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UNCOMMON INNOVATOR

uccess is measured by a person’s ability to
Smke advice withour feeling threarened or
stupid. That's the grear advice Harnis Kaplan
has taken to heart, helping him to succeed in
business time and again.

Mr. Kaplan has always raken seemingly in-
surmountable challenges in stride, while mak-
ing an indelible mark on the people around
him and the industery he serves,

Mr. Kaplan is an innovator who uses an
uncommon, yer very effective approach to un-
cover meaningful issues impacting brand
growth that exist below the surface, helping
o guide straregic decisions with senior mar-
keting leaders.

While the advice Mr. Kaplan and his ream
offer may not always be what clienes expect, it
can be rrusted to come with experience and
the client’s best interests at hearr.

Seanding our isn't always easy, and Mr. Ka-
plan maintains his roughest challenge has
been trying ro make Healogix a success by
being new and innovarive at a time when the
industry says it wants change bur embraces
the eraditional.

During his career, Mr. Kaplan has helped
to launch more than 100 brands, including
Nexium, Cresror, Lipitor, Seroquel, Riruxan,
Herceprin, and Viagra. He has also helped
pharma save millions by quickly killing many
products that he knew would not succeed be-
fore companies invested lots of money in
Phase 11 crials.

Clients applaud his ability to bring a fresh,
although practical, view to situations.

He considers his role in helping to launch
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these products the real highlighe of his career,
because of the impacr they have had on im-
proving the lives of millions of people.

What stands out most for him is the
launch of Nolvadex ro trear breast cancer. Mr.
Kaplan was 26 ar the rime and ar the launch
meeting, someone stood up and said he won-
dered if he might not have lose his wife three
years carlier to breast cancer if this drug had
been on the market when she was diagnosed.
He describes it as an example of the pharma-
ceurical indusrry at its best and an industry he
has given his heart and soul to as a resule,

The biggest challenge for the indusery,
he says, is finding a clinical development
and commercialization model that works in
a time when marketing 1s increasingly
under scrutiny by regulators, and healthcare
decision-making will be in- @E]5¥R[E]
creasingly dominared by deci- 813
sions of rhird-party payers and 3
patients.
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WORDS TO LIVE BY:It's no disgrace to try and fail, only to fail to try
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Harris Kaplan sold magazines
door to door at age 14 and
ran a lawn-mowing business
atage 8.

» July/August 2011 n



DIGITAL EDITION — BONUS CONTENT

Harris KAPLAN - FINDING A NICHE

Ingmined by his parents, Holo-
caust survivors, that nothing
would be handed to him, Harris
Kaplan, president and CEO of
Healogix, started ourt his life as an
entrepreneur at the age of 8, hiring
two neighborhood kids to help him
mow lawns and shovel snow.

With this money, and addi-
tional funds he earned selling mag-
azines door to door as a teen, Mr. Kaplan paid
his own way through college. At the age of
27, he became one of the youngest markert re-
search directors at Becton Dickinson. Later he
joined with Joe Migliara to found Migliara-
Kaplan (MK) with just $2,000, and grew it to
be one of the largest custom research busi-
nesses in healthcare. After selling MK, he co-
founded Cozint, one of the industry’s first re-
search companies to leverage the Web for
physician interviews. Cozint was acquired two
years later by GfK Marker Measures.

It was while consulting for Crestor's brand
team during a time when the brand was ex-
tremely challenged that Mr. Kaplan had an
epiphany. He was required to perform exten-
sive marketing research that had to be done
quickly and accurately, but he also needed to
consider and synchesize all market influencers:

payers, patients, and physicians,
along with all the various factors
that matter to each. So, saddled in
a world of off-the-rack market re-
search, he founded Healogix,
which pulls together an experi-
enced team of researchers who
work directly on engagements to
consider and integrate all of the key
influencing factors.

Healogix helps pharma move its focus
from how market research is done to what it
means and how that research can impact out-
comes.

Mr. Harris believes that on matters of prin-
ciple it is important to stand like a rock, but
on matters of style one should go with the
flow.

A guide to many in the industry, Mr. Ka-
plan has mentored more than 14 individuals
who currently run market research companies
today, including V2 and Kantar. He prides
himself on always having run his businesses
transparently, helping his employees not only
learn the ins and outs of market research, but
also the business issues facing clients as well as
how to run 2 marketing research and consult-
ing company. He equips his employees with
the skills to become business leaders.
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HOBBIES: Cocking, bicycling, reading, art collecting,
music

READING LIST: The Economist, Wired, Fast Company,
HBR, Fortune, Forbes

FAVORITE BOOK: Zorba the Greek by Nikos Kazantzakis
FAVORITE MOVIE: A Night at the Opera

BUCKET LIST: Travel to Argentina, Machu Picchu, Europe,
Israel; take a safari; climb Mount Rainier; see all 50
states; write a book and articles; teach; do more
board-level participation for charities
INSPIRED BY: Colin Powell, Warren Buffett, Steve Jobs
CONNECTED VIA: Linkedin

FAVORITE SMARTPHONE APP: GPS

MOST UNUSUAL PLACE VISITED: Abandoned gold mines
in the foothills of the Sierras in California

LIFE LESSONS: You'll know you've arrived when you can
say "l don't know" in a meeting and not feel
threatened or stupid

Mr. Kaplan says he learned from his own
mentors that people want to be treated fairly
but also candidly. Coddle them and they take
longer to develop than they should. Be too de-
manding and they are discouraged. It's a
tough balance, but one that he and other lead-
ers owe to the next generation of up-and-com-
ing leaders.
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