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Dear Readers,

It is our particular honour to present this year’s edition of the GfK CEE Newsletter
HealthCare which takes a look at recent survey results and tool innovations with-
in GfK HealthCare in the CEE Region. With its network operating in 19 CEE coun-
tries, GfK is the only market research agency which is able to assist you in all your
needs concerning health research projects within the entire CEE region. More than
40 health researchers throughout the region are occupied gathering solution-ori-
entated information on health related topics.

SFE, the really hot topic in the entire pharmaceutical industry, is this year’s special
research topic and is presented in an article which gives an overview of various
methods for the evaluation of the efficiency of sales reps in general and introdu-
cing a really unique tool to measure the quality of calls by sales reps, Replnsight®,
which has been rolled out in Austria already and will be launched in several CEE
countries within the next few months.

Finally you can learn about a very sophisticated branding tool which has been
developed by our Hungarian colleagues. In our 2008 edition, you will find results
about the perception of the national health systems in Romania and the Czech
Republic and some local results relating to the indications obesity and stress.

We are confident we are offering you an interesting selection of relevant CEE issues
within the HealthCare Division and hope it will provide you with stimulating con-
tent and useful information for future challenges!

Yours sincerely

[>] Astrid Essl, GfK Austria, CEE Team Leader HealthCare

You can find further information about the findings of our studies under [ » | www.gfk.at or via the links
from this site to the web sites of all the GfK companies in Central and Eastern Europe. [> | e-mail us
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Austria

Health typology Austria -
The majority of Austrians who are ill are not
interested in health related information

A GfK Austria survey on the segmentation of the Austrian
population with regard to health related behaviour and
attitudes.

A survey among 4,000 Austrians of the age of 15 years
and above shows that only 55% are interested in health
related topics. The smallest segment comprises those ill
persons who are very interested in health issues whilst
the majority of the interested group is healthy and not
suffering from any major chronic diseases. One in five is
sane but anxious about the fact they may suffer from a
serious disease in the near future. The main influencing
socio-demographic factors are age, income and level of
education.

[»] read more (pdf)

People

Svitlana Zhakhalova

Svitlana Zhakhalova has been a Senior
Research Manager in the Consumer
Goods Research department since
June, 2008. Within the CR department
she is responsible for the health care sector as head of

the Ukrainian HealthCare team. Other positions she
has occupied include Brand Manager in the Nycomed
representative office in Ukraine and Research Project
Manager for COMCON Pharma — Ukraine (Pharmaceu-
tical and HealthCare market research).

She studied medicine at the Ukrainian National Me-
dical University, graduating with honours. (Telephone:
+380 44 230 02 60-1114; mobile: +380 672 166 414)

E-Mail: [»]svitlana zhakhalova
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Czech Republic

In the view of the patients Czech health care is worse!

Controversial reform of the Czech health care system has
started. Has patient satisfaction changed?

GfK Praha has been monitoring the level of satisfaction
of citizens with regard to the quality of their health care
for the last three years. The company bases its research
on representative questioning within the population (GfK
Omnibus). The sample of 1000 respondents over the age
of 14 years is chosen using a Random Address method
and the research is the basis for the Health Care Satisfac-
tion Index (HCSI).

[>] read more (pdf)

How do we perform with regard to obesity?

The average value for Body Mass Index is at the upper li-
mit of normal. Obesity, corpulence, extra kilograms — all
these are expressions we can read in the media. The indi-
vidual terms are not only related to the aesthetic inade-
quacies but also apply in the context of many of the
health problems in the population today. As a nation, we
have taken some small steps in the last three years with
respect to improvements in terms of body weight. At
24.8, the average value for body mass index (BMlI) is not
far from the upper limit of normal.

[»] read more (pdf)


mailto:svitlana.zhakhalova@gfk.com
http://www.gfk.at/imperia/md/content/gfkaustria/data/newsletter/cee1008_austria_gfk_health_typology.pdf
http://www.gfk.at/imperia/md/content/gfkaustria/data/newsletter/cee1008_czechia_czech_health_system.pdf
http://www.gfk.at/imperia/md/content/gfkaustria/data/newsletter/cee1008_czechia_hc_obesity.pdf

Czech Republic

Sales Force Effectiveness (SFE) studies -
a hot topic for market research

One of the goals of a product strategy is to consolidate
the product image. This is achieved by communicating
what the product offers and how it is distinguished from
the competition. Manufacturers use various tools to do
this such as mailings, advertising, presentations at sympo-
siums and conferences, lectures and promotional materi-
al. Any and all activities are in compliance with the pro-
duct strategy and with the intention to communicate the
same messages in a uniform way. The sales reps represent
one of the most important tools of such marketing com-
munication. Their activities in the promotional and com-
munication fields for the individual products lead, to
some extent, not only to the purchase of the products
themselves, but also to building up a wider awareness of
these products.

[»] read more (pdf)

Hungary

Segmentation-Targeting-Positioning
with Therapy Behaviour

The process of Segmentation — Targeting — Positioning
(STP, known as the fundamental rule of marketing) is also
widely used for pharma brand building. According to re-
cent marketing literature, the most efficient means of
segmentation is based on the customers’ perceived task
or job to do. In the classical example of Theodore Levitt,
the customer needs a hole in the wall not a drill, and the
job is the hole making, not the drill usage. Similarly, the
job for a physician may be achieving some reduction in
blood pressure rather than achieving a target blood pres-
sure, and doing so by using any of the antihypertensive.
[»] read more (pdf)
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Poland

Replnsight, a modern tool for successful

SFE’ monitoring Methodological Implications

Healthcare is an industry with an imperative need for accu-
rate, timely and reliable information which is the essence
of successful decision making in the pharmaceutical sector.

Today'’s fast pace of change in the promotional messages
left by the reps from pharmaceutical companies is reflec-
ted in the wide range of such messages, the greater
weight of quality of the message at the cost of visit fre-
quency, the trend to shorten the average length of visit
and the unwillingness of doctors to participate in SFE (Sa-
les Force Effectiveness) telephone surveys. All these fac-
tors have an influence and, as a result, lead to a need for
modifications of the traditional methods used to monitor
this leading form of promotional activity carried out by
pharmaceutical companies.

[»] read more (pdf)

Shortcut

Measuring the quality and impact of
Sales Rep messages

GfK Replnsight®
Interested to learn more about our innovative tool to
measure the quality of your calls and improve the con-
tent of your details?

[>] more information


http://www.gfk.at/imperia/md/content/gfkaustria/data/newsletter/cee1008_czechia_sales_force_evaluation_healthcare.pdf
http://www.gfk.at/imperia/md/content/gfkaustria/data/newsletter/cee1008_hungary_segmentation_targeting_position.pdf
http://www.gfk.at/imperia/md/content/gfkaustria/data/newsletter/cee1008_poland_repinsight_modern_tool_for_sfe_monitoring.pdf
http://www.gfk.at/imperia/md/content/gfkaustria/data/newsletter/cee1008_shortcut_repinsight.pdf

Romania

Romanian Health Services Evaluation - 23 % of all
Romanian citizens did not see a doctor last year

Alarming news from Romania: when asked how often
they went to the physician last year, 23 % of the respon-
dents said they had not consulted a doctor at all and a
further 20% had made only one visit in 2007.

Romanians who do visit a doctor are most often over 55
years of age, generally retired persons or women. At the
opposite end of the scale we find persons with higher in-
comes who are much less likely to seek medical services.

Serbia

OTC Market in Serbia

According to a survey carried out by GfK among a natio-
nally representative sample of 1,000 respondents, almost
80% of the people living in Serbia are in the habit of buy-
ing non-prescription medications (so-called OTC drugs).
Still, even these medications are primarily selected on the
basis of a physician’s advice.
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Slovakia

Stressed Slovaks put the blame on too much
responsibility and financial problems

Stress, often described as a 21st century disease, is a di-
rect result of today’s hectic lifestyles and the increasing
demands of one's environment. In October 2008, GfK Slo-
vakia has conducted a survey via online interviews with
500 respondents aged 15 to 60 exploring how Slovaks
perceive and experience stress.

The findings of the online survey show that more than
half of all Slovaks feel stress often, with 15 % of them
claiming to be stressed very often.

Comments

If you would like to make any comments about our Newsletter
or if any other colleagues in your company are interested in
our E-Mail News please let us know.

GfK CEE-Newsletter is published for registered subscribers. This
is not a spam mail. If you want to unsubscribe this newsletter,
go to
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