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FOR IMMEDIATE RELEASE

“TRIPLE-NEGATIVE” PATIENTS ARE BIGGEST UNMET NEED IN METASTATIC BREAST CANCER, ACCORDING TO

MATTSONJACK DAVINCI'S CANCERNSIGHT™

ST. LOUIS, MISSOURI — July 23, 2008. In a survey conducted by The Mattson Jack Group, Inc., oncology key

opinion leaders (KOLs) have identified “triple-negative” patients, or patients whose tumors do not overexpress

HERZ2, the estrogen receptor (ER) or progesterone receptor (PR),as the biggest unmet need in their treatment of
metastatic breast cancer. These patients typically have relatively shorter survival and more aggressive disease,
and KOLs describe the treatment field as “wide open” and the development of an efficacious treatment as “a
welcome addition.” Currently, cytotoxics are the only available resource. The perception among KOLs in the

study is that the availability of HER2 targeted therapies and endocrine therapies is adequate.

According to the Treatment Evolution chapter of MattsonJack DaVinci’'s CancerMPact®, approximately 18.5% of
breast cancer patients are triple-negative; applying that assumption to MattsonJack’s Epi Database® leads to an
estimate of about 39,000 new triple-negative patients in 2007. Companies have recently taken aim at this
population as a separate indication, much like they have done for metastatic breast cancer patients who
overexpress HER2 or one of the hormone receptors (ER or PR).

“If you talk to physicians about what's going on in metastatic breast cancer, they'll typically answer you about
what they use today,” said Eric John, Vice President at MattsonJack DaVinci. “But for triple-negative patients,
which is a sizeable group within metastatic breast cancer, no specific therapy other than traditional cytotoxic
chemotherapy is currently available that is designed to treat these patients.”

Another finding from MattsonJack DaVinci's recently released report titled CancerNSight™ - Breast Cancer was

that the majority of KOLs perceive oral therapies to have few current benefits relative to traditional forms of
administration in the treatment of metastatic breast cancer patients. The KOLs say that easier administration
does not represent an advantage if patients must be switched to another agent due to side effects and lack of
tolerability, or if patients’ ability to remember their pills each day becomes an issue. Additionally, the typically
higher cost of nhewer therapies such as oral oncology medications becomes another hurdle to physician
recommendation versus long-established forms of infusion.


http://www.mattsonjack.com/
http://www.mattsonjack.com/cancermpact.asp
http://www.mattsonjack.com/CancerNSight.asp
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“A hypothesis of the study was that oral therapy is relatively more advantageous due to the convenience of
taking a pill at home without the discomfort and travel commonly associated with traditional therapy
administration,” John said. “What we heard from the experts is that when comparing oral therapy versus
traditional forms, for a variety of reasons, there is little difference in convenience in taking pills every day versus
having an infusion for the treatment of metastatic breast cancer. Any possible administration advantage for oral

therapies is further nullified when considering the other types of pills that these patients already have to take.”

CancerNSight™ is MattsonJack DaVinci’s unique resource to assess product potential. It combines the

convenience and affordability of a syndicated study with a leading-edge qualitative technique that adds
analytical robustness in supporting clients’ investment decisions in oncology. Currently available for non-small
cell lung cancer and breast cancer, CancerNSight™ offers:

» Experts’ insights on products’ potential market impact (i.e., expected launch / FDA approval time

frames)

» Perceptions of the clinical value of one regimen versus another

» Insights on product attributes and big-picture issues driving drug selection

» A cost-effective, timely alternative to custom marketing research

» Avaluable complement to MattsonJack’s other oncology research tools

For more information on MattsonJack service offerings or products, contact Paula Paradise, Director of
Marketing, MattsonJack Public Relations, at paula.paradise@mattsonjack.com or by phone in the U.S.
(484.442.1431).

ABOUT THE MATTSON JACK GROUP, INC. (WWW.MATTSONJACK.COM)

Formed in 1986, MattsonJack focuses its client support in three areas of Competency: Business Analytics,
Brand Optimization, and Corporate Development services in the pharmaceutical and biotech markets.
MattsonJack consultants have expertise in pricing and reimbursement, custom epidemiology, technology
assessment, business and strategic plan development, due diligence and licensing support, market modeling
and forecasting, and primary market research. MattsonJack’s client list ranges from emerging companies to

some of the most recognized pharmaceutical and biotech companies in the world, such as Abbott, Amgen,


http://www.mattsonjack.com/CancerNSight.asp
mailto:paula.paradise@mattsonjack.com
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AstraZeneca, Genentech, GlaxoSmithKline, Johnson & Johnson Companies, Merck, Novartis, Pfizer, Roche,
Wyeth, and many others.

MattsonJack’s knowledgeware and client productivity tools include Epi Database® and Forecast Architect®.
Additionally, MattsonJack, as one of the largest global oncology consulting firms, supports its clients’ cancer
interests through its MattsonJack DaVinci multiclient offerings, including CancerMPact®, CancerNSight™,

Leonardo’s Notebook, and Oncology Marketing Strategies™.

MattsonJack is part of Kantar Group, the information, insight, and consultancy division of WPP, a $12+ hillion

global communications services firm.

For more information, contact Paula Paradise, Director of Marketing, MattsonJack Public Relations, at
paula.paradise@mattsonjack.com or by phone in the U.S. (484.442.1431).

ABOUT KANTAR GROUP (WwwW.KANTARGROUP.COM)

Kantar is one of the world's largest research, insight and consultancy networks. It helps clients make better

business decisions through a deeper understanding of their markets, their brands and their customers. Part of
WPP, Kantar brings together a diverse group of outstanding marketing insight and consulting companies - each
an expert in their field who can work together seamlessly to help clients address business issues in a holistic
and strategic way.

Companies include: Added Value Group, IMRB, BMRB, BPRI, Cannondale Associates, Center Partners,
Everystone, Focalyst, Fusion 5, Glendinning Management Consultants, Henley Centre HeadlightVision, IMRB,
Kantar Operations, KMR Group, Lightspeed Research, Management Ventures, The Mattson Jack Group, Inc.,
Millward Brown, Research International, RMS and Ziment Group. The group operates in more than 160 offices
across 60 markets worldwide.
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