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Why “lessons from academia’?

Because you asked for greater
presence of academics and
academia in PMRG offerings




Who Is Paul E. Green?

Emeritus Professor
of Marketing

The Wharton School
University of Pennsylvania

45-year career of advances
In the theory and practice
of marketing science



What i1s the Paul Green Award?

o Journal of Marketing Research article:

— With greatest potential to contribute
to MR practice

 Funded by colleagues, students, friends

 Administered by American Marketing
Association (AMA) Foundation

* Presented at AMA’s Winter Marketing
Educators’ Conference



2008 Winning Article:

Consumer Packaged Goods
In the United States:
National Brands, Local Branding



Journal of Marketing Research
Vol. XLIV (February 2007), 4-13

Professor of Marketing
Anderson School of Mgmt.

University of California, LA

Professor of Marketing
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University of Chicago

Professor of Marketing
Graduate School of Business
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National brand share data are stable

 These data are focus of intensive
marketing research analyses

 Market share variation across
geographies is given less attention

Geographic variablility in brand
share calls into question single-
market analyses or share modeling
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Geographic variablility raises
guestions about value/impact of
national interventions, such as:

e Promotions
e Discounts
e Advertising



Analytic approach:

 Examine market share data for:
— Two (2) brands per category

— In 31 consumer packaged
good categories

— In 50 markets
— For more than 3 years
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Key findings:
« Geographic patterns in share are
long-term phenomena

e Perceived product quality varies
with brand share across regions

e Notion of “national brand”
undermined by the data
— No single image, equity,
Or positioning
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Possible explanations:

e Customer-focused
e Retaller-/Distributor-focused
e Manufacturer-focused

e Culture-focused
e Reimbursement-focused
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Calls for consideration of:
 Nuanced understanding of
local markets
e Tallored messages
* Micromarketing



Pharma/Biotech “Usual Suspects”

e Population demographics
e Influence of local KOLs

« Managed care presence/
Payor type and policies

* Timing of market introduction
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Geographic variations in US are a
target of healthcare reform

« Medicare enrollees vary
dramatically by US region, as do:

— Surgery rates (CABG,
total knee, mastectomy)

— Reimbursement per Medicare
enrollee

The New York Times, June 11, 2007
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e What signals the need for
local “branding”?

e How Is It Implemented?
e \What rewards accrue?



Our Expert Panel

Director, Consumer Marketing
Research, Pharmaceutical
Products Division

Abbott Laboratories

Colleen Foley

_ . Manager
Miranda Gill Celgene Corporation

Senior Director, Group Leader
Wendy Mayer |Specialty Market Analytics
Pfizer Inc.

Brand Management
Karl Speak Consultant
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Audience questions:

e Submit Iin writing
e Ask at mics In aisles
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e What signals the need for
local “branding”?

e How Is It Implemented?
e \What rewards accrue?



We Invite you to continue the
discussion ...

... during the break
... on the PMRG OC
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