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What can we learn from these 

prestigious awards?  
 

 
 

Alison Dew, Dell’s global marketing vice president who spoke at the event, was quoted as saying 
“Creativity is not just about demographics, it’s about not stereotyping humans.  You need to represent 
your audience and that needs a wide range of diverse talent.” 
 
Rabin Research has long encouraged clients to conduct multivariate-based market segmentation studies 
for this exact reason.  What we think we know about our consumers and customers, or what stereotypes 
suggest about them, are not necessarily what defines them or helps us understand how they make 
product and/or brand choices. 
 
Consider a market segmentation study to add depth, color, and a new level of consumer 
understanding. 
 
Click here for the full article from Cannes. 
 
http://www.marketingweek.com/2015/06/30/cannes-2015-the-key-takeaways/ 
 

Navigable Waters in Pharmaceutical 
Marketing Research 

 
 
Over the years, Rabin Research has conducted an increasing 
number of studies for pharmaceutical companies.  In doing so, 
we have had to learn the nuances of the industry. Of course, we 
have been fortunate to partner with smart, experienced clients 
who have helped us navigate these sometimes challenging 
waters.    
 
Why is pharmaceutical marketing research more complex than other industries?   
 

 Timeline:  Bringing a product to market can take many years of R&D as a product moves from 

early laboratory stages to the patient. 

 

 Cost:  Patient incidence rates can be very low which may require higher interviewing costs and 

incentives.  Professionals, such as physicians, are challenging to recruit and always require 

higher incentives.  One senior level pharmaceutical marketing researcher shared with us that “it’s 

unusual for [them] to conduct anything but IDIs/TDIs with physicians, in part because of the cost.”  

o But of equal importance is that fact that there is a lot at risk.  Some medications can cost a 

company $1B+ to bring to market.  So, it is even more critical that pharmaceutical 

manufacturers use well-designed marketing research to make informed marketing 

decisions.  

 

 Stakeholders: There are many parties that contribute to successfully bringing a product to 

market.  Pharmaceutical marketers must consider attitudes and opinions of physicians and other 

healthcare providers, patients and other consumer influencers, health insurance companies and 

other private payers.  All of these segments have an impact on one another and can dramatically 

impact the success or failure of a new pharmaceutical product. 

Lisa Courtade, a senior researcher at Merck, reminded us that patient privacy, adverse event reporting, 
Fair Market Value around incentives, and fair balance are among the industry’s top concerns. Of course, 
these considerations represent the tip of the iceberg when it comes to making marketing decisions. 
 
The researchers we have met who work in this industry have strong marketing and marketing research 
backgrounds.  Many also have other specific medical expertise.  And, if they are not extremely 
knowledgeable about their products when they start their jobs, they must quickly become subject-matter 
experts in their therapeutic areas.  In general, the researchers we have met possess strong technical 
research skills and are good critical thinkers who can present complex information in a clear and 
actionable way.  These waters are choppy, indeed.  But they are also deep and wide.  Learning to work 
in this industry has been enlightening and rewarding for the Rabin Research team. 

 

And the winner is… 
Jon Kalan of Kalan and Associates! 

 
 
Congratulations to our 2

nd
 quarter prize winner who will be 

getting a Fitbit Flex activity tracker. 
 

This quarter’s prize will be 12 months of basic Netflix! 
 
 

 
 
 

Remember, the more proposals and/or estimates you request 
the better your chances are of winning.  Each new request is 
an entry into the current quarter’s drawing. 

Thank you for taking the time to read our newsletter.  
Contact us to find out how we can help you make 
better informed marketing decisions, or to request a 
proposal. 
 

Michelle Elster 
312-527-5009 (ext. 15) 

melster@rabin-research.com 
 

Nina Mueller 
312-527-5009 (ext. 16) 

nmueller@rabin-research.com 
 
Visit our website for more information about what we do and how 
we do it. 
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Subscribe to continue receiving our newsletter plus periodic emails 
on study specials 
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