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dation within the industry. Merger
and acqulsldon xtMty within big pharma will also accelerate, as
economies of scale ge as key compatitive differentiators in core mar-
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Increased globalization and expansion into emerging markets such as
China, India, and Russia will accelerate to keep pace with the rapid emer-
gence of a new middle class in numerous regions. In stark contrast, growth
in the United States and Western Europe will be relatively flat or incre-
mental

The generic market will continue to grow, particularly in emerging
markets where intellectual property and payment modeds are still being
developed and refined.

Mike Rutstein

Founder and President

StrikeForce Communications LIC s e
heakthcare advertising ogency spedalizing in
consumer advertising for prescription
products, as well as OTC and medical devices.
For more information, visit strikeforcenyc.com.

Given the dearth of new medical entities, the
global economik crisls, and healthcare reform,
we can expect Increased, and new, pressure
from generk manufacturers, While pddng
s and distribution have domik
hdkauﬂonbdmmmydhummbsﬁlmmm
sively to adopt traditional marketing and brand strategies to differentiate
thelr products, drive d d and capitalize on the expanding and evolv-
ing marketplace.

Mﬂqumwwmawolw
conditions will drive traditional ph to 2 and rethink its busk-
nc-modolhadoodq,g.no-nbwllphyamalddmkhhds—
covery, ds P -.,.'udw....-.,‘ lization of new medical entities.

A new admink shifting ic sands, and a recent history of
product market withdrawals has created great uncertainty across the
commerdalization process and set many marketers back on their heels.
Once an industry of risk and retum, pharma today operates in a hyper-
conservative and vigilant mode, which adversely affects all key stakehold-
ers and hampers a product’s potential to fully capitalize on a narmowing
window of retumn.

Size does matter, 5o much so that big phama ks looking for additional
way's to downsize, when possible, to align with the new market economy,
reduce overhead and contain skyrocketing costs. The impact has been
across the board and indudes sales and marketing — once the beead and
butter of the industry. In fact, outside consultants are now serving as an
out-of-house corporate marketing team and being activated and
deployed on an as-needed basls, depending on the specific needs and
dmﬁmwdamw«mnnmammhvu\dbmdms

From free Pods 10 magazines, ped exerclse equip
cational videos, and Just about every reward program imaginable, p
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DIGITAL EDITION — BONUS CONTENT

LleNG r orwa r'(i

of coverage or side effects) marketing cannot solve the problem. Only
wovdmhdghtundugm«mﬁmmkcmmmnb&

lor effective solutions that drive true persi y. A
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marketers collaborate on impacting patient adherence. Managed the
right way, it's a win-win for everyone.

Unquestionably,digital is playing a more important and expanded role
in the commercialization equation.This is not surprising given its ability to
effectively and efficiently target specific patient populations and provide a
di t forum for suff to learn and share valuable information. The
key issue moving forward will be the ability to effectively measure the
impact of this medium on conversion and compliance.

Jeff Stomberg

CEO

Delta Pharma s o professional services firm providing stoffing and
functional services prindpally focused on e sclences. For more
information, visikt delto-phama.com.

Over the years, blopharmaceutical companies have relied on traditional
sourcing models such as staff augmentation and CROs when supple-
menting thelr work force needs. Staff augmentation allows for speclalized
contractors 1o work on site under the supervision of the client’s perma-
nent staff and permits the client 1o maintain complete control over work
processes and product deliverables.

Altematively. a more costly resource solution Is the outsourcing of an
Mnd&deaOmeaﬂwdmkwﬂdh
these cost-conscious times, bioph panies are beginning
to embrace a hybrid approach when staffing dlinical research projects. The
functional service provider (FSP) modeld allows for the combined use of var-
lous types of staff ntation and cing concepts.

Mike Wexder

Principal

Bikmare Technologies offers a hosted sales
and marketing data warehouse solution
designed specifically for smallmidter
pharmaceutical and blotech companies. For
move information, visit biltmoretech.com or
e-mail mwexier@bitmoretech.com.

As big pharma companies continue to look
for ways to reduce large expense line items,
they will devote even more time to deter-
mining the effectiveness of their contracting strategies, specifically in the
areas of contract compliance, levels of formulary control, and rational pric-

ing.
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