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Introduction

No matter which biopharmaceutical pipeline analysis you read, one thing is for certain: Oncology dominates.

Companies have been built, sold, and failed based on trying to improve the therapy options cancer patients have
at their disposal. The terminal nature of the disease and the lack of multiple, equally effective treatments results
in a business model where high-priced treatments abound. Combine this with epidemiological factors (a
relatively high proportion of us will get cancer) and it is no wonder the oncology landscape has many highly
motivated players.

Lack of highly
effective

Large

population = treatments =

premium
pricing

high demand
for therapies

While this is not groundbreaking news to our industry, stating it out loud sets a base from which to have
discussions around how the landscape of Oncology sales/ information strategies are changing and their effects
on physicians and pharmaceutical companies.

The purpose of this report is to measure several aspects of how pharmaceutical companies could and should
interact with Oncologists. We choose the word “interact” carefully, in that we did not restrict our testing to
purely sales activities and we tested both personal and non-personal interaction methodologies.

Major Report Sections

1. Access to Oncologists
a) Medical Science Liaisons (MSLs)
b) Pharmaceutical Sales Reps
2. Frequency and duration of visits
3. Impact and satisfaction with interactions
a) Pharma companies with best MSLs
b) What high-performing MSLs do right
4. The MSL interaction environment
a) Most valuable MSL topics and industry connections
b) Preferred MSL interaction models (proactive vs. reactive)
c) MSL topic appropriateness
5. Preferred information dissemination vehicles
a) What information US Oncologists want from Sales Reps
b) What information US Oncologists want from MSLs
6. Prescribing trends
7. Practice setting analysis
8. Study data
a) Data from all questions in the survey
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The report examines how Oncologists prefer to receive certain types of information from
pharmaceutical and biotechnology manufacturers.

The report analyzes the following delivery mediumes...

- Pharmaceutical sales representatives

- Pharmaceutical Medical Science Liaisons (MSLs)

- eDetail (a presentation on-line or on a memory stick)
- Peer-based paper literature, articles

- Payer representatives

... across the following types of information...

- New competing products

- Changes to treatment guidelines

- Clinical trial safety and efficacy data

- Academic research findings

- General product benefits and risks

- Patient education materials

- Medication adherence materials/ programs

- Medication economics, cost of care, reimbursement levels

... and across various study/data types.

- Randomized controlled trials with a comparator product

- Randomized controlled trials without a comparator product

- Prospective observational studies (registry)

- Retrospective observational studies (database analysis, health claims)

- Meta-analysis of data sets (usually data from randomized controlled studies)
- Health economic outcomes research

- Patient-centric studies (Qol, adherence, functional measures, ease of use)
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From the section titled "Access to Oncologists"...

6

Likelihood of taking a meeting

102 respondents)

marketing operations.

100% -~

75% -

50% -

Highly likely & Likely

25% -

0%

“Overall, how likely are you to accept a meeting with a pharmaceutical sales representative and with a pharmaceutical
Medical Science Liaison (MSL) and/ or complete an electronic detail session to discuss a (insert product classification)? (Base =

Oncologists are more likely to accept a meeting with MSLs and still prefer traditional sales representatives over
eDetail sessions, regardless of the product classification. Given the scientific nature of oncology treatments, the
fact that more than one-third of Oncologists would be highly likely or likely to receive an eDetail about any of the
three product classifications tested indicates this medium is a viable option for pharmaceutical sales and

# Pharmaceutical sales
representative

B Medical Science
Liaison (MSL)

eDetail session

Novel MOA

First-in-class
oncology
product

Transitional or
follow-on
oncology

product
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From the section titled “Preferred Information Dissemination Vehicles"...

Preferred Information Dissemination Vehicles
Oncologists can receive information from a variety of sources; peers, scholarly articles, the pharmaceutical
industry, payers, and web-based applications. There are certain types of information they prefer to receive
from specific communication vehicles/ sources. Oncologists perceive traditional pharmaceutical sales
representatives to be the best source of and look to peer-based literature and
MSLs for - . It is interesting to note that for general product information,

Oncologists slightly prefer over _, _, and _

22012 15R Reports
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From the section titled "Impact and Satisfaction with Interactions”...

Although satisfaction with MSLs is relatively high, there is evidence that some pharmaceutical companies have
stronger ones than others. On average, respondents were able to name roughly three companies they considered
as having the best MSLs.

“Which biopharmaceutical companies have the best MSLs?” (Base = 76 respondents - Open-ended question, Multiple
responses allowed)

Coded responses (207 total responses from 76 respondents)

Abbott

Amgen

Astellas
AstraZeneca
Baxter

Bayer

Biogen ldec
BMS

Celgene
Cephalon

CSL Behring

Eli Lilly Responses have been alphabetized.

Ferring

Forest
Genentech
Genomic Health
Genzyme

GSK

Johnson and Johnson
Medivation
Merck
Millennium
Myriad
Nexavar
Novartis

Onyx

Optimer

Ortho Biotech
Ortho-Centocor
Otsuka

Pfizer

Phozor

Roche

Sanofi Aventis
Schering Plough
Spectrum

0% 20% 40% 60% 80% 100%
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From the section titled "MSL Interaction Environment"...

In an environment where simply gaining access to physicians is becoming more difficult, there is some good news
regarding what topics Oncologists believe are appropriate and inappropriate for pharma-physician discussions:

“Because Medical Science Liaisons (MSLs) are regarded as peer-level personnel whose main job is not to sell a product but
rather to foster scientific and medical discussion and be a point of reference for disease education and management, many
pharmaceutical companies have varying points of view as to what topics are in-bounds and out-of-bounds for MSL-to-
physician discussions. Given the following potential discussion topics, please give us your opinion as to the appropriateness of
the discussion between you and a MSL.” (Base = 102 respondents)

M Highly appropriate Appropriate Somewhat appropriate
Somewhat inappropriate M Inappropriate M Highly inappropriate

Discussing corporate-sponsored case studies
Discussing new efficacy data at your request
Discussing new safety data at your request

Discussing patient adherence programs/ data

Discussing peer-reviewed published articles at your request

Discussing potential inclusion in advisory boards Responses have been alphabetized.

Discussing potential inclusion in speaker programs

Discussing potential investigator-initiated studies

Discussing the possibility of being a principal investigator for an
upcoming clinical trial

Proactively discussing new efficacy data from studies

Proactively discussing new safety data from studies

Proactively discussing peer-reviewed published articles

Providing disease management or disease state information

Providing feedback on a clinical trial protocol

Responding to unsolicited physician requests about off-label
use

0% 20% 40% 60% 80% 100%
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From the section titled "Preferred Information Dissemination Vehicles "...

that information.

Payer,
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eDetail, Payer,
0

eDetail
,15%

Peer,

3% Rep,

Rep, 15%

19%

eDetail
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36%

Payer,
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Peer,
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23%

Payer,
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eDetail
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Peer,
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Rep,
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The graphic below is a representation that maps the importance that specific study/ data types play in
Oncologists’ prescribing decisions and overlays the communication vehicle from which they would like to receive
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To obtain full access to this report, please select one of the following licenses:

Single-user License A single-user license allows access to a single individual $4,900 USD
user.
Site-wide License A site-wide license allows access to organization $6,125 USD

employees within a particular geographic site/location
(i.e. NYC or London office)

Enterprise-wide License  Unlimited distribution within an organization $7,350 USD

To purchase the report with a credit card or invoice, simply click on the desired license above to be
taken to the purchase form. If you’d like to inquire about a different payment method or have other
questions, please contact us at Sales@ISRreports.com or +1.919.301.0106.

/About Industry Standard Research \

Industry Standard Research (ISR) is the premier, full service market research provider to the pharma and
pharma services industries. With over a decade of experience in the industry, ISR delivers an unmatched
level of domain expertise.

For more information about our off-the-shelf intelligence and custom research offerings, please visit our
\ Web site at www.ISRreports.com, email info@isrreports.com, or follow us on twitter @ISRreports. /
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