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Marketing is defined by the American
Marketing Association as "the activity, set of
institutions, and processes for creating,
communicating, delivering, and exchanging
offerings that have value for customers, clients,

partners, and society at large."

From Wikipedia, the free encyclopedia




MNapadoaiakr) oxean (relationship) yiarpou-aogBevoug




H @povtida Twv aagbevwy Baailetal atn KAIVIKN
EUTTEIPIA KAI TV YvVwan TTou BaaileTal aTIC ApXEC
TNG BaagigpevNG ae atTodEICEIC 1ATPIKNG TTPOKTIKNG
(EBM: Evidence-Based-Medicine)

EBM: "The conscientious, explicit, and judicious use of
current best evidence in making decisions about the
care of individual patients”

"H guoguveidnTtn, oagnc Kal OUVET XPNon TNS KAAUTEPNS
guyXpPOoVNG TEKUNPIWONG YIA TV ANWn atropaang OXETIKA
UE TNV PPOVTIOO OUYKEKPINEVWY aaBevwWV”

Sackett DL et al. BMJ 1996, 312:71-72




[TPOOWTTIKEC aCiEC TOU agBevoug

OI TTPOOWTTIKEC ACIEC TOU a0BEVOUC ATTOTEAOUV QVATTOOTTACTO
artoixeio Tng EBM:

"Evidence-based medicine....... is the integration of best
research evidence with clinical expertise and patient
values

By patient values we mean the unique preferences,
concerns, and expectations each patient brings to a clinical
encounter and which must be integrated into clinical
decisions if they are to serve the patient”

Sackett DL et al. 2000




2TOV 21° OuWwG alwva ol AECEIC «IaTPOC» Kal
«Q0g0BeVNG» EXOUV AVTIKATAOTAOEI ATTO TIG AECEIG
«TTAPOX0G» (provider) Kal «TEAATNG
KatavaAwTne» (client or consumer) utrnpeaiwy
UYEIOC aVTAVAKAWVTAC TNV EUTTOPEUMATOTTOINGN
TNG IATPIKNG ME ATTOTEAETUA TAV ATTOOUVANWAON TNG
«axéane» (relationship) 1atpou-aBevoug pe Tnv

UETATPOTTN TNC O€ «auvavtnan» (encounter).

2.€ VOMIKO £TTITTEDO N OXEAQN IATPOU-ATOEVOUC
QAVTIMETWTTICETAI TTAEOV OAV TUVETAIPITUOC
(partnership).




ounxat
marketing ,.
AAAcg
| 0 x v pég mnyég

mTpoowr mAnpo@oép
| K&G

marketing




laTpikn Biounyavia Kai
OTPATNYIKEC TTPOWBNONG TTPOIOVTWYV

Direct to consumer advertising (DTCA) of
medications

O1 H.IT.A. ka1 n Nea ZnAavdia ival ol JOVEC XWPES OTTOU

gival vopiun n DTCA
Frosch DL et al. Ann Fam Med 2007, 5:6-13

To QAIVOUEVO ETTEKTABNKE TNUAVTIKA PETA TNV XOAGpWON
TWV OXETIKWV Kavoviouwyv Tou FDA 10 1997

> NUAVTIKO TToo00TO TwV Yiatpwy (54-75%) kal Twv
aaBevwyv (71%) apgpiBaAAouy yia Tnv BeTikn aia Tng DTCA
Robinson AR et al. Arch Intern Med 2004, 164:427-432
Mapd 10 011 Oev ouviaTaTal atto To0 FDA, apKETEC €TAIPEIEC
Oev TTpoxwpouv ae DTCA TrpIv TNV TTAPEAEUATN EVOC £TOUC

QTTO TNV KUKAO@OpPIa TOU (POPUAKOU
Donohue JM et al. N Engl J Med 2007; 357:673-681




laTpikn Biounyavia Kai
OTPATNYIKEC TTPOWBNONG TTPOIOVTWYV
Direct to consumer advertising (DTCA) of medical
devices
[1a Tnv adela TpowONnNanNg aTnv ayopa OV ATTAITEITAN

oTTwoONTTOTE N dlE€aywyn KAIVIKWY doKiuwy (AlagpopoTtroinan
ge 3 KATNyopieq)

Moévo ato 1% Twv eykekpipEvwy atro 1o FDA medical
devices £xel yivel AETTTOPEPNC AvVATKOTTNON TNG AT@AAEIAS KAl
QATTOTEAETUATIKOTNTAC ATTO PEAETEC TTAPATNPNONG

2.€ AvTiBean pe TIC DIAPNUITEIC PAPUAKWY, OEV ATTAITEITAI N

TTpogykpian Tou FDA
Guidance for industry and FDA: Regulation of medical devices, 1999, 2004

YTTAapYXOUV APKETA TTAPADEIVUATA GUOKEUWY TTOU

aTToauUPONKavV AOYyw QVETTAPKEIAC N Kal TTPOKANANG BAaBwv
Ostergard DR et al. Int Urogynecol J Pelvic Floor Dysfunct 2007, 18:591-8




O TPOTTOC TNG €1I0ayWYNC Kail dlapnuions TG
POMTTOTIKNG XEIPOUPYIKNG XaPaAKTNPIoONKE aav

“a black mark on urology”

Helwick €. Interview with James Montie.
Urology Times 2008




NewTepeg TEXVIKEG akTIvoBepatreiag: CyberKnife
AM\O €va TTapadelypa «emBeTIKOU» marketing ;

Accuray Corporation: Cyberknife treatment of men with
adenocarcinoma of the prostate had been shown to be
effective and to be accompanied by few side effects when
administered in 1-5 large-dose fractions.

"If a superior clinical outcome is claimed, rather than
superior operational characteristics, the standard
methodology for clinical outcome comparison must be

applied, namely the randomized phase IIT trial”
Bentzen SM & Wasserman TH

Int J Rad Oncol Biol Phys 2008, 72:12-14




EUROPEAN UROLOGY 58 (2010) 522-52

available at www.sciencedirect.com
journal homepage: www.europeanurology.com

€8l

European Association of Urology

Editorial
Marketing Versus Science: A Fight Between Necessary Evil and
Stern Good Over the Adoption of New Technology in Medicine

Karim Touijer

Memaorial Sloan-Kettering Cancer Center, New York, NY, USA

O ®OBOC Eival TO KUPIOPXO OTOIXEIO TNG OIOPNUICTIKAG
gTPATNYIKNG TNG IOTPIKNG Blopnxaviag:

O1 agBeveic akouv kal diaalouv OTl TO KaIVOUPYIO TTPOIOV
BEATIWVEI TNV OKPIBEIO TOU XEIPOUPYOU Kal TO ATTAITOUV OTTO
(O30 OTI TO €TMIBUPNTO aTToTEAETUA Ba Eival XEIPOTEPO AV OEV
XPNOIUOTTOINOEI

O1 xeipoupyoi pofouvTal OTI XWPIG TO Kalvoupylo epyaAcio Ba
BewpnBouv atrapxaiwuevol Kal 6a xaoouv agBeveic
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Marketing Versus Science: A Fight Between Necessary Evil and
Stern Good Over the Adoption of New Technology in Medicine

Karim Touijer

A marketing strategy that exploits fear, ambition, anxiety,
and other subconscious energies hidden under the surface of
the human psyche is not new and has been used in advertising
and public relations for many years.

The freedom fo advocate almost anything is at the core of a
functioning democratic society, and the delivery of health
care is bound up in many ways with the free market and its
ups and downs; however, medicine has a responsibility to
march to the beat of a different drummer, that of scientific
evidence produced through rigorous methodology.




IDEAL recommendations for the evaluation of
surgical innovations:

v Innovation: the initial use of a new procedure in a patient,
prompted by the need of a new solution to a clinical problem

4 Developmen‘r: the planned use of a new procedure in an
initial small group of patients to support experience with its first
use and often to refine or modify fte precise technique

v EXP'OI"GTiOhI prospective, single-centre, case-series studies
evaluating technical, clinical, and patient-reported outcomes

v  Assessment: aims to assess effectiveness of the innovation

against current standard (in case a RCT is not feasible,
controlled interrupted-time series studies and expertise-based
randomised frials can be performed)

4 Long—‘rerm STUdyi long-term outcomes of the novel
technique

Precise and accurate reporting of outcomes and
complications




laTpIkn BlopnNxavia KAl Ac¢loTroinan Twy BETIKWY
EUPNUOTWY TWV ETTIOTAMOVIKWY. HEAETWYV

ATTOOTTAOPOTA ATTO ONAWOEIC OTEAEXWV:
"A good publication plan targets such

information toward highly reputable, peer-
reviewed journals”

"What is the purpose of publication?”
“High quality and timely publications optimize
our ability to sell ...... most effectively”

Spielmans GI & Parry PI. Bioethical Inguiry 2010




laTpIKN BlopNXavIia Kal ApVNTIKEG OTPOATNYIKES
TTPOoWBNONG TTPOIOVTWY TTOU ETTNPPEACOUV THV
IATPIKN YVWaON KOl TTPAKTIKN:

suppression and spinning of negative data
ghost writing

disease mongering
market segmentation of physicians

Spielmans GI & Parry PIL Bioethical Inguiry 2010




Suppression and spinning of negative data

"Studies funded by a drug manufacturer are much more
likely to yield positive results than studies of the same
drug conducted by researchers not tied to the sponsor’

Lexchin J et al. British Medical Journal 2003, 326:1167-70

]

“Statistically significant, "positive” results that indicate
that a treatment works are more likely to be published,
published rapidly, published in English, published more
than once, and cited by others”

Zwahlen M et al, Urol Oncol 2008; 26:320-329

“There is ample evidence that compared to studies with
statistically significant results, studies with negative
findings do not get published at all, or when published, they
appear in obscure journals long after they were conducted”

Tseng TY et al. J Urol 2008, 180:1249-56




Ghost writing

v Writing firms

[1pOOPEPOEVEC UTTNPETIEG:
To produce papers closely linked with "brand
strategies”
To create a publication strategy to “align with
marketing strategy”
To "tweak” their message to best suit the publication

and farget audience
[.x. Sunvalley Communication (http.//sunvalleycommunication.com)

v Investigator-initiated trials (IIT)

2.€ TTOIOV AVINKOUV TO OTTOTEAETUATQ;




“Medical journals are en extension of
the marketing arm of pharmaceutical
companies”

Richard Smith
(former chief editor of the British Medical Journal)
PLoS Medicine 2005, 2:el38




2 UYKPOUOT GUUPEPOVTWV
(Conflict of interest)

2.TNV AgKnNan NS KAIVIKNC 1aTPIKNG

Although physician groups, the manufacturers, and the federal
government have instituted self-regulation of marketing, research in
the psychology and social science of gift receipt and giving indicates
that current controls will not satisfactorily protect the interests of
patients.

2TNV £peuva, TNV dIOATKAAIQ KAl TIC ETTIOTNMOVIKEC
AVOKOIVWOEIC/ONUOCIEVTEIC




Is disclosing conflicts of interest like purifying in the
Ganges river?

Ricci Z, Romagnoli S. J Crit Care 2011,26(4):.429-30




Disease mongering (katrnAcia):

The practice of expanding the recognised boundaries
of a disease entity to encompass subclinical,
borderline and normal range symptoms in order to
increase prescriptions and sales for a drug or

therapy
Moynihan et al. BMJ 2002, 324:5686-891




Market segmentation of physicians

How to tailor marketing messages specifically to
certain characteristics of a physician
High flyer ("I eagerly seek out new ways to
treat my patients”, they like fo receive
“pharmaceutical company sponsored programs
and tools in “fun” environments”, they view
representatives as "providing the source of
latest information”)
Rule bound ("I follow the rules when treating
my patients”)
Skeptical Experimenter
Selective majority
Systematic conservative

Spielmans GI & Parry PI. Bioethical Inguiry 2010




[TPpOOWTTIKN TTPOBOAN TOU YIOTPOU

NOMO X 3418/2005- ® E K 287/A'/28.11.2005
Kwdikac latpikng AcovroAoyiag

ApBpo 17
Alapnuian - MNapouaia qipbbé CH%WI?G Madikn¢ Evnuépwang
[Mapouadia Twv 1aTpwV aTO dIAdIKTUO

1. O1 1aTPOi PTTOPOUV Va dIATNPOUV I0TOCEAIdA OTO BIAdIKTUO ATNV OTTOIa AVAPEPOVTAI 10iWG
Ta opIfOUEVA aTNV TTAPAYPAPO 3 Tou apbpou 17.

2. To 6vopa, n eTTwvUia R O TITAOG TTOU ETTIAEYEI O 1OTPOC YIA TNV ICTOTEAIdA TOU N THV
NAEKTPOVIKI TOU OIEUBUVAN TTPETTEI VA GUVADOUV WE TNV ETTAYYEAMATIKA TOU EUTTPETTEIQ KAl
QCIOTTPETTEIA KAI VO AVTOTTOKPIVOVTAI OTIC TTPAYMATIKA TTAPEXOUEVEG UTTNPETiEC. H I0ToageAida
TTPETTEI VO AVAPEPEI TO XPOVO TNG TEAEUTAIAC TNG evnuEPWONG. MNMPETTEL, ETTIONG, VO AvAPEPE!
OTTOIadNTTOTE TTIBAVH CUYKPOUTN GUUEPEPOVTWV.

3. H1igTtooeAida ptropei va TTepIAaUBAVEl TTANPOYOPIEC OXETIKA UE TIC CUUPBACEIC 1 TN - YE
OTTOIOVONTTOTE TPOTTO- CUVEPYATiA TOU IATPOU PE TO ANPOOTI0, T TOUEIO agBeveiag Kal TOUG
ag@AAITTIKOUC POPEIC.

4. O1 TTANPOYOPIEC TTOU TTAPEXOVTAI TNV ITTOTEAIOA TTPETTEI VA EiVAI OKPIPEIC, AVTIKEIMEVIKEG,
KATAVONTEC KOl TUMPWVEG JE TOV TTAPOVTA KwdIKa. 2€ KaMia TTEPITITWAN &V TTPETTEI VA
odnyouv g€ TTaPATTAAVNON TOU KOIVOU I € EUUETN TUYKPITIKA EKTIUNGN TTPOTOVTWV 1)
TITUXIWV.




"Vested interests manipulate markets so as to generate
huge profits while providing little benefit (or even
causing harm) to the public and thus, profits and
corporate self interest are the root problems afflicting
US healthcare”

Brezis M. & Wiist W. Med Care 2011 49.232-239

"... and just as democracy works well only with an
informed public under the rule of law, so markets work
well only under sufficient regulation to ensure
transparency for consumers and fair competition among
suppliers”

Holman KH & Hayward RA Med Care 2011; 49:240-4




"While evidence- based medicine is a
noble ideal, marketing-based medicine

is the current reality”

Spielmans GI & Parry PIL Bioethical Inguiry 2010




