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W H AT’S NEW
NEW HEALT H C A R E - R E L ATED 
PRODUCTS, SERVICES, AND
C O M PANIES 

DVC He a l t h ca re
Launches 

R E LATIONSHIP- 
MARKETING 

P RAC T I C E
DVC He a l t h Ca re, a division of

DVC Wo rl dw i d e, has expanded its
s e rv i ce offe rings to include a co m-
p re h e n s i ve re l at i o n s h i p - m a rke t i n g
s o l u t i o n . The tool expands DVC’s
a b i l i ty to focus on establishing deep-
er, long-term relationships to
i m p rove trial re c ru i t m e nt, t re at m e nt
a d h e re n ce, and brand loya l ty with
h e a l t h ca re pro fe s s i o n a l s, c u s to m e r s,
and pat i e nts for the pharm a ce u t i ca l
s e cto r. Within the health-insura n ce
s e cto r, DVC plans to offer be h av i o r -
change solutions that impact prod-
u ct use, d e l i ve ry choice select i o n s,
and health promotion and disease
p reve nt i o n .

“ Re l ationship marketing — the
strategy of combining data and
i n s i g ht to build re l ationships with
c u s tomers by meeting their needs
and wa nts in meaningful and pe r-
s o n a l i zed ways — is ideally suited to

a d d ress the business challenges of the healthca re
i n d u s t ry,”s ays Joe Pog g i , exe c u t i ve VP and managing
d i re ctor of DVC He a l t h Ca re.

Daniel O’ Ke e fe is leading the deve l o p m e nt of the
n ew pra ct i ce are a .

Given the uncertainty of
the ROI of many marketing
and communication
efforts, relationship 
marketing offers a proven,
measurable strategy for
healthcare firms and is a
powerful extension to the
marketing services DVC
offers in our ethical
promotion group. 

Ve rispan has launched a new
tool for market re s e a rc h ,sales targ e t-
i n g,and co m pe n s ation measures fo r
the pharm a ce u t i cal industry. Ve cto r
One provides both traditional pre-
s c ription metrics and true pat i e nt
m e a s u re s, which include pro j e cte d
n ew pat i e nt start s, s w i tc h e s, co nt i n-
uing thera py, pe r s i s te n cy, co m p l i-
a n ce, and diagnoses at eve ry leve l ,
f rom pre s c ri ber to nat i o n .

Ve ctor One provides both sets
of metrics from a high-speed plat-
fo rm that is much faster than tra d i-
tional Rx prod u ct s. The tool also
d e l i vers the traditional new and
refill pre s c ription metrics prev i o u s l y
available to the industry.

“The old plat fo rm is slow and
two-dimensional — Rx sales vo l-
ume re po rted by pre s c ri be r,” s ays Greg Po rte r, C E O
of Ve ri s p a n . “Our new plat fo rm adds the cri t i ca l
dimension of de-identified pat i e nt data in a fully
i nte g rated view, so our customers can see the mar-

ket in 3-D — pre s c ription by pre s c ri be r
and pat i e nt metrics at the same time.
And all of this is delive red with unpre ce-
d e nted immediacy.”

Ve rispan customers can simultane-
ously fo l l ow bra n d - s w i tching be h avior of
d e - i d e ntified pat i e nts down to the te rri-
to ry and pre s c ri ber leve l , with almost no
re po rting lag.This provides an inva l u a b l e
leading indicator for optimization of
both physician detailing and DTC ca m-
p a i g n s. Ve ctor One promptly delive r s
we e kly data for the previous we e k’s
a ct i v i ty, including key leading indicato r s,
enabling pharm a ce u t i cal decision-mak-
ers to act in time to make a diffe re n ce.

Ve ri s p a n’s pro j e cted pre s c ri ber prod-
u cts draw from one of the industry’s
l a rgest databases of longitudinal pat i e nt
d ata and the only such database that ca n

t rack de-identified pat i e nts across time, a c ross phar-
m a c i e s, a c ross paye r s, and across prov i d e r s. Ve ri s p a n’s
d atabase exceeds 2 billion de-identified pat i e nt
re co rds annually.

New Ve rispan Tool De l i vers 
M A R K E T - R E S E A RCH DATA 

IN NEAR REAL T I M E

Vector One increases 
efficiency and 
effectiveness in the use 
of limited sales resources.
With the pressure on 
pharma budgets, we think
this is just what the 
doctor ordered. 

I n Ch o rd Re b rands its 
M E D I CA L - E D U CATION CO M PA N Y

The co m p a ny’s new name,Ca d e nt,re f l e cts the co m p a ny’s mission — to stay “one be at ahead”—
of its client s’needs and ex pe ct at i o n s.

Ca d e nt Me d i cal Co m m u n i cations is the new ident i ty for inCh o rd Co m m u n i-
cations Inc.’s medica l - e d u cation and co m m u n i cations spe c i a l ty co m p a ny. Prev i-
ously kn own as S.G. Ma d i s o n , the re b randed co m p a ny is positioned to bri n g
g re ater value to its clients through new org a n i z ational leadership and enhance d
s t rategic foc u s.

“The pharm a ce u t i cal and medica l - e d u cation industries have underg o n e
co n s i d e rable change over the past seve ral ye a r s,”s ays Ma rk Ri c ka rd s, chief ope r-
ating officer of Ca d e nt.“While the basic goals of our clients have n’t changed dra-
m at i ca l l y, n ew re g u l ations and guidelines have alte red the ways in which those
goals are achieve d. As a re s u l t, our co m p a ny has evo l ved to ensure that we ca n
co ntinue to ant i c i p ate client s’ needs and exceed their ex pe ct at i o n s.”

The agency has enhanced its staff, h i ring ex pe ri e n ced pharm a ce u t i cal exe c-
u t i ves with a broad kn owledge of prod u ct management and co m m e rc i a l i z at i o n
s u c cess and a deep understanding of the co m p l exities of medical education and
the assoc i ated re g u l at i o n s.

The new name was deve l o ped in co l l a bo ration with Ca d e nt’s sister bra n d i n g
co m p a ny,Y. Ca d e nt, which has traditionally focused on onco l ogy and immunol-
ogy, has re ce ntly branched out to wo rk with clients in other thera peutic are a s,
such as ca rd i ovascular and ce nt ral nervous sys tem disord e r s.

M r. Ri c ka rd s, who joined the co m p a ny in Ja n u a ry, manages the day - to - d ay
o pe rations of Ca d e nt and its affiliate, the Ce nter for Bi o m e d i cal Co ntinuing Ed u-
cation (CBCE). Steve Ma d i s o n , who founded the co m p a ny in 1994, a n n o u n ce d
his re t i re m e nt from the co m p a ny earlier this ye a r. C B C E, the co m p a ny’s accre d i ted CME prov i d e r, will co nt i n u e
to wo rk closely with Ca d e nt on educational tools for phys i c i a n s, p h a rm a c i s t s, and nurses, and its ident i ty will
remain the same.

According to Mark
Rickards, the rebranded
Cadent is a reflection of
what the company has
become — solution
providers with the
expertise to counsel and
guide clients on 
medical education and
other product marketing
i s s u e s .

Greg Porter

Joe Poggi
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Follow up
B E RT E L S M A N N S P R I N G E R / S P R I N G E R

SCIENCE +BUSINESS MEDIA, Be rl i n ,

Ge rm a ny, is one of the wo rl d’s leading

publishing groups for scientific and 

s pecialist lite rat u re. For more info rm at i o n ,

visit spri n g e r - s b m . co m .

CADENT MEDICAL CO M M U N I CAT I O N S,

I rv i n g,Tex a s, is a subsidiary of inCh o rd 

Co m m u n i cations Inc. , a global group of

co m m u n i cations companies providing 

c u s to m i zed marketing solutions with a

single po i nt of acco u nt a b i l i ty. For more

i n fo rm at i o n ,visit ca d e nt m e d. co m .

COMPUTERIZED SCREENING INC., Sp a rk s,

Nev. , is a pri vately held,m e d i ca l - d ev i ce 

m a n u f a ct u re r, h e a l t h ca re te c h n o l ogy, and 

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

m o re info rm at i o n , visit 

co m p u te ri ze d - s c re e n i n g. co m .

DVC HEALT H CA R E, Mo rri s tow n ,N . J . , a division

of DVC Wo rl dw i d e, combines scientific 

ex pe rtise with strategic and cre at i ve 

m a rketing solutions to improve the speed to

m a rke t, a c ce l e rate brand uptake, and incre a s e

b rand loya l ty. For more info rm at i o n , visit 

dvc wo rl dw i d e. co m .

K LUWER ACADEMIC PUBLISHERS,

Do rd re c ht, The Ne t h e rl a n d s, is a 

publisher of scientific info rm at i o n ,

s pecializing in numerous fields within 

s c i e n ce, te c h n o l ogy, m e d i c i n e, h u m a n i t i e s,

and social science s, with U.S.o f f i ces in 

New Yo rk and Bo s to n .For more 

i n fo rm at i o n ,visit wka p. co m .

V E R I S PA N,Ya rd l ey, Pa . , is an info rm at i c s

co m p a ny that provides a broad array of

i n fo rm ation prod u cts and serv i ces to the

h e a l t h ca re industry. For more info rm at i o n ,

visit ve ri s p a n . co m .

The merger of Springer
S c i e n ce + Business Me d i a , fo r-
m e rly kn own as Be rte l s m a n n -
Sp ri n g e r, and Kl u wer Aca d e m-
ic Publishers has cre ated the
second-largest professional
publisher in the fields of sci-
ence, technology, and
medicine wo rl dw i d e. St a rt i n g
in the spring of 2004, the
m e rged companies will pub-
lish 1,350 magazines and
m o re than 5,000 book titles
each ye a r.

“Th rough the merger of
Kl u wer Academic Pu b l i s h e r s
and Springer Science+Busi-
ness Me d i a , we will stre n g t h e n
our market position in edito ri a l
publishing and sales and thus
be be t ter equipped to meet
the tough co m petition in this
b u s i n e s s,” s ays Dr. Di e t rich Götze, m e m ber of the
m a n a g e m e nt bo a rd at Sp ringer Science + Bu s i n e s s
Me d i a . “With our new ow n e r s, we will re ce i ve the
n e ce s s a ry financial and strategic suppo rt that is
needed for further growth and quality leadership.”

De rk Ha a n k , who will take on the role of CEO
e f fe ct i ve Fe b. 1 , 2 0 0 4 , will head the new co m p a ny.
Until that time, both publishing groups will co nt i n u e
to ope rate as separate co m p a n i e s.

Sp ri n g e r
S c i e n ce + Bu s i n e s s
Media and Kl u wer 

ACADEMIC 
PUBLISHERS 

TO MERG E
Health St at i o n , Co m p u te ri ze d

S c reening Inc.’s (CSI) re ce nt l y
launched DTC marketing ve h i c l e,
enables pharm a ce u t i cal marke ters to
reach consumers with targ e te d
a dve rt i s e m e nts in retail locat i o n s
n at i o n w i d e. Health St ation is a digital,
f reestanding kiosk fe at u ring a co m-
p l e te array of health-screening too l s
and preve nt i ve education re s o u rce s.

The unit’s pate nted te c h n o l ogy
enables consumers to accurately tra c k
b l ood pre s s u re, h e a rt rate, and other
vital signs, such as pulse ox i m e te ry,
s p i ro m e t ry, and te m pe rat u re. He a l t h
Station also provides instant
telemedicine communication with
with local healthca re providers and
e m e rg e n cy depart m e nt s. A pe r s o n a l
m e d i cal re co rd fe at u re allows co n-
sumers to compile and sto re te s t
results from Health St at i o n s, p hys i c i a n
o f f i ce visits, h o s p i t a l i z at i o n s, and pre-
s c ription histo ri e s.

Available in more than 400 phar-
macies and groce ry sto re s, Health St a-
tion delivers custo m i ze d, p rod u ct -
s pecific messages to consumers while they are in
the healthca re mindset and accurately measure s
results to maximize marketing dollars and achieve
m e a s u rable RO I .

The Health St at i o n’s te c h n o l ogy displays spe c i f i c
a dve rt i s e m e nt s, based upon the medical assess-
m e nt or test co n d u cted by the user.Ph a rm a ce u t i ca l
m a rke ters co m m i t ted about $3 billion last year to

According to Dr. Dietrich
Götze, member of the 
management board at
Springer Science+
Business Media, the 
merger of two science
publishing giants will
strengthen the group’s 
market position in editorial
publishing and sales.

Health St ation Kiosks 
Provide Ta rg e ted 

A DV E RTISING OPPORTUNITIES FOR
M A R K E T E R S

b ring prod u ct messages dire ctly to
c u s to m e r s.

“The be n c h m a rk of effe ct i ve DTC
campaigns is the ability to see not
only co n c re te ev i d e n ce that co n-
sumers re ce i ved messages, but to
kn ow that they have acted upo n
t h e m ,”s ays Ch a rles Bl u t h , founder and
CEO of CSI. “Ma rke ters can see who
has been ex posed to a ca l l - to - a ct i o n ,
the demog raphic they co m p rise and
i n d i cators of re s ponse after a mes-
sage has been re ce i ve d. These cri t i ca l
m e t rics are the co rn e r s tone of mea-
s u rable RO I .”

Health St ation prod u ces ev i d e n ce
of each impression an adve rt i s e m e nt
re ce i ve s, helping marke ters to maxi-
m i ze budgets. For ex a m p l e, an ad
re ceiving 1 million impressions pe r
m o nt h ,p roducing a re s ponse rate of
2 % , would cost about two ce nts pe r
i m p re s s i o n .

Health St ation provides clear met-
ri c s, which indicate the number of
consumers ex posed to messages and
h ow they re s po n d e d, as well as help

d e te rmine whether the consumer purchased prod-
u cts be cause of the adve rt i s e m e nt.

CSI is now offe ring DTC clients a free test marke t
so that marke ters can co m p a re sales results from CSI
l ocations that pro m o te the DTC prod u ct ads, ve r s u s
a panel of CSI locations that do not pro m o te the DTC
p rod u ct ads. Su c cess is guara nteed be fo re co m m i t-
ting valuable DTC funding.

According to Charles
Bluth, founder and CEO of
CSI, the Health Station
system generates 
real-time survey data,
allowing marketers to see
who has been exposed to
a call-to-action, the 
demographic they 
comprise, and indicators
of response after a 
message has been
r e c e i v e d .


