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Introduction 
 

With offices close to Brussels airport, C.E.L.forpharma is the home of international expert-driven courses 
for business executives in the pharma and related industry sectors. 
 
We work with reputable international pharma experts who are willing to transfer their expertise to 
business executives in one or two day courses focusing on special topics covering specialised competencies 
such as: 
 

¶ Health Economics 

¶ Market Access 

¶ Pharma Business Development 

¶ Pharma Forecasting 

¶ Out-licensing 

¶ Digital Marketing 

¶ Pharma Brand Planning 

¶ Pharma-Biotech Product & Company Valuation 

¶ Pharma Pricing 

¶ Lifecycle Management  
 
Our audiences are very international, with typically between five and ten nationalities represented in our 
classes with between eight to twenty (max) business executives. 

This document provides information about 2012 programmes. To view up-to-date information about our 
programmes portfolio and to read the numerous testimonials from past participants, as well as to register 
online, please visit our website at: 

 

www.celforpharma.com 

 

For more information, please e-mail or call: 

Annelies Swaan 
Senior Marketing Associate 
annelies.swaan@celforpharma.com 
+32 2 709 22 39 

 

http://www.celforpharma.com/
mailto:annelies.swaan@celforpharma.com
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The Pharma Brand Planning Course 
 

By: 

Edouard Demeire  

 

 

¶ Europe’s most authoritative pharma marketing planning trainer.  

¶ Visiting Professor at CEDEP (INSEAD) and other business schools.  

¶ Developed the business simulation game STRATPHARM with INSEAD Prof. 
Corstjens and trained well over 5000 executives on pharma marketing 
strategy since 1990.  

¶ Global pharma marketing trainer with several top pharma companies. 

 

By attending this course: 

1. You will increase the sales and marketing ROI of your brands by learning how to determine the 

marketing tactics that will effectively leverage opportunities in the market.  

2. Your future brand marketing plans will logically link marketing tactics to smarter patient / 

stakeholder insight and analysis.  

3. For your brands in “Red Ocean” (highly competitive) markets, you will know how to design 

marketing mixes that are superior to the competition.  

4. You will learn how to make the competition irrelevant by creating “Blue Ocean” (highly innovative) 

market environments for some brands, using value innovation concepts and tools.  

5. You will be armed with a box full of handy tools you can use back in the office.   

6. You will benefit from Edouard's wealth of experience in training & coaching numerous pharma 

companies on best-practice pharma brand marketing planning across a wide spectrum of 

therapeutic and geographical markets.  

 
What sets this course apart? 
 

¶ The expert: Edouard forces you to think “out-of-the-box”. He challenges his audience and, while he 
is an authority in pharma marketing strategy, he also transposes learnings from other industries to 
stimulate creative thinking. His approach sparks plenty of new ideas! 

¶ The content: You will learn how and when to use simple but powerful analytical tools in a well-
structured process that culminates in the design of “visionary”, high-impact brand plans with a logic 
between the final action plan and market dynamics. You will be armed with a box full of handy 
tools that can be implemented as of the first day you return to the office! 
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Who should attend? 
 

This course is highly suitable for marketers early in their career who wish to master the concepts and 
tools required to generate successful brand marketing plans. It is also beneficial for more experienced 
managers who want to benchmark and refresh their current practices. 
Finally, this course is also highly valued by non-marketers wishing to gain a thorough understanding of 
pharma marketing planning and how they can contribute to this process. 

 
Course agenda 
 

The course starts on the first day at 08:30h with a welcome coffee and ends on the second day at 
16:00h. 
 
Day 1 

 
¶ Welcome & General Introduction 

 
o The importance of vision-generating marketing planning (as opposed to template-based). 

 
¶ tǊƻǇŜǊƭȅ 5ŜǘŜǊƳƛƴŜ ŀƴŘ ¦ƴŘŜǊǎǘŀƴŘ ¸ƻǳǊ .ǊŀƴŘΩǎ aŀǊƪŜǘ 

 
o Different approaches to defining a brand’s market. 
o Use of static patient flow models  –  "Are your patient flows vision-creating?" 
o Gain insight through dynamic patient flow models and fully grasp customer behaviour by 
using the “Road to purchase/Patient Journey” tool and “Customer Functionality” concept. 

o Group work on: Patient flows and patient-based market definitions. 
 

¶ Segmenting the Market and Prioritizing Segments 
 

o An overview and discussion of the most commonly used segmentation approaches. 
o The 5 steps to getting the segmentation process right. 
o Which criteria should you use to segment your brand’s market? 
o Prioritizing market segments using the ά{ŜƎƳŜƴǘ 5ta !ǇǇǊƻŀŎƘέΦ 
o Targeting: how to manage for successful implementation. 
o Group work on: Designing the segmentation process as well as identifying and prioritizing 

customer segments from a perspective of both long term attractiveness and short term 
responsiveness. 

 
¶ Positioning Your Brand 

 
o The 5 steps to getting the positioning process right. 
o How to grasp and map customer perceptions and which one of the three άtŜǊŎŜǇǘƛƻƴ 
!ƴŀƭȅǎƛǎέ techniques should you use. 

o Different ways to position your brand and how to select the best positioning. 
o What should a good positioning statement include so that it defines the key claims to be 

communicated. 
o Plenary case discussion on: Brand positioning and the benefits of branding pharmaceutical 

drugs. 
 

GROUP DINNER 
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Day 2 
 

¶ {ǘǊŀǘŜƎƛŜǎ ŀƴŘ ¢ŀŎǘƛŎǎ ƛƴ άwŜŘ hŎŜŀƴ aŀǊƪŜǘǎϦ 
 

o Understand the “Hierarchy of Effects” of Rx decision making processes. 
o Creative strategies to impact the steps in the AIITA prescription process most relevant to 

your product (AIITA = Awareness– Interest – Intent – Availability/Accessibility – Trial – 
Adoption). 

o Use the “Market Influence Grid” of your brand’s market to identify key stakeholders and 
extract a limited number of key business drivers. 

o Design innovative plans in “Red Ocean markets” by linking actions to the “Road to 
Purchase” tree.  

o Group work on: Designing the marketing mix in a "Red Ocean" market. 
 

¶ Strategies and Tactics ά.ƭǳŜ hŎŜŀƴ aŀǊƪŜǘǎέ 
 

o What does customer satisfaction mean in your brand’s market and what impact does it 
have on your brand’s profitability. 

o How to analyse the value drivers for each of the key stakeholders for your brand. 
o How to reduce the impact of your competition by delivering true, innovative customer 

value. 
o How to design marketing mix strategies that truly generate value innovation for those key 

stakeholders. 
o Group work on: Innovative marketing mix design in a "Blue Ocean" market. 

 
¶ Plenary Discussion 

 
 
Learning methodology 
 

This course uses a variety of learning approaches, including interactive lectures, a case study 
(Betaprolol case), as well as group work and plenary discussion sessions. 

Working in groups of 3-5 delegates on the Betaprolol case, developed by Prof. Demeire, will enable 
you to practise the concepts and tools taught during the interactive lectures that alternate with group 
work sessions.  

 
Meet the expert: Edouard Demeire 
 

Edouard Demeire uniquely combines in-depth pharma marketing expertise with academic rigour and a 
wealth of training experience all over the globe. His teaching, consulting and research focus is on 
systematic decision support tools and models for pharma marketing strategy.   
Edouard has trained well over 4000 executives in the pharmaceutical industry. He is a Visiting 
Professor at CEDEP/INSEAD in Fontainebleau, Solvay Business School in Brussels, ESCP-EAP in Paris, 
and SIMI in Copenhagen. In addition, he has run hundreds of workshops at AZ, Eli-Lilly, MCE, Novartis, 
Organon, Roche, Schering-Plough, as well as with many medium-sized pharmaceutical companies. He 
is a close colleague of Prof. Marcel Corstjens of INSEAD. Together they developed the very successful 
STRATPHARM business simulation game and authored several authoritative articles in the area of 
strategic pharma marketing.  
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Dates, Venue & Accommodation 
 

Please have a look at http://www.celforpharma.com/pharma-management/training/pharma-
brand-planning-course.html?linkid=minimenu_dates#dates  

 

 
Registration fee 
 

Please have a look at http://www.celforpharma.com/pharma-management/training/pharma-
brand-planning-course.html?linkid=minimenu_fee#fee  
 

 
To register, please complete the online registration form at http://www.celforpharma.com/pharma-
management/training/registration/register-online.html  
 

 

  

http://www.celforpharma.com/pharma-management/training/pharma-brand-planning-course.html?linkid=minimenu_dates#dates
http://www.celforpharma.com/pharma-management/training/pharma-brand-planning-course.html?linkid=minimenu_dates#dates
http://www.celforpharma.com/pharma-management/training/pharma-brand-planning-course.html?linkid=minimenu_fee#fee
http://www.celforpharma.com/pharma-management/training/pharma-brand-planning-course.html?linkid=minimenu_fee#fee
http://www.celforpharma.com/pharma-management/training/registration/register-online.html
http://www.celforpharma.com/pharma-management/training/registration/register-online.html
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The Pharma Business Development Course 
An Overview Course 

 
By: 

Martin Austin 

 

 

¶ Martin uniquely combines a wealth of BD experience with entertainment 
talent.  

¶ A former senior BD executive with Roche and Paul Capital Partners.  

¶ Founder & Managing Director of TransformRx.  

¶ Author of Business Development for the Biotechnology and Pharmaceutical 
Industry. 

 

By attending this course, you will: 

1. Grasp the entire process of deal-making within the pharmaceutical and biotech industries, and 

learn the language, the concepts and tools from a practitioner’s point of view. 

2. Know how to profile the most suitable products for your company’s profile, and where to search 

for the opportunities. 

3. Grasp the principles of valuation and know what works best for which purpose.  

4. Get expert advice on negotiation strategy and tools, and on how to best conduct the interactions. 

5. Learn to write a good term sheet and how to assess those from other parties. 

6. Know how to best manage the contract phase and how to avoid the financial and legal pitfalls 

that can break a deal.  

7. Capitalize on Martin Austin’s vast experience in concluding and financing successful deals in the 

pharma and life science biotech industries. 

 
What sets this course apart? 
 

Unlike other courses that focus on a particular skill or aspect, this programme addresses all key steps 
in the pharma business development process, equipping you with powerful decision-support tools, 
expert insight into key success factors and time-saving advice. 
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All past participants admired Martin Austin’s enormous expertise and experience. His background is 
rather unique, combining big pharma business development with senior life science capital investment 
experience. 

 
Who should attend? 
 

This course has proven to be very successful for two categories of executives: 
 
Mid- to senior level executives in small pharma and biotech companies with limited formal 
training in business development but whose role increasingly involves business development 
activities. 
 
Junior to mid-level managers contributing to the business development process in midsize and big 
pharma companies (e.g. technology assessment, business intelligence…) who need a better 
understanding of the complete business development process. 

 
Course agenda 
 

The course starts on the first day at 09:30h with a welcome coffee and ends on the second day no later 
than 17:00h. 
  
Day 1 
 
¶ Welcome & General Introduction 

 
o Why "Business Development"? 
o What does the role entail? 
o Scope of this course. 

 
¶ Profiling the Opportunities That Will Be Successful for Your Company 

 
o Defining the playing field: external & internal parameters. 
o Using the "Numerical SWOT" to quantify and differentiate BD opportunities and gain 

insight. 
o Discriminating between opportunities in relationship to your company's capabilities using a 

"Gap analysis" technique. 
o Zooming-in on the ideal "Opportunity Anatomy" that should drive the search process. 

 
¶ Searching for the Right Candidate(s) 

 
o The process. 
o The main sources. 
o The search selection criteria. 
o Using the "Evaluation Array” to drive go/no go decisions. 

 
¶ Valuing the Opportunity 

 
o Deciding on the assumptions & parameters that should underpin your forecasts: should 

your forecasts be market based?... epidemiology based?... pharmaco-economically 
based?...product-lifecycle based?... 
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o The pitfalls in forecasting and the power of the "Prophecy" concept. 
o A review and discussion of merits & fallacies of traditional models: NPV, IRR, Black Scholes, 

Monte-Carlo Risk Analysis and Genetic Algorithms. 
 

GROUP DINNER 
Day 2 

 
¶ Valuing the Opportunity (contd.) 

 
o Risk & Return: the keys to valuation 

 
¶ Deciding on the Best Deal Structure 

 
o Overview and pros & cons of different deal structures: JVs, licensing, M&A, etc. 
o Discussion and analysis of successful cases as well as failures. 
o Which model fits your company situation best? 

 
¶ Negotiating the Deal 

 
o Key elements of the "Term Sheet". 
o Effective negotiation planning: key success factors in the process. 
o The power of the "Anchoring" technique. 
o Dos & don'ts during negotiation meetings. 

 
¶ Financial & Legal Success Factors / Considerations 

 
o The final contract: what it should include to avoid problems. 
o Dispute resolution. 

 

 
Learning methodology 
 

Martin Austin optimally balances theory with short exercises and numerous anecdotes that illustrate 
the theory. The strength of this course lies in providing a comprehensive overview of the business 
development and the many checklists and decision support techniques & tools that can be used in 
each step.  

 
 
Meet the expert: Martin Austin 
 
Martin Austin has a strong reputation in Europe’s senior (bio)pharma business development 
community. His profile uniquely combines the expertise and experience of a high profile pharma 
business development executive with that of a senior life science capital investment officer. Between 
1996 and 2000, Martin was Roche’s global Head of Business Development for Pharmaceuticals. During 
that period he played a leading role in the establishment of Roche Genetics, the rationalization of the 
R&D portfolio which led to the establishment of Actelion, Basilea and BioXell, as well as in the 
acquisition and integration of Boehringer Mannheim. After that, until January 2005, he was a Principal 
with Paul Capital Partners, a global private equity firm, leading their European Royalty healthcare 
activities.  
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In 2005, Martin founded TransformRx to provide business advice to clients regarding investment and 
business development opportunities. Martin is also a faculty member of the “European Course for 
BioBusiness Development” at the University of Basel.  

 
Dates, Venue & Accommodation 

 
Please have a look at http://www.celforpharma.com/pharma-management/training/pharma-
business-development-course.html?linkid=minimenu_dates#dates   

 

 
Registration fee 
 

Please have a look at http://www.celforpharma.com/pharma-management/training/pharma-
business-development-course.html?linkid=minimenu_fee#fee  
 

 
To register, please complete the online registration form at http://www.celforpharma.com/pharma-
management/training/registration/register-online.html  
   

http://www.celforpharma.com/pharma-management/training/pharma-business-development-course.html?linkid=minimenu_dates#dates
http://www.celforpharma.com/pharma-management/training/pharma-business-development-course.html?linkid=minimenu_dates#dates
http://www.celforpharma.com/pharma-management/training/registration/register-online.html
http://www.celforpharma.com/pharma-management/training/registration/register-online.html
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The Digital Pharma Marketing Course 
Add e to the mix to create a competitive edge in the new environment 

 
By: 

Fonny Schenck  

 

 

¶ European thought leader on digital and customer-centric innovation in the 
new go-to-market model of life sciences. 

¶ Former VP with J&J in the area of cross-channel CRM and digital marketing. 

¶ CEO of Across Health, a consultancy specialized in eCRM. 

¶ Highly respected for his comprehensive functional knowledge, ranging from 
SFE to Marketing Excellence, New Business Models, and CRM. 

 
 

 

By attending this course, you will: 

1. Learn why digitalis one of the cornerstones of the new commercial model for pharma and how 

physicians, other stakeholders and your competition are leveraging the power of the Internet. 

2. Be able to define a digital strategy for your brand, therapeutic area or company – locally and 

internationally. 

3. Know how to tightly integrate digital into your overall marketing, sales and medical education 

strategy and ŜƴǎǳǊŜ άŦǳǎƛƻƴέ of your online and offline efforts, while respecting legal and 

regulatory guidelines. 

4. Learn from well-metricized examples of successful e-tactics for physicians, consumers/caregivers 

and other new stakeholders like payers, nurses and pharmacists. 

5. Know how to market your digital initiative and how to organize for digital success: offline/online 

promotion, organization, change management and governance. 

6. Be able to calculate the ƛŘŜŀƭ άǎƘŀǊŜ ƻŦ ōǳŘƎŜǘέ ŦƻǊ ŘƛƎƛǘŀƭ in your overall communication mix and 

to assess the business impact of your digital projects.  

7. Gain insight into emerging digital trends and how they may impact your business. 
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What sets this course apart? 
 

¶ The expert: Our expert-trainer, Fonny Schenck, not only has a wide international experience in 
digital marketing (over 100 completed projects with over 20 different pharmaceutical or medical 
device companies) but he has also built up a very strong reputation within the international digital 
community as a high-impact consultant and trainer. Throughout his career, Fonny has worked in 
pharmaceuticals as well as in consultancy at European and global level.  

¶ The content: This course not only provides you with an explanation about concepts and methods. 
More importantly, it discusses the integration of digital in the overall business strategy and 
marketing plans (with practical examples) as well as the perspective of the customers and 
stakeholders, including several best-practice cases.  

 
 
Who should attend? 
 

This workshop is designed for innovative marketing, sales and medical education staff who want to 
optimize their communication mix and enhance customer-centricity through the selective adoption of 
digital. 
 
Executives from professional services organizations should request approval from Fonny Schenck prior 
to registering to this course. Please contact Tanya Petroffa, Office Assistant, 
Tanya.petroffa@celforpharma.com ; tel +32(0)27092107). 

 
 
Course agenda 
 

The course starts on the first day at 09:30h with a welcome coffee and ends on the second day at 
16:30h. 

 
Day 1 
 
¶ Welcome & General Introduction 
 
¶ Fusion marketing and the new commercial model: Why ς What ς How 

 
o Understand what drives the need for digital in pharma: the patent cliff, consumerism, 
dynamics in pharma’s stakeholder model, new customer needs.  

o The move from push to push/pull to pull.  
o Key digital trends for physicians, consumers and other stakeholders.  
o Key trends in other relevant industries for pharma.  
o Core concepts & terminology.  

 

Business case: SWOT analysis for digital in pharma (exercise in teams)  
 
¶ Defining a digital strategy for your brand, therapeutic area or company 

 
o What is a digital strategy and how is it linked with the overall product/TA/company 

strategy?  
o Define key leverage points, key target groups and desired behavioural change 
o Select & prioritize key digital tactics 
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o Determine the relative importance of patient vs. physician strategy 
o Design a digital roadmap  

 
¶ Effective e-ǘŀŎǘƛŎǎ ŦƻǊ ǇƘŀǊƳŀΩǎ ƪŜȅ ǎǘŀƪŜƘƻƭŘŜǊǎ 

 
o Effective tactics for Fusion Sales, Fusion Marketing, Fusion Service and Fusion Medical 

Affairs aimed at (target and non-target) physicians and professional associations. 
o E-tactics that effectively work for consumers, caregivers, patients, pharmacists and other 

stakeholders 
o What is the legal and regulatory framework? 
o Which option to take: build it yourself or partner? 

 

Business case: defining key leverage points and developing a digital 
roadmap for your brand for physicians and consumers/patients (exercise in 
teams)  

 
¶ Define key leverage points, key target groups and desired behavioural 

change 

¶ Select & prioritize key digital tactics 

¶ Determine the relative importance of patient vs physician strategy 

¶ Design a digital roadmap 

¶ Aligning online with offline execution 
 

GROUP DINNER  
 

Day 2 
 

¶ How to allocate a share of the communication mix budget to digital 
 

o What are best-practice techniques for optimizing the marketing mix? 
o How to prioritize key digital opportunities in the mix. 
o How to assess the impact of drivers (e.g. communication objective, customer readiness, 
competitive and product lifecycle stage, …) on budget allocation. 

 
¶ Assessing the business impact of digital projects 

 
o What kind of KPIs are important in pharma (and other industries)? 
o How to measure the customer experience. 
o An overview of web analytical tools and how they work. 
o How to create a dashboard. 

 

Business case: allocating budgets to digital projects and using key metrics 

(exercise in teams)  
 

¶ Define which % of your total budget you want to allocate to digital and why 

¶ Define key metrics and measurement techniques to assess your projects 

¶ Create a metrics dashboard for your project 
 
¶ Moving beyond the pilot: marketing your digital project and organizing for digital success 
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o How to not only get many web-visitors but also the right ones! 
o How to ensure buy-in from the entire organization (change management). 
o Aligning sales, marketing, medical and service to ensure effective cross-channel execution 

 
¶ Exploring emerging digital trends and how they may impact your business 

 
o Be aware of not only the opportunities but also the pitfalls of social media! 
o The key uses of mobile – today & tomorrow. 
o What does “connected healthcare” mean? How may it impact your go-to-market model? 
o Exercise: which novel tactic(s) would you add? When? 
 

¶ Wrap-up and closing 
 
 
Learning methodology 
 

Fonny Schenck is very experienced in leading interactive sessions and will actively engage participants 
in discussions and teamwork. In addition, a business case will be used throughout the workshop to 
help bring theory into practice. 

 
Meet the expert: Fonny Schenck 
 

Since mid 2007, Fonny Schenck has been CEO of Across Health, a fast-growing international 
consultancy on customer-centric innovation in life sciences.  
He joined from Johnson & Johnson, where he held regional and global roles in the e-business and CRM 
space between 2000 and 2007. In addition, he managed the EMEA-wide Salesforce Effectiveness 
programme as well as the launch of the Marketing Excellence programme. 
Leveraging his extensive hands-on experience, Fonny is focused on helping international clients to 
navigate towards a new commercial model, through the selective adoption of impactful innovative 
customer approaches.  
 
Fonny likes to work at the exciting intersection of technology, commercial effectiveness, business 
strategy and innovation. One of his more recent strategic focus areas is the impact of connected 
healthcare on the business model for pharma.  
 
Fonny has received many awards at J&J for his achievements in the CRM and e-business space, both at 
European and global level. In addition, he is a well-known speaker at international CRM and e-
marketing events and has authored several strategic eCRM articles. 
 
 

Dates, Venue & Accommodation 
 

Please have a look at http://www.celforpharma.com/pharma-management/training/pharma-
digital-marketing-course.html?linkid=minimenu_dates#dates  

 

 
Registration fee 
 

Please have a look at http://www.celforpharma.com/pharma-management/training/pharma-
digital-marketing-course.html?linkid=minimenu_fee#fee 
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To register, please complete the online registration form at http://www.celforpharma.com/pharma-
management/training/registration/register-online.html  

  

http://www.celforpharma.com/pharma-management/training/registration/register-online.html
http://www.celforpharma.com/pharma-management/training/registration/register-online.html
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The Pharma Forecasting Course 
 

By: 

Gary Johnson 
 

 
¶ The most down-to-earth pharma forecasting expert with superb training 

talent.  

¶ Founder & CEO of Inpharmation, a specialist consultancy.  

¶ Renowned consultant for the world’s top 10 pharma companies, and many 
more.  

¶ Winner of a number of speaking and best paper awards.  

¶ Author of Sales Forecasting for Pharmaceuticals: An Evidence Based 
Approach. 

 

By attending this course: 

1. You will learn techniques and approaches that have been proven to work best for forecasting sales 

of pharmaceuticals – and not waste your time on what doesn’t work. 
 

2. You will be able to challenge the forecasts others have produced for you, and produce your own 

forecasts in most situations. 
 

3. Concepts will be explained in simple, non-mathematical terms. Concrete examples from the 

pharma industry are used rather than vague concepts. 
 

4. You will leave with a collection of techniques and principles that you can implement easily and 

immediately after the course. 
 

5. You will receive an Excel-based forecasting tool that integrates all the techniques taught and 

applied during the course. This ensures you leave with real hands-on ability to use the techniques. 
 

6. You will receive Gary’s book Sales Forecasting for Pharmaceuticals: An Evidence Based Approach, 

which will be a valuable reference to have with you. 

 
 
What sets this course apart? 
 

Gary Johnson is an award-winning expert-trainer who: 
o Has consulted/forecast for every top 10 pharma company. 
o Has forecast for every leading country and major therapy area. 
o Is a finalist for the MCA Business Book of the Year Award. 
o Is a semi-finalist for the Financial Times Global Business Book of the Year Award. 
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o Twice won the BHBIA (British Healthcare Business Intelligence Association) best paper 
award. 

o Trained over 700 executives around the world. His presentations are constantly tweaked 
according to delegate feedback. They have thus evolved over the years so they are easy to 
understand and consistently get very high customer feedback scores. 
 

Unlike other forecasting courses, in this programme: 
o The focus is on techniques and approaches that have been proven to work best. 
o Concepts are explained in simple, non-mathematical terms. 
o Concrete examples are used rather than vague concepts 
o Delegates leave with a collection of techniques and principles that they can implement 

easily and immediately. 
 
Who should attend? 
 

This course is primarily designed for pharma marketers and market analyst functions who want to start 
off on the right foot in forecasting, as well as for advanced forecasters who want to review best 
practice and forecast even better. 
 
In addition, any marketing support function contributing to the forecasting process, as well as any 
executive wishing to be able to challenge the forecasts they receive from colleagues, will greatly 
benefit from participating. 
 
While all course content is obviously relevant for forecasting sales of new products, the concepts and 
techniques taught at this course can be used for marketed drugs whenever something is happening in 
their market that may impact sales, e.g. new competitor products, product improvements etc.  
 
Executives from professional services organizations should request approval from Gary Johnson prior 
to registering to this course. Please contact Tanya Petroffa, Office Assistant, 
Tanya.petroffa@celforpharma.com ; tel +32(0)27092107). 

 
Course agenda 
 

The course starts on the first day at 09:30h with a welcome coffee and ends on the second day at 
16:00h. 

 
Day 1 

 
¶ Welcome & General Introduction 
 
¶ The Right Approach to Forecasting 

 
o When to use models and when to use judgement. 
o When to use extrapolation and when to use 'causal' (e.g. promotional spend). 
o Whether to use a single forecasting model or more than one. 

 
¶ The Proven Rules of Good Forecasting 

 
o Why you should 'divide and conquer' when building a forecast. 
o Why simple approaches work best (and what we mean by 'simple'). 
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o The other key rules that forty years of academic research into forecasting have proven. 
 

¶ Structuring a Forecast 
 

o What is meant by an 'epi-based forecast'. 
o What is meant by a 'patient-based forecast'. 
o What is meant by a 'sales-based forecast'. 
o When to use each of the above. 

 
¶ Extrapolation 

 
o A simple totally non-mathematical explanation of how extrapolation techniques differ 

from each other.  
o Which simple extrapolation techniques work best? 
o Which ones are built into Excel and which ones require additional software. 

 
¶ The Impact of Product Profile on Your Market Share 

 
o The key idea behind conjoint analysis (the most common research technique for looking 

at the impact of product profile). 
o How to build a simple conjoint-type model yourself, without a survey for forecasting. 

 
 

GROUP DINNER 
 

Day2 
 

¶ The Impact of Launch Order on Your Market Share 
 

o How and why launch order affects your market share. 
o How to build a simple launch-order model to predict the impact of your launch-order. 

 
¶ The Impact of Promotional Spend on Your Market Share 

 
o How and why promotional spend affects your market share. 
o How to build a simple promotional spend model to predict the impact of promotional 

spend on your market share. 
 
¶ How Pharmaceutical Market Share Models Differ to 'Standard' Forecasting Models 

 
o How co-prescription affects shares. 
o How 'lines of therapy' affect shares. 
o How off-label usage affects shares. 

 
¶ Forecasting How Quickly You Will Achieve Your Sales Potential 

 
o Why therapy class uptakes tend to be 's-shaped'. 
o Why brand market share uptakes tend to be 'r-shaped'. 
o A simple non-mathematical explanation of how the famous Bass Model can help you 

predict the above. 
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o Flow/State models (new, repeat, switch etc.) and their role in forecasting uptakes. 
 
¶ Where to Get The Data For Your Forecasts 

 
o Compliance and continuation/persistence. 
o Epidemiology sources and accuracies. 
o Diagnosis and prescription rate sources and accuracies. 
o Events (which events really matter and why most forecasts are "over-evented'). 

 
 
Learning methodology 
 

This course optimally balances interactive lectures and group work on case studies that illustrate the 
theory and enable delegates to practice the tools & techniques.  
You will be provided with an Excel workbook (that you can take home on a CD-ROM) including simple 
exercises that you will complete at the end of each session. This will ensure you leave with real hands-
on ability to use the techniques. 

 
Meet the expert: Gary Johnson 
 

As the founder and Managing Director of Inpharmation, a consultancy specialising in pharma 
forecasting and modelling, Gary Johnson works with the world's top 10 pharma companies and many 
more. 
 
Gary is also the expert-trainer on our popular Essentials of Pharmaceutical Pricing course. 
 
Prior to founding Inpharmation, Gary spent two decades in the pharma industry holding senior 
positions, such as General Manager and Head of Global Marketing with a number of major blue-chip 
pharma companies, including SmithKline Beecham, Fisons and Schwarz.  
Gary Johnson is a sought-after industry speaker and conference chairman. Winner of a number of 
speaking and best paper awards with the EphMRA and the BHBIA, he is the author of Evidence Based 
Forecasting for Pharmaceuticals - the definitive work on forecasting (and influencing) the sales of 
pharmaceutical products. Other books include Monkey Business: Why the Way You Manage is a 
Million Years out of Date – finalist for the MCA Book Prize.   

 
Dates, Venue & Accommodation 

 
Please have a look at http://www.celforpharma.com/pharma-management/training/pharma-
forecasting-course.html?linkid=minimenu_dates#dates  

 

 
Registration fee 
 

Please have a look at http://www.celforpharma.com/pharma-management/training/pharma-
forecasting-course.html?linkid=minimenu_fee#fee  
 

 
To register, please complete the online registration form at http://www.celforpharma.com/pharma-
management/training/registration/register-online.html  

http://www.celforpharma.com/pharma-management/training/pharma-pricing-course.html
http://www.celforpharma.com/pharma-management/training/registration/register-online.html
http://www.celforpharma.com/pharma-management/training/registration/register-online.html
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Health Economics for Non-Health-Economists 
 

By: 

Lieven Annemans  

 
 

¶ Europe’s most entertaining health economics expert  

¶ A unique profile: an academic professor, consultant and former pharma 
executive  

¶ Sought-after advisor and educator to health policy makers and pharma 
companies  

¶ Highly respected for his vast international and cross-therapeutic experience  

¶ Author of Health economics for non-economists (Academia Press) 

 

By attending this course, you will: 

1. Learn about the language, key principles and methods of health economic evaluations. 

2. Know how to interpret the results of health economic evaluations. 

3. Learn to integrate health economic evaluations in product development, pre-marketing and post 

launch. 

4. Gain insight into the perspective of decision makers. 

5. Ensure alignment of health economics with marketing strategies. 

6. Understand and avoid the pitfalls of health economic evaluations. 

7. Gain expert insight and advice from Lieven Annemans who conducted health economic 

evaluations in over 20 countries across a wide spectrum of therapeutic areas. 

 
 
What sets this course apart? 

¶ The expert: Our expert-trainer, Prof. Lieven Annemans, not only has a wide international 
experience in health economic evaluations (over 200 completed projects with over 30 different 
pharmaceutical or medical device companies) but also built a very strong reputation within the 
international pharmaco-economic community as a high-impact trainer. Throughout his career, 
Lieven has worked in pharmaceutical companies, in health care policy environments, in consultancy 
and in academic positions. 
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¶ The content: This course not only provides you with an explanation of concepts and methods. More 
importantly, it discusses the integration of health economic evaluation in clinical development and 
brand marketing plans (with practical examples), as well as the perspective of the decision maker, 
including examples of successful applications of health economic evaluations.  
 
 

Who should attend? 
 
As the course title suggests, this course is designed for non-health-economists. 
As pharma companies are facing ever-increasing hurdles to optimize market access for their brands, all 
managers in product development and marketing should attend such course so that they can 
contribute to a successful integration of health economic evaluations into clinical and brand plans. 

 
 
Course agenda 
 

The course starts on day 1 at 09:30h with a welcome coffee and ends on day 2 at 16:30h. 
 
Day 1 
 

¶ Welcome & General Introduction 
 

¶ Health Economic Evaluations: Why ς What ς How  
 

¶ Why health economic evaluations 

¶ Why health economic evaluations receive increasing attention in marketing messages 

¶ Key definitions & terminology: talking the same language 

¶ From value proposition to cost-effectiveness 

¶ Main methods of health economic evaluations 
Exercise on QALYs 
 

¶ Health Economic Modelling ς Commonly Used Models 
 

¶ Back of the envelope models 

¶ Simple decision trees (+ examples) 

¶ Markov models (+ examples) 
Exercise on decision tree model 

 

¶ Issues in Analysing Costs and Savings 
 

¶ The perspective of the study (e.g. building in absenteeism in the value message?) 

¶ The study setting: hospital-based drugs and ambulatory drugs require different approaches! 

¶ How to deal with current benefits versus benefits in the far future? 

¶ Budget impact implications: state-of-the-art 
Exercise on budget impact 
 

¶ Guidelines for the Conduct and Reporting of Health Economic Evaluation  
 

¶ What distinguishes a good from a bad health economic evaluation? 
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¶ What can one do to increase the credibility of health economic messages in the value message? 

¶ A 10-item checklist for a good health economic paper 
Exercise on guidelines: how to distinguish a good health economic paper from a poor quality 
paper 

 
 

GROUP DINNER 
Day 2 

 

¶ Prospective Health Economic Evaluations 
 

¶ Aligning health economic data with clinical data 

¶ Conflicts of interest between the clinical and the health economic perspective 

¶ Practical steps for prospective health economic studies  
 

¶ Use of Health Economic Evaluations in Different Countries 
 

¶ The large differences in payer expectations 

¶ Methodological challenges: from very simple messages to high tech requirements 

¶ Pitfalls of health economic evaluations: why some messages fail to have an impact 
Exercise on priority setting 

 

¶ Implementing Health Economic Evaluation in Pre- and Post-launch Phases 
 

¶ Pre-marketing 
o Developing a value dossier 
o Organisation and process within HQ and affiliates 
o Where to get the data? 
o The cost-effectiveness of cost-effectiveness studies 

¶ Post-launch 
o How to prepare for a second assessment 

 

¶ Final Exercise: Developing an inventory of information needs for a typical health economic dossier. 
 

¶ Final Discussion and Close 
 
 
Learning methodology 
 

Prof. Lieven Annemans is very experienced in leading interactive sessions and will actively engage 
participants in discussions.  In addition, two exercises will be used to help bringing theory into practice. 
 
 

Meet the expert: Lieven Annemans PhD, MSc 
  

Lieven Annemans is a Full Professor of Health Economics at Ghent University and Brussels University.  
He is Past-President of ISPOR, the International Society for PharmacoEconomics and Outcomes 
Research, chairman of the Flemish Health Council (advising the Minister of Health), and external 
expert to the Belgian HTA body “KCE”. He has experience in health economic evaluations of 
pharmaceutical drugs, medical devices and preventive health actions in various medical areas, and 
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conducted studies in over 20 countries.  He is currently also active as an independent consultant in 
health economics and prior to his professorship he has also worked in the pharma industry.  
 
His main interests are epidemiological models, early new technology assessment, retrospective/ 
prospective health economic evaluations, and physician payment systems. He has published over 100 
papers in peer-reviewed journals, presented over 250 posters/papers at conferences and has given 
over 300 lectures and trainings on health economic evaluation. He is the author of the book “Health 
economics for non-economists: an introduction to the principles, methods and pitfalls of health 
economic evaluations” (info@academiapress.be).  

 
Dates, Venue & Accommodation 

 
Please have a look at http://www.celforpharma.com/pharma-management/training/pharma-
health-economics-course.html?linkid=minimenu_dates#dates  

 

 
Registration fee 
 

Please have a look at http://www.celforpharma.com/pharma-management/training/pharma-
health-economics-course.html?linkid=minimenu_fee#fee 
 

 
To register, please complete the online registration form at http://www.celforpharma.com/pharma-
management/training/registration/register-online.html   

mailto:info@academiapress.be
http://www.celforpharma.com/pharma-management/training/registration/register-online.html
http://www.celforpharma.com/pharma-management/training/registration/register-online.html
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Late Stage Pharma Lifecycle Management 
 

By: 

Neal Hansen 
 

 

¶ Europe’s most authoritative expert on lifecycle management strategies in the 
pharmaceutical industry.  

¶ A world-class speaker and trainer!  

¶ Global Director of Datamonitor Healthcare’s Consulting Practice.  

¶ Renowned consultant for the world’s top 10 pharma companies, and many 
more. 

 

By attending this course: 

1. Understand product maturity and be prepared for what happens at patent expiry 

2. Know which drivers of differentiation can be used in a seemingly undifferentiated world 

3. Learn where, when and how to compete in a generic world using pricing and contracting 

strategies, authorized and own generic strategies, Rx to OTC switching strategies, etc. 

4. Learn how to select the best tactics for your brand(s) 

5. Be able to take portfolio management decision at late stage 

6. Know how to build winning organizations in late stage LCM 

7. Gain insights from real world LCM case studies and benefit from Neal’s insightful 

recommendations based on his unique background as a senior consultant in working on LCM 

solutions for many pharma companies. 

 

What sets this course apart? 

 

¶ The expert: Not only is Dr. Neal Hansen highly knowledgeable about pharma LCM, he is also a 
talented speaker – very lively and passionate about this subject. He has worked globally with senior 
executive levels in the pharma industry across therapeutic areas, but he is also very knowledgeable 
about realities in the national markets. 
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¶ The content: Dr. Neal Hansen and his consulting team have gained unparalleled expertise through the numerous 

consulting assignments they have performed for the pharma industry in the area of LCM.  The reason is simple: 
Datamonitor Healthcare's consulting team can capitalize on years of research and analysis on this topic conducted by 
their analysts. But Neal enriches his course with insightful recommendations he has drawn from working on pharma LCM 
solutions, in a format that fosters interaction and learning. 

 
 
Who should attend? 
 

Brand Managers and their managers, as well as managers in related planning and intelligence 
functions dealing with mature brands. 
 
Executives from professional services organizations should request approval from Neal Hansen prior to 
registering to this course. Please contact Tanya Petroffa, Office Assistant, 
Tanya.petroffa@celforpharma.com ; tel +32(0)27092107). 

 
 
Programme Outline 
 

You are welcome to join us for the welcome coffee at 09:30h. The actual programme starts at 10:00h 
and closing will be no later than 17:00h.  

 

¶ Understanding Product Maturity ς What Happens at Patent Expiry? 

 

o What defines product maturity? 

o Market forces shaping the landscape for late stage LCM 

o What happens at patent expiry – exploring the world … 

o Generic company strategies – what are their goals? 

o Defining success in late stage LCM – what are our goals? 

 

¶ Differentiating in an Undifferentiated World  
 

o Drivers of differentiation in a mature world 

o Clinical differentiation – what is still possible? 

o Focus on unmet needs – what can we do? 

o Non clinical differentiation – how do we make a brand bigger than a molecule?   

 

¶ Commercial Success ς Where, When and How to Compete in a Generic World 

o Understanding the drivers of competition in a generic world 

o Where and when to compete – segmenting the world 

o Pricing and contracting strategies 

o Authorised and own generic strategies 

o Rx to OTC switching  

  

¶ Breakout Exercise ς Selecting The Best Tactics 

o Exploration of potential tactical approaches to late stage LCM 
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o Case study-based prioritisation and planning 

 

¶ Portfolio Management at Late Stage ς Shaping Success in Established Brands 
 

o Managing a mature brands portfolio – what to keep and what to drop? 

o To withdraw or not – discontinue, divest or de-prioritise? 

o Building a portfolio – expansion strategies to drive growth 

o Portfolio-based LCM prioritisation – acting in the best interest of the whole… 

 
 
 
Learning methodology 
 

In addition to his very effective interactive lecturing technique, Neal uses numerous industry cases to 
illustrate and discuss the LCM strategies taught during the theoretical sessions.  
 
 

Meet the expert: Dr. Neal Hansen 
 

Neal is the Global Director of Datamonitor’s Healthcare Consulting Practice In this role, he leads a 
multi-disciplinary team focusing on the provision of customized solutions to leading players in the 
pharmaceutical and biotechnology industries in key areas such as portfolio and brand management, in- 
and out-licensing and forecasting.  
 
Prior to this role, Neal was the European Head of Consulting within Wood Mackenzie’s Life Sciences 
Practice.  
During his time at Wood Mackenzie, Neal led commercial assessment, scenario planning and war 
gaming projects for numerous top tier and mid-cap pharmaceutical companies in Europe, the US and 
Japan. Earlier in his career, Neal held various senior roles within Datamonitor including Lead 
Consultant and Lead Analyst for Strategic and Company Intelligence encompassing Strategic Insight, 
eHealthInsight and PharmaVitae Company Tracking.  
 
He has authored in-depth analyses on strategic issues affecting the pharmaceutical industry, focusing 
on lifecycle management, pharmaceutical sales force strategies, competitive dynamics in mature and 
emerging markets and the changing nature of the global generics sector.  
He has chaired and spoken at numerous conferences in the field of lifecycle management and the 
changing nature of the generics industry. His work has featured in In Vivo, The Economist, The Wall 
Street Journal, MedAd News and PharmaFocus.  
 
Neal holds a PhD in Pharmacology (University of Cambridge), and a MA in Natural Sciences (University 
of Cambridge). 

 
Dates, Venue & Accommodation 

 
Please have a look at http://www.celforpharma.com/pharma-management/training/pharma-
lifecycle-management-course.html?linkid=minimenu_dates#dates  
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Registration fee 
 

Please have a look at http://www.celforpharma.com/pharma-management/training/pharma-
lifecycle-management-course.html?linkid=minimenu_fee#fee 
 

 
To register, please complete the online registration form at http://www.celforpharma.com/pharma-
management/training/registration/register-online.html  
  

http://www.celforpharma.com/pharma-management/training/registration/register-online.html
http://www.celforpharma.com/pharma-management/training/registration/register-online.html
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The Pharma Market Access Course 
Definition ς Planning ς Implementation 

 
By: 

Lloyd Morgan & Konrad Wallerstein 
 

 

This expert faculty combines a unique blend of expertise and experience of all 
strategically vital aspects in market access optimization! 

¶ Lloyd Morgan is the General Manager of Adelphi Group. Lloyd has 
worked with Adelphi for over 19 years and has experience in 
communications, outcomes and marketing research. He is a member of 
Adelphi’s pricing consultancy team. 

¶ Konrad Wallerstein is based in Adelphi’s Philadelphia office. Konrad has 
20 years of experience of working on pricing, reimbursement and market 
access issues within the industry and as a consultant. 

 
 

 
By attending this course, you will: 

1. Grasp the full meaning of Market Access, its importance for optimizing product launches and its 

implications for the whole organization, from phase II up to post-launch. 

2. Learn to integrate market access concepts into clinical and brand marketing plans.  

3. Have a good understanding of the differences across the healthcare systems in Europe with 

respect to optimizing market access for your brands. 

4. Gain insight into how stakeholders - and which ones! -  impact on the success of your brand along 

its lifecycle. 

5. Learn to use the concepts and techniques that have proven to be successful in influencing the 

market access decision-makers.  

6. Know how toeffectively manage the organizational issues from global to local, from medical to 

marketing, etc.  

7. Gain expert insight and advice from an expert faculty with vast relevant cross-functional and multi-

therapeutic experience from both industry and consultancy. 
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What sets this course apart? 
 

The faculty has lived the experience of integrating market access issues into commercial and clinical 
plans. They have advised multiple companies on market access and pricing strategies at global and 
local levels. Together, they encompass the broad cross-functional expertise that is required to 
effectively build market access into clinical and brand plans. 
In this programme, in addition to providing you with a thorough understanding of market access 
concepts and the key stakeholders involved, we will share concrete examples and show how market 
access should be integrated in your clinical and brand plans.  

 
 
Who should attend? 
 

This seminar is a must for international brand managers and for managers in functions that contribute 
to optimizing market access, such as business intelligence, health outcomes, marketing 
communications and public affairs.  
 
Managers in local marketing organizations with responsibility for optimizing market access in national 
markets will also benefit but they should be aware that the scope of this seminar is primarily 
international (global or regional). 

 
 
Agenda 
 

You are welcome to join us for the welcome coffee at 09:30h. The actual programme starts at 10:00 
and closing will be no later than 17:00h. 
 
Day 1 

 
¶ Welcome 
 
¶ What is Market Access 

 
o What do we mean by market access? What does it encompass?  
o Why is market access so important for pharma marketing? 
o Who are the payors? 
o What are concerns of market access decision makers?  

 
¶ The World of Payors 

 
o What framework do payors operate in?  
o What are the key stakeholder types in the different systems? 
o How do payors control cost?  
o Compare and contrast countries/systems.    

¶ Country Systems ς France 
o System 
o Stakeholders 
o Issues/Hot topics.    
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¶ Country Systems ς Germany 
o System 
o Stakeholders 
o Issues/Hot topics.    

 

¶ Country Systems ς Italy 
o System 
o Stakeholders 
o Issues/Hot topics.    

¶ Country Systems ς Spain 
o System 
o Stakeholders 
o Issues/Hot topics.    

¶ Country Systems ς UK 
o System and critical decision processes 
o Stakeholders 
o Issues/Hot topics.    

¶ Country Systems Exercise 
o An exploration of the different types of system and their operation  

 
 

GROUP DINNER 
Day 2 

 
¶ Country Systems Exercise: Presentation Back of Group Work 

 
¶ European Changes and New Funding Mechanisms 

 
o Recap market access systems 
o How hospital funding mechanisms relate to market access 
o Risk Sharing 
o Future developments 

 
¶ Developing a Market Access Plan 

 
o How to effectively design a market access plan for your brand. 
o Key elements to a market access plan 
o Internal contributors to the market access plan 

 
¶ Building value into the product 

 
o The concept of the minimum acceptable access profile  
o Building market access in from the start 
o Communicating value 
o Which kind of message for which stakeholder? 
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¶ Exercise: Developing a Market Access Plan 
 

o Application of concepts to market access planning  
 
¶ Presentation Back of Exercise: Developing a Market Access Plan 

 
¶ Closing Remarks 

 
 
Learning methodology 
 

This faculty is very experienced in leading interactive sessions and will actively engage participants in 
discussions. In addition, a short case study will be used to illustrate key parts of the theory. 

 
Meet the experts: Lloyd Morgan and Konrad Wallerstein 
 

Lloyd Morgan is the General Manager of Adelphi Group. Lloyd has worked with Adelphi for over 19 
years and has experience in communications, outcomes and marketing research. He is a member of 
Adelphi’s pricing consultancy team. Lloyd originally trained as an accountant and his previous 
experience includes involvement in the European launch of Tenormin when working with AstraZeneca. 
Lloyd is a member of the Market Research Society. 
 
Konrad Wallerstein is based in Adelphi’s Philadelphia office. 
Konrad has 20 years of experience in working on pricing, reimbursement and market access issues 
within the industry and as a consultant. Prior to starting Adelphi Focus, Konrad was Executive Director, 
Pricing at J&J PGSM HE&P, leader of the Public Policy practice at Cambridge Pharma Consultants, 
where he also devised and implemented PharmaQuery (an international on-line information resource, 
newsletter and consultative service dedicated to market access systems and issues), and a founding 
director of REMIT (one of the first consultancies to focus on the economic and commercial aspects of 
pharmaceuticals, for the industry, trade associations, governments and the European Commission). 

 
Dates, Venue & Accommodation 

 
Please have a look at http://www.celforpharma.com/pharma-management/training/pharma-
market-access-course.html?linkid=minimenu_dates#dates  

 

 
Registration fee 
 

Please have a look at http://www.celforpharma.com/pharma-management/training/pharma-
market-access-course.html?linkid=minimenu_fee#fee  
 

 
To register, please complete the online registration form at http://www.celforpharma.com/pharma-
management/training/registration/register-online.html  
 
 

  

http://www.celforpharma.com/pharma-management/training/registration/register-online.html
http://www.celforpharma.com/pharma-management/training/registration/register-online.html
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The Pharmaceutical Out-licensing Course  
 

By: 

David Scott  

 
 

¶ Over 25 years licensing experience in the healthcare sector - the first ten 
years within the pharma industry.  

¶ As a freelance licensing and business development consultant since 1996, he 
has successfully concluded numerous inward and outward licensing 
agreements for clients covering small molecules, biologicals and delivery 
technologies.  

¶ Author of Scrip’s best-selling report Practical Guide to Pharmaceutical 
Licensing. 

 

By attending this course, you will: 

1. Understand the key factors leading to a successful out-licensing deal of pharmaceutical 

compounds in R&D.  

2. Learn how to profile your product and prepare product information to maximise its attractiveness 

to third parties.   

3. Understand the key factors leading to valuing your product and how to set up a spreadsheet to 

optimize the commercial structure of the deal.   

4. Find out how to target potential partners - and the best way to make successful contacts.  

5. Learn what to include in a term sheet, as well as in CDAs and MTAs, and which issues to watch out 

for during negotiations.   

6. Understand the due diligence process and what will be expected from you.   

7. Get expert advice on negotiation strategy and on managing a deal post-signature. 

 
 
What sets this course apart? 

¶ The expert: David Scott is well-respected in the pharmaceutical licensing world and is actively in- 
and out-licensing products for clients in the pharmaceutical, biotech and technology sectors.  He 
also has a strong track record in running successful training courses and workshops, so he combines 
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a hands-on approach to licensing with training skills. 
 

¶ The content: This course is designed to provide delegates with all the practical skills needed to out-
license a development based product.  The course is hard work but fulfilling and covers all the main 
aspects of licensing. It comes along with useful templates for future activities, including a 
spreadsheet to calculate optimal deal values.  
 
 

Who should attend? 
 
The Pharmaceutical Out-licensing Course is designed for those likely to be involved in the out-licensing 
process of a development product: 
 

¶ Senior executives and scientists in companies developing or planning to develop products for 
out-licensing.  

¶ Junior to mid-level managers, including scientists, commercial and legal managers, who are 
likely to be involved in the licensing and due diligence process.  

¶ Business development managers, members of legal and IP teams with no formal training in 
licensing and staff joining the business development and licensing functions.  

¶ Managers looking to broaden their personal career skills with a thorough understanding of the 
licensing process. 
 
 

Course agenda 
 

The course starts on day 1 at 09:30h with a welcome coffee and ends on day 2 at 16:00h. 
 

Day 1 
 

¶ Welcome & General Introduction 
o Introduction of the programme and the delegates  
o Overview of the out-licensing process 

 

¶ Preparing the Ground 
o The importance of an out-licensing strategy  
o Questions to be addressed when preparing an out-licensing plan  
o Deciding on the best time to do a deal 

 

¶ Deciding What Type of Deal to Seek 
o What are the options in terms of deal types?  
o An explanation of how joint ventures and co-promotion work  
o An introduction to typical commercial deal structures  
o The value of performance and offset arrangements 

 

¶ Contractual Issues  
o What to include in Confidential Disclosure Agreements (CDAs) and Materials Transfer 

Agreements (MTAs)  
o Termsheets – a detailed layman’s review of all the key clauses, including:  
ü Exclusivity, Sub-licenses, Field and Territory  
ü Milestones, Royalties and Royalty stacking  
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ü Termination, Warranties and Jurisdiction 
 

¶ Valuing the Deal 
o What are the key factors influencing deal values?  
o What is a sensible way of establishing the value of a product?  
o Modelling the deal  

Exercise: delegates will be given a spreadsheet and an exercise to calculate an 
optimal deal structure for themselves 

 
GROUP DINNER 

Day 2 
 

¶ Preparing to Out-license 
o How to draw up an action plan and what to include  
o Setting up the licensing team  
o How to market the deal – gain a full understanding of how to prepare the required 

documentation, including the non-confidential brochure, confidential prospectus and 
presentation, due diligence and target termsheets  

 

¶ Finding Potential Partners 
o Assembling and refining target lists and the resources used for this  
o How to make effective contact with potential partners  
o A checklist for effective record-keeping 

 

¶ The Evaluation Process 
o What is involved in the evaluation and due diligence process undertaken by both 

licensors and licensees  
o Factors that can influence a successful outcome 

 

¶ Negotiation Pointers 
o How to make your negotiation more effective 

 

¶ Managing the Deal 
o Building a team – task forces  
o Managing your partner  
o What to do if everything goes wrong 

 

¶ Preparing a Term Sheet 
o Example of an actual termsheet used in a successful deal 
o Exercise: delegates will be given the opportunity to draft their own target and fall-

back terms for a fictitious but realistic case. The results will be critically examined by 
the expert and discussed in plenary. 

 
Learning methodology 
 
David Scott is an experienced “hands-on” licensing manager - his report, “{ŎǊƛǇΩǎ tǊŀŎǘƛŎŀƭ DǳƛŘŜ ǘƻ 
Pharmaceutical Licensing” has been called the “quintessential pharmaceutical licensing work”. He 
matches a systematic presentation of the involved processes with practical anecdotes drawn from 
personal experience.  
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Delegates are encouraged to raise specific issues in the group to take full advantage of his experience 
and advice.  
 
Each day ends with an exercise that allows delegates to put into practice the techniques. Delegates 
also receive a number of pro-formas (including a draft CDA) dealing with the issues discussed during 
the course. 

 
 
Meet the expert: David Scott 

David Scott is a freelance healthcare consultant and a skilled negotiator who has closed a number of 
major deals for inward and outward licensing for pharmaceutical products, delivery systems and 
technologies.  He has also provided licensing training for a number of multinational pharma companies 
and training organizations and has published widely. David has a BSc in Chemistry from Nottingham 
and post-graduate qualifications in marketing and market research from Kingston Business School.  He 
is also an accredited Certified Licensing Professional and a member of the Licensing Executives Society 
and the Pharmaceutical Licensing Group. 

He joined Fisons plc (acquired by RPR in 1995, which itself has been acquired by Sanofi-aventis) in 
1973 where he held a number of roles including marketing, corporate development, finance director 
of their Spanish subsidiary, business development manager and licensing. As Fisons Licensing Manager, 
he closed a number of major deals and collaborative ventures involving both drugs and delivery 
systems.  

David has spent the past 13 years as a consultant and has provided strategic advice. He has 
successfully concluded both inward and outward licensing agreements on behalf of a range of 
worldwide clients.  His client base includes top-ranking global companies, European regional 
companies, biotech companies, technology start-ups and universities. He currently sits on the board of 
three UK-based pharmaceutical businesses. 

 
 
Dates, Venue & Accommodation 

 
Please have a look at http://www.celforpharma.com/pharma-management/training/pharma-out-
licensing-course.html?linkid=minimenu_dates#dates  

 

 
Registration fee 
 

Please have a look at http://www.celforpharma.com/pharma-management/training/pharma-out-
licensing-course.html?linkid=minimenu_fee#fee 
 

 
To register, please complete the online registration form at http://www.celforpharma.com/pharma-
management/training/registration/register-online.html  
 
 

 

http://www.celforpharma.com/pharma-management/training/registration/register-online.html
http://www.celforpharma.com/pharma-management/training/registration/register-online.html
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Essentials of Pharmaceutical Pricing  
 

By: 

Gary Johnson 
 

 
¶ The most down-to-earth pharma pricing expert with superb training talent.  

¶ Founder & CEO of Inpharmation, a specialist consultancy.  

¶ Renowned consultant for the world’s top 10 pharma companies, and many 
more.  

¶ Winner of a number of speaking and best paper awards.  

¶ Author of Principles of Pharmaceutical Pricing: An Evidence Based Approach. 

 

By attending this course, you will: 

1. Understand the language, the concepts and difficulties of pricing pharmaceuticals. 
 

2. Learn about the pricing techniques that work best in pharma (and know which ones donot work in 

pharma!). Concrete examples are used rather than vague concepts. 
 

3. Understand the mechanics and dynamics of international reference pricing and parallel trade, and 

how they impact on decision making for national markets. 
 

4. Know how pricing systems work in key international markets. 
 

5. Leave with a collection of techniques and principles that you can implement easily and 

immediately. 
 

6. Gain expert insight and advice from Gary Johnson, a former senior marketing executive in big 

pharma who built Europe’s most respected pharma forecasting & pricing specialist consulting 

practice. 
 

7. Receive Gary’s book Principles of Pharmaceutical Pricing: An Evidence Based Approach, which will 

be a valuable reference to have with you. 

 
 
What sets this course apart? 
 

Gary Johnson is an award-winning expert-trainer who:  
 
¶ Has consulted for every top 10 pharma company.  
¶ Has forecast for every leading country and major therapy area.  
¶ Is a finalist for the MCA Business Book of the Year Award.  
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¶ Is a semi-finalist for the Financial Times Global Business Book of the Year Award.  
¶ Twice won the BHBIA (British Healthcare Business Intelligence Association) best paper award.  
¶ Trained over 700 executives around the world. His presentations are constantly tweaked 

according to delegate feedback. They have thus evolved over the years so they are easy to 
understand and consistently get very high customer feedback scores.  

 
In this programme: 
 
¶ The focus is on techniques and approaches that have been proven to work best.  
¶ Concepts are explained in simple, non-mathematical terms.  
¶ Concrete examples are used rather than vague concepts.  
¶ Delegates leave with a collection of techniques and principles that they can implement easily 

and immediately.  
 
 
Who should attend? 
 

Aside from the headquarter-based Pricing Managers, who should have this course on their curriculum, 
it will be of interest to other mid to senior level executives in both global and local organizations in 
functions such as health economics, marketing, finance, general / BU management and strategic 
planning.  
 
Executives from professional services organizations should request approval from Gary Johnson prior 
to registering to this course. Please contact Tanya Petroffa, Office Assistant, 
Tanya.petroffa@celforpharma.com ; tel +32(0)27092107). 

 
 
Course agenda 
 

The course starts on the first day at 09:30h with a welcome coffee and ends on the second day at 
16:00h. 
 
Day 1 

 
¶ Welcome & General Introduction 

 
¶ The Proven Principles of Good Pricing 

o Pricing as the “moment of truth” and why pricing decisions are fundamentally different to 
all other commercial decisions. 

o Why pricing experts repeatedly make poor predictions of pricing prospects for individual 
brands and for the industry as a whole. 

o The right approach and mindset to make better pricing decisions. 
 
¶ The Language of Pharma Pricing 

o A simple introduction to all the key terms and concepts that you need to understand to 
function as an effective pricer.  

o For example: the difference between price elasticity and price sensitivity; the difference 
between parallel trade and re-importation; the difference between price sensitivity and 
price awareness, etc. 
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¶ Major National Pricing Systems 
o Understand how the pricing systems in key international markets work. 
o In particular, understand the fundamental differences between the European country 

systems and the US pricing system. 
o Learn if and how this implies different futures for the two regions. 

 
¶ Health Economics and Pricing 

o Why conventional health economics models (normative models that suggest how people 
should behave) are not applicable as price setting models (where you need descriptive 
models that predict how people actually do behave). 

o How conventional health economic models can be amended so that they are more useful in 
price setting. 
 

¶ Conjoint and Pricing 
o Conjoint is perhaps the most popular survey based technique for price setting. Learn 

exactly what conjoint is and how it works.  
o Learn why conjoint can deliver biased price estimates and why it probably should not be 

used alone to set pharma prices. 
o Learn how a conjoint survey can not only predict the price sensitivity of doctors, but also 

the price sensitivity of payers. 
 

GROUP DINNER 
 

Day 2 
 

¶ Other Key Pricing Survey Techniques 
o Learn exactly what the other pricing techniques are (for example: Gabor & Granger and 

Van Westendorp) and how they work.  
o Learn their biases and how to use them in a context that delivers more accurate price 

sensitivity estimates. 
 
¶ Econometric Approaches to Pricing 

o Why pricing econometrics that is used in other industries (like fast moving consumer 
goods) tend not to be applicable to pharmaceuticals.  

o Econometric approaches that work well for pharmaceuticals such as the powerful Exclusion 
Charts technique.   

 
¶ The International Pricing System 

o Understanding the complexity of the global pricing environment. 
o Why imposing simplicity onto it (such as imposing a ‘pricing corridor’) is not always 

appropriate – learn why and when to adopt this approach. 
 
¶ International Reference Pricing and Parallel Trade 

o Understand the mechanics and dynamics of international price referencing: who tends to 
reference whom and using what rules? 

o Understand the mechanics and dynamics of parallel trade. What motivates the parallel 
traders and how does this allow us to predict the patterns of parallel trade. 

o Understand the differences between cross border trade (for example into the USA) and 
parallel trade within the European Union, and what this means for the future of cross 
border trade into the USA. 
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¶ Implementing a Pricing Strategy 

o What payers want. 
o The four “pricing sins” that repeatedly stop pharma companies delivering what payers 

want.  
o The essence of good negotiation. 
o How not starting pricing activities early enough can guarantee pricing failure. 

 
¶ Final Discussion and Wrap-Up 

 
 
Learning methodology 
 

This course optimally alternates interactive lectures with paper-based exercises in groups of 3-5 
delegates. 

 
 
Meet the expert: Gary Johnson  

As the Founder and Managing Director of Inpharmation, a consultancy specialising in pharma 
forecasting and pricing, Gary Johnson works with the world's top 10 pharma companies and many 
more. Gary is also the expert-trainer on our popular The Pharma Forecasting Course. 

Prior to founding Inpharmation, Gary spent two decades in the pharma industry holding senior 
positions, such as General Manager and Head of Global Marketing with a number of major blue-chip 
pharma companies, including SmithKline Beecham, Fisons and Schwarz. Gary Johnson is a sought-after 
industry speaker and conference chairman.  

Winner of a number of speaking and best paper awards with the EphMRA and the BHBIA, he is the 
author of “Principles of Pharmaceutical Pricing: An Evidence Based Approach” and "Evidence Based 
Forecasting for Pharmaceuticals" - the definitive works on pricing and sales forecasting of 
pharmaceutical products. Other books include "Monkey Business: Why the Way You Manage is a 
Million Years out of Date" - finalist for the MCA Book Prize. 

 
Dates, Venue & Accommodation 

 
Please have a look at http://www.celforpharma.com/pharma-management/training/pharma-
pricing-course.html?linkid=minimenu_dates#dates  

 

 
Registration fee 
 

Please have a look at http://www.celforpharma.com/pharma-management/training/pharma-
pricing-course.html?linkid=minimenu_fee#fee 
 

 
To register, please complete the online registration form at http://www.celforpharma.com/pharma-
management/training/registration/register-online.html  
 
 

http://www.celforpharma.com/pharma-management/training/registration/register-online.html
http://www.celforpharma.com/pharma-management/training/registration/register-online.html
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Pharma-Biotech Product & Company Valuation 
An Introductory Course 

 
By: 

Patrik Frei and Johan Ohlsson 
 

 
¶ Europe’s top valuation experts of high-growth life science companies.  

¶ Patrik is Founder & CEO of Venture Valuation AG, specialists in independent 
assessments and valuation of emerging high-growth companies in 
biotechnology and life sciences.  

¶ Patrik and his team carried out all external valuations for the Novartis 
Venture Fund.  

¶ Johan is Sr Consultant with a background in research (Karolinska Institute) 
and strategic analysis. 

 

 
By attending this course, you will: 

1. Know what determines the value of life science biotechs and emerging pharma companies. 

 

2. Gain a thorough understanding of key valuation terms, concepts, tools & techniques. 

 

3. Learn and practice how to: 

 

o Use a model that assesses the soft factors of a biotech company prior to its valuation. 
o Calculate the value of a biotech company.  
o Calculate the value of a development compound with an excel tool you can take home and 

use for any other pharmaceutical product in development. 
o Structure licensing deals between pharma and biotech, covering issues such as milestones 

and royalty payments.  
 

4. Gain expert insight and advice from Patrik Frei who has assessed and valued numerous products 

and companies in the life sciences industry.  

 

 
What sets this course apart? 
 

¶ The experts: Patrik Frei wrote the first book on the valuation of high-growth companies, including 
biotech and other life science companies. Patrik and Johan are reputable specialists in the valuation 
of life science companies, with in-depth insight into the Venture Capital, Pharma and Biotech 
sectors. 
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¶ The content: The experts' methodology taught at this course goes beyond the number-crunching 
approaches of most consultants, to also include qualitative factors that are hard to define. This 
course demonstrates the practical application of state-of-the-art valuation methods specifically 
targeted towards high-risk and high-growth projects in the life science industry. 

 
 
Who should attend? 
 

This is an introductory course and therefore very valuable for pharma and biotech executives who are 
not familiar with compound and company valuations but need a thorough understanding of the 
valuation concepts and techniques that are commonly applied in the pharma and biotech industries. 

 
Course agenda 
 

You are welcome to join us for the welcome coffee at 09:30h. The actual programme starts at 10:00 
and closing will be no later than 17:00h. 
  
¶ Welcome & Introduction to Valuation: What ς Why ςWhen  

o Scope of this course 
o Basics about valuation 
o The main drivers of valuation: measuring risk versus return. 

 
¶ How to Assess a Company Prior to Valuation 

o Why is it important to assess a company before doing a valuation. 
o The three key assessment areas: management - technology - market. 
o The 20 factors required to assess a company. 

 
¶ Company Valuation 

o Interactive lecture: 
Á An overview of approaches for valuing life science companies (e.g. option pricing) 

and why simple approaches work best. 
Á Focus on the most used company valuation methods: 

¶ Discount Cash Flows 

¶ Venture Capital method 

¶ Market / Deal comparable 
Á Valuation in practice - discussion of a historical case.  

 
o Group work on a case study: 

The audience will be broken up in groups of 4. After reading the case (which will be sent to 
you prior to the course), each group has the opportunity to calculate the value of the 
example company. The groups will then present and discuss their results in a plenary 
discussion. 

 
¶ Product Valuation& Deal Structuring 

o Interactive lecture: 
o Difference between company and product valuation. 
o What information do you need? - How to gather the information?  
o Overview of product valuation methods. 
o In-depth explanation of the most frequently used technique in Pharma & Biotech: 
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the Risk-adjusted Net Present Value (rNPV). 
o How to calculate the value of a company from several product valuations. 
o Given an rNPV, how to decide on the best deal structure (upfront 

payment?...milestone payments?...royalties?).  
o How to use product valuation to determine a suitable deal structure? 

o Group work on a case study: 
The audience will again be broken up in groups of 4. After reading the case, each group 
has the opportunity to calculate the value of the example product. The groups will then 
present and discuss their results in a plenary discussion. 

 
¶ Final Discussion & Wrap-up 

 
Learning methodology 
 

This course optimally balances interactive lectures and group work on case studies that illustrate the 
theory and enable delegates to practice the fundamental valuation tools & techniques. 
 
Definitely of great value in this course is the product valuation session, as it is applicable to any 
licensing deal, including the pharma-pharma situation. Following an explanation of the product 
valuation methods used in pharma/biotech, you will be able to practise the commonly used rNPV or 
eNPV method (risk-adjusted Net Present Value or expected Net Present Value) with an Excel tool 
developed by Dr Munton for this course (and that you can take home on CD ROM!). This tool will also 
enable you to practise how to best structure a licensing deal between companies. 

 
 
Meet the experts: Patrik Frei and Johan Ohlsson 

 
Dr. Patrik Frei is founder and CEO of Venture Valuation AG, Switzerland. Venture Valuation specializes 
in independent, third-party assessment and valuation of emerging high growth companies in 
biotechnology and life sciences. Services are provided in the form of proprietary Valuation Reports™ to 
companies and investors. Furthermore, Venture Valuation runs the Biotech and Life Sciences 
Databases Biotechgate and other country databases in Austria, Canada, France, Germany, India, Italy 
and Switzerland. 
Patrik graduated from the Business University of St. Gall and wrote his doctoral thesis “Assessment 
and valuation of high growth companies” at the Swiss Federal Institute of Technology, EPFL Lausanne. 
His previous occupations include CFO of a trucking company; training at several international 
corporations: LeCroy (Geneva, New York), Hans Merensky Holding (South Africa), Swatch Group - EM 
Microelectronic (Marin).  

Mr. Johan Ohlsson is a partner of Venture Valuation Ag, Switzerland, which performs independent 
third-party financial and strategy evaluations of emerging high-growth companies in the area of life 
sciences. 

Johan is mainly responsible for conducting company and product valuations, partner identification and 
business development. Johan holds a Master of Science as well as a Bachelor degree in finance and, 
prior to joining Venture Valuation, worked as a strategic analyst of business development activities for 
Pharmalicensing. Other former positions include senior analyst for the biopharmaceutical industry at 
BioSeeker Group and conducting oncology research at the Karolinska Institutet. 

http://www.venturevaluation.com/
http://www.biotechgate.com/
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Dates, Venue & Accommodation 
 

Please have a look at http://www.celforpharma.com/pharma-management/training/pharma-
product-company-valuation-course.html?linkid=minimenu_dates#dates  

 

 
Registration fee 
 

Please have a look at http://www.celforpharma.com/pharma-management/training/pharma-
product-company-valuation-course.html?linkid=minimenu_fee#fee 
 

 
To register, please complete the online registration form at http://www.celforpharma.com/pharma-
management/training/registration/register-online.html  
 
 

  

http://www.celforpharma.com/pharma-management/training/registration/register-online.html
http://www.celforpharma.com/pharma-management/training/registration/register-online.html
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Registration 
 
To register, simply complete the online registration form on our website at page 
http://www.celforpharma.com/pharma-management/training/registration/register-online.html.  
 

http://www.celforpharma.com/pharma-management/training/registration/register-online.html

