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Share of pharmaceutical expenditure in total health spending
& in GDP, 2005
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Real annual growth in pharmaceutical spending and total health 
di  (   f  h i l  di )  expenditure (net of pharmaceutical expenditure), 1997‐2005
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Trend growth in pharmaceutical and total health expenditureTrend growth in pharmaceutical and total health expenditure
for 15 OECD countries, and GDP, 1980‐2005
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Relative retail pharmaceutical price levels in OECD Relative retail pharmaceutical price levels in OECD 
countries, 2005

EANA 27‐11‐2009 Dr Claude Schummer



“Generics or Innovation?”
Drug price

Production

R&D

Marketing
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“Generics or Innovation?”
Generic drugsGeneric drugs
Bioequivalence = Cmax  AUC :           
0,8 – 1,25 with CI 90%  of Original Drug0,8  1,25 with CI 90%  of Original Drug
(Small therapeutic window : 0.9 ‐ 1,11)

Costs of Generic DrugCosts of Generic Drug

Production

Distribution & Taxes
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“Generics or Innovation?”
EBM ou EBM?
Evidence based medecine
Eminence based medecineEminence based medecine
Experience based medicine
E id b d  k tiEvidence based marketing
Eminence based marketing
Experience based marketing
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“Generics or Innovation?”
GOOD MEDECINE

=
EVIDENCE BASED MEDECINE

+
EXPERIENCE BASED MEDECINE

+
PATIENT PREFERENCESPATIENT PREFERENCES
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“Generics or Innovation?”
Marketing Glossaryg y
Disease “Mongering”
Condition branding
Di t t     d ti iDirect to consumer advertising
4T rule: Talk‐Test‐Treat‐Today4T rule: Talk Test Treat Today
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“Generics or Innovation?”
Marketing Glossaryg y
Disease “Mongering"
Invent new diseasesInvent new diseases
Extent disease definition
Ri k f t  b  diRisk factors become disease
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“Generics or Innovation?”
Marketing Glossaryg y
Condition branding
Key for success:Key for success:
Make Condition name memorable & likeable
M k  C diti   t b   iMake Condition outcomes become serious
Make Condition chronic with high prevalence
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“Generics or Innovation?”
Marketing Glossaryg y

“Product branding‐focused marketing, however, leaves many patients untreated. Patients who 
do not recognize particular symptoms and medical conditions are less likely to seek medical 
attention and treatment, especially when their family doctor often lacks the time to probe for 
each and e er  possible medical condition  Product branding tells consumers about a solution each and every possible medical condition. Product branding tells consumers about a solution 
but not about the problem which the solution addresses. Condition branding educates 
consumers, physicians and other stakeholders about the problem. We propose that the 
pharmaceutical marketing paradigm be broadened. Pharmaceutical marketers should build 
strong condition brands, in much the same way as they build strong product brands. Condition 
branding facilitates customers' decision‐making, contributes to better health and may improve 
the standing of the pharmaceutical industry, which stands accused of overly aggressive product 
branding efforts, among other criticisms. When condition and product branding are well g , g p g
coordinated, each enhances the effectiveness of the other, raising patient health and brand 
sales.”

Journal of Medical Marketing 2007;7:341‐351
Building strong condition brands educates all stakeholders about the problem
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“Generics or Innovation?”
Disease treatment

↓
Risk treatment

↓↓
Outcome = measurable

↓
Outcome = probability

Responder              Non‐
Responder

↓ ↓ ↓
Disease      Disease            Disease
Prevented    Not prevented        NeverResponder

↓ ↓
Continue              Stop

Prevented    Not prevented        Never
at risk

↓ ↓ ↓
Continue              Stop

Continue for ever
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“Generics or Innovation?”
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“Generics or Innovation?”
Responsible Partner

P bli  P i t  P t hiPublic Private Partnership
Health actors
P iPatients

Service for Value
Ethics code

Long term relations
Invest more in collectivities and less in individuals
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“Generics or Innovation?”
Responsible Partnership as Healthactors
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