investment for ed-
ucational purposes, and will impact the sales force size in the personal promo-
tional arena.

health apps will exponentially increase every quarter, and they will be equally
targeted to HCPs and patients. This will of course — and has already — call
FDA’s attention to those apps that work much like medical devices, perhaps
spurring increased regulatory guidance.

•  •  • 

JOHN PARSONS
General Manager
Interpace BioPharma, a PDI company formed
to manage full product commercialization op-
portunities; he is also Senior VP, Commercializa-
tion Unit, at PDI Inc. For more information, visit
pdi-inc.com. 

Generic encroachment on the revenue
stream. The replacement of blockbuster brands
by generics is having a significant financial im-
pact, particularly on large pharmaceutical com-
panies. This has become evident over the past
five or so years as the blockbusters go off
patent. Companies are scrambling to cover

these losses by reducing costs and adding additional products. It has been re-
ported that the industry is facing $27 billion in lost margins or revenue as a re-
sult of generics next year. This loss is causing the market to shrink remarkably
in terms of sales and marketing resources. It also forces us to look for alterna-
tive strategies that will provide a better return on investment that we as
pharma marketers need and are responsible for returning to our boards. 

�  Electronic Data in Clinical Trials
�  Global Site Selection, Feasibility Assessment, 

Operations and Site Management
�  Managing Post-Marketing Studies (Phase 

IIIb-IV) and Registries
�  Integrating ClinOps Data: Portals, Data 

Warehouses, Site/Study Execution Metrics
�  Patient Recruitment and Retention in 

Studies and Registries
�  Clinical Trial Forecasting, Budgeting, and 

Project Management
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spect to new drug and standards development. Without divulging proprietary
information, companies seem much more willing to work together and with
the agencies to bring medicines to market globally.

•  •  • 

DAVID SMOLLER
Chief Scientific Officer
Sigma Life Science, a Sigma-Aldrich business that
represents the company’s innovative biological
products and services for the global life-sciences
market. For more information, visit
sigmaaldrich.com.

Similar themes appear this year and into the fu-
ture. The shrinking drug pipelines, consolidation of
pharma, and lack of capital markets to fund
biotech. This leads to a desire to be smarter and
more efficient in drug discovery. Hope around
RNAi technology as a silver bullet to solve this
problem has dwindled as we wait for the required delivery systems. However,
new hope has emerged in the area of personalized medicine. The ability to
stratify populations with next generation sequencing and the ability to pre-
test drugs against variations in populations with adult stem cells has brought
excitement to the field. The key will be to drive innovation into drug-discovery
workflow and to continue to provide both mature and novel products to the
growing global research community. As research continues to build in countries
such as China, Brazil, and India, we will continue to service these growing life-sci-
ences communities. 

Personalized medicine provides a paradigm shift for the industry. The abil-
ity to stratify populations by their whole genome sequence including this as
part of a drug trial, and then as part of the launch and delivery of the drug into
the market will provide greater success for the drug pipeline. Another strategy
is the promise of regenerative medicine, not as a therapeutic, but as a tool for
drug discovery. Liver, brain, pancreas, and many other cell types can be devel-
oped from several different and representative populations of adult stem cells
allowing a broader and more comprehensive screening set for drug discovery
as well as preclinical trials. These new tools will help researchers determine the
success or failure of their trials earlier thus saving millions of dollars and, at the
same time, allowing successful drug candidates to enter the market quicker. 

•  •  • 

MATTHEW STUMM
Creative Director
BBK Worldwide, a global provider of patient recruitment solutions and serv-
ices. For more information, visit bbkworldwide.com.

What will be the impact of social media in the next five years? The answer is
simple: we don’t know yet. At this rate, the applications and technology that will
be all the rage have yet to be invented. And the increasing empowerment of pa-
tients whose collective need for information will drive these innovations will
probably keep them in the driver’s seat moving forward. The rate of expansion
and growth of social media is so exponential that it will likely surprise all of us
where it ends up in five years and how patient-driven online communities will be
running and advocating for an untold multitude of patient conditions. 

From a regulatory perspective, social media no longer poses theoretical
questions for sponsors and regulatory ethics committees around the world.
Patients already treat social networks and portals as healthcare resources,
whether regulatory or commercial authorities are involved or not. And con-
necting these patients with new study opportunities will mean developing re-
cruitment methods that play by the rules collectively established by these
hundreds of millions of users. PV

HANS POULSEN
Head of Consulting 
Thomson Reuters, a source of intelligent information for businesses and pro-
fessionals. For more information, visit lifesciencesconsulting.thomsonreuters.com.

The industry needs to transition to a more sustainable business model with
less dependency on a single approach, such as the blockbuster model, to guar-
antee stable returns for all of the industry’s stakeholders — investors, physi-
cians, and patients.

To reduce attrition in the drug pipeline through the application of precision
science, companies need a better understanding of targets and pathways, and
targeted and stratified medicine.

Companies need to reduce resource wastage resulting from the duplica-
tion of effort in the industry by opening up and providing access to more pre-
competitive R&D information, such as early safety signals, the sharing of which
could benefit all parties and help avoid the same mistakes being repeated.

•  •  • 

BRUCE ROOKE
Chief Creative Officer
GSW Worldwide, an inVentiv company, and health-
care advertising agency. For more information, visit
gsw-w.com.

We continue to look at social media platforms as
additional media channels for the same advertising
message. And, yet, most clients will continue to be
frustrated with the results. Instead, we need to look at
social media as an arena to get customers involved
and engaged around the issues the brand was cre-
ated to address. Those meaningful unbranded con-
versations will lead to branded decisions for clients —
based on relevance, listening, and self-determination.

•  •  • 

NANCY SMERKANICH
Executive VP, Global Regulatory Affairs
Octagon Research Solutions Inc., a provider of
breakthrough software and services to the life-sci-
ences industry. For more information, visit
 octagonresearch.com.

For some companies the impact of the Pathway
to Global Product Safety and Quality report may be
low as they already ensure the safety and quality of
their supply chain to U.S. standards. For those that
do not, they will have to gear up in a big way. Com-
panies that have no visibility into their API are the
most at risk. Certain assumptions about business
partnerships will need to be challenged in advance
of FDA-like audits at manufacturing sites.

The lack of guidance and transparency in the emerging market countries
will continue to be a challenge. Also, smaller companies that want to compete
globally will have to increase their regulatory knowledge base and reach
through strategic partnerships. For bigger pharma companies, maintaining
regulatory intelligence and a regulatory presence in so many countries will
continue to be an issue. Also with a global economy and changing political
landscapes everywhere, it isn’t enough for regulators to live in their own struc-
tured worlds. They, we, need to keep one eye on current events all the time.

We are already seeing one way companies are operating differently to re-
spond to challenges in the amount of collaboration that is going on with re-
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