
DAY 1 (Thursday,   

DAY 1 (Thursday, September 10, 2015) 
General Session: 
7:15-8:15 
Registration & Networking Breakfast in Exhibition Hall 
______________________________________________________________________________________
____________________________________________ 
8:15-8:30 
Conference Chairpersons’ Opening Remarks 

Co-Chair: Dr. Daniel Pascheles 
Vice President, Head Global Competitive Intelligence, Merck & Co 

Co-Chair: Sue Ward 
Senior Director, Worldwide Competitive Intelligence, Pfizer 
______________________________________________________________________________________
____________________________________________ 
8:30-9:15 
Keynote:  Commercial Competitive Intelligence – The How, the Who, and 
the Where (not the What) 
Commercial Competitive Intelligence in the pharmaceutical industry is the discipline of gathering, organizing, 
maintaining, synthesizing, and disseminating local  
market specific knowledge about competitive activities in the areas of (local) Product Positioning, Account 
Targeting, Commercial/ Promotional Programs,  
Contracting, Pricing, Alliances & Partnerships, etc. 

This discipline is highly specialized in many respects, facing flexible demand, and often extends certain limits 
most ethical pharmaceutical companies have  
subscribed to. – All of which is reason for much CCI activity to be performed by third-parties retained by 
pharmacos, as opposed to the pharmcos themselves. 

Nevertheless, some pharmcos have in fact chartered inhouse CCI efforts or are maintaining CCI structures 
and capabilities internally. The set of questions to be  
discussed in this presentation then pertains to … 
 • What is the objective of establishing an inhouse function vs retained external parties?           
 • What is the range of CCI capabilities to be considered for an internal CCI function?           
 • What is the optimum composition of these capabilities, in terms of individual competencies, staffing           

levels, and technology? 
 • What are some operational best practices for the inhouse CCI function?           
 • What are considerations in organizational set-up of an inhouse CCI function?           

Peter Barschdorff 
VP Business Insights, Bayer 

______________________________________________________________________________________
____________________________________________ 
9:15-10:15 
Keynote Panel: Best Practices of CI Outside of the Pharma Industry 
This session will explore best practices in CI collection, analysis, and dissemination in companies that reside 
outside of Pharma.  Panelists will provide a brief  
introduction to their industries and how they leverage CI in the space and will offer their thoughts on best 
practices that should be applicable to the Pharma industry.   
We’ll then open up the discussion to the audience, where we will explore this topic further and come to a 
common understanding.   



Andrew Berg 
Leader, Competitive Intelligence, Dun & Bradstreet 
Kevin Lewis 
Director Corporate Strategy, Xerox 
Neil Marcus 
Assistant Vice President, Market Intelligence, MetLife 
Alysse Nockels 
Director, Competitive Intelligence, Intel Security 
Zuby Singh 
Director, Market & Business Intelligence, Morphotrust USA (invited) 

______________________________________________________________________________________
____________________________________________ 
10:15-11:15 
Networking & Refreshments in Exhibition Hall 

______________________________________________________________________________________
____________________________________________ 
11:15-11:50 
Keynote: Portfolio Plays – Understanding Opportunities, Threats, and 
Synergies at the Portfolio and Disease  
Area Level 

Eliot Bourk 
Head of North America, Deallus Consulting Inc, 

______________________________________________________________________________________
____________________________________________ 
11:50-12:25 
Keynote: Blockbuster Launch Evolution:  Mapping Market Changes That 
Cause New Products to Stumble or  
Soar 
Blockbuster product launches are still a supreme source of value creation in the Biopharma and Medical 
Device sector. Still, many launches disappoint or fail; others  
succeed beyond expectation. Market “mutations” have caused significant changes in what it takes for a new 
product to succeed.  This presentation will share case  
examples and “evolutionary analysis” from Best Practices®, LLC’s field work benchmarking New Product 
Launch Success and Failure Factors over the last 20 years. As  
markets change, launch tactics evolve. Those launches best responding to these environmental changes 
prosper. Those that fail to respond often stumble. This talk  
will examine findings from recent studies probing the rate, form and scope of critical changes on new product 
launches. The speaker will share field insights, critical  
pitfalls to avoid, and other case study observations valuable for intelligence professionals in small, mid-cap 
and large companies. 

Chris Bogan 
Chief Executive Officer, Best Practices, LLC 

______________________________________________________________________________________
____________________________________________ 
12:25-1:45 
Networking Luncheon at Ruth’s Chris Steakhouse 

______________________________________________________________________________________
____________________________________________ 



1:45-2:25 
TRACK A 
Client - Agency Case Study: Preparing your Organization for Competitor 
Threats – a Case Study  
Covering EU, US and Japan – CI Considerations, Actions and Impact 
This session provides first-hand insights into the actionability of intelligence and how this positively or 
negatively can impact YOUR  
organization. This session will enable you to: 
 • prepare your organization for upcoming competitive threats           
 • understand what type of intelligence is “actionable”, and enable your organization to take action           
 • reveal the impact intelligence can have on YOUR organization           

This session is a “Client – Agency” case study with real world examples of successes and failures. 

Marc Limacher, MBA 
Founder and CEO, INOVIS 
Baljit Singh, Ph.D. 
Managing Director and Partner, INOVIS, Pharmaceuticals and Life Sciences Division 
(formerly Director, Integrated Insights, Novartis) 

______________________________________________________________________________________
____________________________ 

TRACK B 
Selling the Need for Competitive Intelligence in a Small Biotechnology 
Company 
In small-sized biotechnology companies, the need to make well-informed decisions about clinical 
development strategies is absolutely critical.  
When competing in a therapeutic area with larger companies with greater resources, the need for insightful 
information to craft meaningful and  
differentiated strategies is amplified. But how does one go about setting up competitive intelligence 
functionality in a small company with little  
to no experience with competitive intelligence? How does one overcome many of the misperceptions about 
competitive intelligence that may  
exist in a founder-based organization with strong scientific credentials but limited commercial experience? 
Using a case example based on prior  
experiences, the presentation will outline the common objections when establishing competitive intelligence 
in a small company and how to  
address the objections. The presentation will also describe examples of how to successfully integrate 
competitive intelligence practices and  
functionality into a small company with limited resources. 

Tony Russell 
Senior Director, Commercial Strategy, Alder Biopharmaceuticals 

______________________________________________________________________________________
____________________________ 

TRACK C 
Advanced KOL Management for Early Stage Innovation Sourcing 
A major part of early stage innovation is identifying the "right" KOL partner in the "right" topic area with the 
"right" capability. We will  
demonstrate how advances in natural language processing, taxonomic characterization, and trend analysis 
can lead to the early identification  
of the top KOLs of tomorrow, and fuel successful industry academic partnerships. In addition we will 
demonstrate how social network behavior  
and influence modeling the be used to metricize how new innovation spreads within communities of research 



Brigham Hyde 
Chief Data Officer and SVP of Analytics, Decision Resources Group 

______________________________________________________________________________________
____________________________ 

TRACK D 
Special Chinese Session moderated by George Yang Secretary-General of 
Industry development  
department of SCIC (1:45 - 4:50pm) 

Today & Tomorrow, the Pharmaceutical Competitive Intelligence 
Development in China 
Introduce the development of CI in China, figure out the trends and challenge of Pharmaceutical CI in China. 

Xiumei Zhang 
Director of Industry Development Division of SCIC (Society of Competitive Intelligence of China) 

______________________________________________________________________________________
____________________________ 
The Competitive Intelligence in Traditional Chinese Medicine 
Introduce how the traditional Chinese medicine development through applying the CI. 

Jinming Wei 
Head of Periodical Office World Federation of Chinese Medicine Societies 

______________________________________________________________________________________
____________________________ 

2:30-3:10 
TRACK A 
CI = ROI. Emerging Markets in Biopharmaceuticals – How Leveraging 
Primary Competitive  
Intelligence Returns Robust ROIs in Key Global Growth Driver Markets 
The biopharmaceutical competitive sandbox is becoming increasingly more competitive as a confluence of 
factors affects biopharmaceutical  
players. On a global scope and scale, biopharmaceutical companies are keen to seek novel avenues of 
overt growth and sustainable profitability.  
Emerging markets & Tier 2 and 3 markets in the pharmaceutical and biotech sectors are critical to many 
MNC and super-regional players’  
fundamental corporate-level strategies, forward-looking. As such, the delivery of accurate and actionable 
primary competitive insights and  
intelligence in these “untraditional” markets is key to long-term sustainable success. In this talk, David 
Alderman, President of Molekule  
Consulting, will describe the competitive factors affecting pharmaceutical emerging markets and detail how 
the power of competitive  
intelligence enables biopharmaceutical executives to measurably surpass the competition. Via informed, 
pragmatic and actionable competitive  
intelligence research in emerging markets & Tier 2 and 3 markets, biopharmaceutical executives gain 
granular insights enabling them to “win” in  
the increasingly competitive and dynamic global biopharmaceutical landscape. 

David Alderman 
President, Molekule Consulting 

______________________________________________________________________________________
____________________________ 



TRACK B 
Integrated, Actionable Competitive Intelligence – A Must-Have Strategic 
Asset 
A competitive intelligence program must deliver the most relevant information to the right people, at the right 
time. Of course, multiple  
audiences have different needs and preferences for consuming information. It’s crucial that it be presented in 
a timely, actionable manner, while  
allowing all stakeholders to be fully aligned and able to work together towards larger organizational goals. By 
leveraging a number of different  
sources, and delivery channels that speak to each other, a CI program truly becomes integrated. This 
session, inspired by real-world case studies  
and best practices from the health sector (and beyond), will provide the roadmap to setting up a truly 
actionable CI program. 

Paul Kavanaugh 
Client Development Manager, ShiftCentral 

______________________________________________________________________________________
____________________________ 

TRACK C 
Top Innovations in Ophthalmology: A Commercial Perspective 

Ram Palanki 
Vice President- Strategic Marketing & Sales, Santen 

______________________________________________________________________________________
____________________________ 

TRACK D 
Special Chinese Session moderated by George Yang Secretary-General of 
Industry development  
department of SCIC (1:45 - 4:50) 

The Best Practices of Medical Information Delivery and Analysis in 
Joint-Venture Pharmaceuticals  
in China 
From the Joint MNC pharmaceuticals perspective of view to elaborate how the company using date analysis 
to identify the KOL and their  
relationship. 

Wenli Guo 
Associate Medical Director, Hisun-Pfizer 
______________________________________________________________________________________
____________________________ 

How the Chinese Based Pharma go to Worldwide through CI 
The first Chinese Pharm which push their natural drug into FDA Phrase-Ⅲ will present how they using CI into 
their daily working process. 

Jing Su 
Marketing Director, Tasly 

______________________________________________________________________________________
____________________________ 



3:10-4:10 
Networking & Refreshments in Exhibition Hall 

4:10-4:50 
TRACK A 
Competitor Playbooks - A Decision Enablement Approach to 
Understanding Your Competitors’  
Mindset 
As all Healthcare and Life Sciences (HCLS) organizations continue to encounter uncertainty in their markets, 
building and maintaining  
competitor, industry and ‘key issue’ (or ‘issue management’) playbooks has never been more important. For 
any Intelligence function to succeed  
as a strategic and tactical advisor to the organization’s critical stakeholders, it must serve as chief counsel in 
understanding a competitor and  
their past, present, and potential future actions. Something we refer to as a competitor’s ‘mindset’. Join this 
facilitated discussion around the use  
of Competitor Playbooks and the role they serve in decision enablement. 

Carl B. Derenfeld, MBA, MSW 
Director – Integrative Intelligence, Aurora WDC 
Derek Johnson, CFA 
Chief Executive Officer, Aurora WDC 

______________________________________________________________________________________
____________________________ 

TRACK B 
The Role of Corporate Intelligence in Developing a Long Term Corporate 
Strategy 
Understanding how a non-competitor today can become one tomorrow is important as strategic decisions 
are made.  Many companies follow  
similar paths and drop bread crumbs along the way signaling intent.  This talk will use real life examples to 
illustrate how this knowledge can  
impact the choice of direction. 

Michael Rowe 
Executive Director, Corporate Strategic Intelligence, Allergan 

______________________________________________________________________________________
____________________________ 

TRACK C 
Panel: Acting Before Others React: Competitive Intelligence in the 
Changing Landscape 
The pharmaceutical landscape is rapidly shifting.  Traditional stakeholders are increasingly becoming less 
important as the new realities of  
dramatic healthcare system change are taking hold.  Stakeholders who used to play a more passive role are 
growing in influence and new  
stakeholders are emerging that are still not on the radar screens for most companies, they are driving 
product adoption now and will continue to  
do so in the future.  Competitive intelligence, the cornerstone of pharmaceutical strategy, has to shift their 
focus to meet the demands of the  
evolving landscape.  Best-in-class competitive intelligence should combine all the tools in the tool box to lead 
their organizations to commercial  
success, including social media analysis from consumers and HCPs, mapping of sites of care with a focus 
towards future health care systems, and  



understanding (and engaging) non-traditional influencers.  The benefits of this comprehensive approach 
provide detection of early warning signs,  
insights into market conditions in the future and the opportunity to lead in the development of new systems of 
care. 

Moderator: 
Mary Michael 
Senior Director, Otsuka America Pharmaceutical, Inc. 

Panelists: 
Kevin Johnson 
President, Marketeching 
Drew Holzapfel 
Managing Director, High Lantern Group 
Melissa Hammond 
Managing Director, Snowfish 

______________________________________________________________________________________
____________________________ 

TRACK D 
Special Chinese Session moderated by George Yang Secretary-General of 
Industry development  
department of SCIC (1:45 - 4:50) 

How to Integrate Sales and Marketing Data/ Intelligence into CRM 
System Analysis 
Introduce how to integrate variety type of date to analyze customer information through CRM system. 

Cindy Zhang 
CEO, Veeva China 

______________________________________________________________________________________
____________________________ 
Q&A Session 
Moderator: 
George Yang 
Secretary-General of Industry development department, SCIC 

Panelists: 
Wenli Guo 
Associate Medical Director, Hisun-Pfizer 
Jing Su 
Marketing Director, Tasly 
Jinming Wei 
Head of Periodical Office World Federation of Chinese Medicine Societies 
Cindy Zhang 
CEO, Veeva China 
Xiumei Zhang 
Director of Industry Development Division of SCIC (Society of Competitive Intelligence of China) 

______________________________________________________________________________________
____________________________ 

6:00-8:00 
Evening Socializing Events! Reception & Networking 



DAY 2: (Friday, September 11, 2015) 
7:15-8:15 
Registration & Networking Breakfast in Exhibition Hall 

______________________________________________________________________________________
___________________________________________ 
8:15-8:30 
Chairpersons’ Opening Remarks (Will occur within each separate track 
session) 

Participants may choose 1 of 4 concurrent tracks 

9:35-10:10 
TRACK A 
Competitive Intelligence and Market Research:  Two Disciplines 
Separated by a Common Goal 
Market research and competitive intelligence are decision-support disciplines that have coexisted for 
decades inside of large pharmaceutical  
companies.   For the most part, executive views of the two disciplines are clear and well-demarcated, and 
executives know what to expect from  
each discipline as insights are built to support complex business decisions.  However, over time, there are 
situations when boundaries blur and  
roles lose definition.  Under these situations, the disciplines oftentimes find themselves competing for the 
same turf, recognition,  and credit, and  
ultimately lose sight of how extraordinarily insightful their outputs can be if they were to work harmoniously 
and collaboratively.    

This presentation will first focus on the differences in mindset between the CI and MR disciplines, and 
address traditional roles each has assumed  
in the pharmaceutical industry.   The presentation will finish with the compelling notion that, for the sake of 
the stakeholders and the success of  
the enterprise, these disciplines work best when they work together toward a common business goal.   The 
speakers will highlight the  
complementary nature of the two disciplines and provide a case study where the best of each discipline 
glows.       

Mark R Little, Ph.D. 
President, North America, Prescient Healthcare Group 
Sarah Phillips 
Partner, Prescient Healthcare Group 

______________________________________________________________________________________ 
TRACK B 
The CI Tightrope: Balancing Primary and Secondary CI Inputs to Ensure 
Informed and Robust  
Decision Making 
Key areas of focus will include: 
 • Knowing when is primary CI strong enough to use for business critical decision making           
 • Understanding how secondary CI vendors and/or sources can be used to triangulate primary CI?           
 • The role of secondary CI vendors in driving primary CI strategy: what to ask, how and why?           
 • How to prevent a company getting carried away when a piece of primary CI gives good -- or bad           

news 
 • How best to manage primary CI distribution internally (i.e. the trade-off between communicating the           

findings vs. the above losing control) 



Duncan Emerton, Ph.D. 
Senior Director, Syndicated Insights & Analysis, FirstWord 

______________________________________________________________________________________ 
TRACK C 
Topic TBA 

Kirk Karste 
Director Global Marketing, Onyx Pharmaceuticals 

______________________________________________________________________________________ 
TRACK D 
Making CI Relevant for your Customers in the Industry; from Brand 
Teams to CEOs 
 • We conducted primary research into what internal customers of CI value on all aspects of CI           
 • From what we have learned, we will provide a unique insight into how CI teams can deliver what           

those working in Brand Teams to C- 
 • suite level want from CI           
 • How to get the most out of a CI agency to ensure you deliver to your customers           

Jodie Peake 
Vice President, Consulting Practice, Lifescience Dynamics 

______________________________________________________________________________________ 
Participants may choose 1 of 4 concurrent tracks 

11:10-11:45 
TRACK A 
3 Steps to Drive Effective Decision Making and Strategy through 
Competitive Simulations. 
Translating competitive intelligence into effective decision making and truly impacting strategy can prove 
highly challenging. Pulling from  
real-world experience, this presentation will discuss how blockbuster products have used competitive 
simulations to drive decision making and  
strategy from the global head quarters all the way to the field force. 

Salvador Carlucci 
Head of Global Competitive Intelligence, Roche/ Genentech 
Neal Hansen 
Managing Director, Align Strategy 

______________________________________________________________________________________
____________________________ 

TRACK B 
Anatomy of Clinical Trial Design in Psoriasis: Trends from Current 
Biologics in Development 
Biologics specifically targeting the IL-17 and IL-23 pathways have recently emerged in response to an unmet 
need, despite availability of various  
therapeutic options, for psoriasis patients . The IL-23 antagonist programs include the approved drug, 
Stelara, and two pipeline drugs,  
tildrakizumab and guselkumab.  The IL-17 antagonists include one approved drug, Cosentyx, and two 
pipeline biologics, ixekizumab and  
brodalumab. The biological programs will need to distinguish themselves in a market that already includes 
anti-TNF biologics and the  
established oral systemic medications. 



Analysis of these programs demonstrates unique features that can be seen in their choice of outcomes, 
active comparators, as well as in their size  
and geographic scope. Furthermore, analysis of these programs reveals a trend toward the use of co-
primary endpoints and the setting of higher  
bars for clinical efficacy as part of current clinical trial design. The anti-IL-17 and anti-IL-23 programs for 
plaque psoriasis exhibit a number of  
differentiating factors in their study design and geography that will ultimately dictate their success on the 
market. 

Pamela Hider 
Analyst, CNS, Autoimmune/Inflammation, Ophthalmology, Citeline, Inc. 

______________________________________________________________________________________
____________________________ 

TRACK C 
Adis Business Intelligence: Single Search Insights from Drug, Trial, and 
Safety Data with Flexible  
Data Manipulation 
This presentation will take you through a case study showing how easy it is to answer common drug 
development questions using a powerful  
single search query to extract multiple data aspects from the AdisInsight linked data sets and to create 
detailed analysis reports. 

Angela Panetta 
Adis Product Management & Development, Adis BI Product Manager, Springer 

______________________________________________________________________________________ 
TRACK D 
Repurposed Drugs - New Topics and New paradigm 

Margaret Hsiao 
CEO & Co-Founder, Harvest Moon Pharmaceuticals 

______________________________________________________________________________________ 
11:50-12:25 
TRACK A 
The Essential Link between CI and Strategy 
Pharma CI beyond information capture: incorporating broader environmental trends into competitive 
analyses to drive decision making and  
planning 

Jessica Swartz 
Director, SPS Competitive Intelligence, Pfizer 

______________________________________________________________________________________ 
TRACK B 
Does (VUCA) Volatility, Uncertainty, Complexity and Ambiguity Make 
Strategic Planning Obsolete? 
Over the last two decades military strategists have had to make significant changes to their planning process 
as they deal with the shift from linear  
battlefields to combating guerrilla warfare and terrorism. Leveraging the VUCA framework, military strategists 
have overcome many of the  
challenges associated with Volatility, Uncertainty, Complexity and Ambiguity. 

In the private sector, corporations have experienced similar upheaval and uncertainty as innovative 
technologies, and the shift to a global  
economy, have dramatically increased the rate of change and the propensity for disruption. 



Leveraging Heath's experience in both military and corporate strategy, we will discuss the value of the VUCA 
framework applied to business.   
Particularly, we will focus on how competitive intelligence can support strategic planning by minimizing the 
impact of Volatility, Uncertainty,  
Complexity and Ambiguity. 

Heath Gross 
Managing Partner, Sedulo Group 

______________________________________________________________________________________ 
TRACK C 
Use of CI for New Product Planning/Target Product Profile Building and 
Portfolio Optimization 

David Stefanoni 
Head, New Product Planning, Upsher-Smith Laboratories 

______________________________________________________________________________________ 
TRACK D 
Access Intelligence – Driving Value through CI in an Evolving 
Reimbursement Landscape 

Bindu Muttana 
Principal, Deallus Consulting, Inc. 

______________________________________________________________________________________ 
10:10-11:10 
Networking & Refreshments in Exhibition Hall 

Participants may choose 1 of 4 concurrent tracks 

12:25-1:40 
Networking Lunch at Ruth’s Chris Steakhouse 

General Session: 
1:40-3:00 
Town Hall Forum: Healthcare 2020 and How this Would Impact CI? 
 • Who will be customers of pharmaceutics in 2020?           
 • Who will be targets for primary CI?           
 • What regulations may have an impact on CI practice in USA, Europe, Japan, India, China and           

LatAm? 
 • How will the CI community rise to these challenges five years from now?           

Moderator: 
Rafaat Rahmani 
President, Lifescience Dynamics 

Panelists: 
Cyrus Arman 
Director of Business Analysis & Information/ Global Head of Competitive Intelligence, Amgen 
Rajendran Bhaskaran 
Director, Competitive & Strategic Intelligence, Takeda Pharma HQ 
Grace Samoil Reynolds 
Head Market Insights, Celgene 



Maritta Sauer 
Director Global Business Intelligence, EMD Merck 
Additional Panelists TBA 

______________________________________________________________________________________
___________________________________________ 
3:00-4:20 
Executive Talk – Advanced Communication with Senior Executive 
Stakeholders 
This session is dedicated to helping audience members enhance their impact and influence with executive 
stakeholders. Panelists will share their own experiences  
and strategies for effective and influential communication with executive clients, including: 
 • Why understanding your clients’ business is critical for maximal impact of your intelligence group           
 • How to begin the process of influencing within your network           
 • How to communicate with and gain more influence with senior management           
 • Sensing a senior executive’s tolerance levels for accepting external insights           
 • Intelligence employee characteristics that contribute to maximal success           
In addition to the live Q&A during the session, we encourage you to submit your questions about 
communication with senior executive stakeholders in advance.  
Panelists will weave these questions into the fabric of the discussion and better meet the needs of the 
audience by design. 

Moderator: 
Alfred Reszka 
Executive Director and Head, Strategic Business Intelligence & Analytics, Merck 

Panelists: 
Salvador Carlucci 
Head of Global Competitive Intelligence, Genentech 
David Stefanoni 
Head, New Product Planning, Upsher-Smith Laboratories 
Marjorie Norman 
Director, Worldwide Competitive Intelligence, Pfizer 
Mary Ann Sarao 
Director, Global Competitive Intelligence, Bayer Consumer Care 

______________________________________________________________________________________
___________________________________________ 
4:20-4:30 
Closing by Chairpersons 

Dr. Daniel Pascheles 
Vice President, Head, Global Competitive Intelligence, Merck & Co. 
Sue Ward 
Senior Director, Worldwide Competitive Intelligence, Pfizer 

______________________________________________________________________________________
___________________________________________ 
4:30 
Conference Concludes 


