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About BioCentury

Value-added business information & analysis for 
life science companies, investors, academia and 
government on the strategic issues essential to 
the formation, development & sustainability of 
life science ventures.
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BioCentury’s 
Business Intelligence Platform
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BioCentury,
the Bernstein Report on BioBusiness

 Original reporting from primary 
resources in industry, science, 
finance and policy

 Data-driven analysis

 Vigorous editing

 Independent: Conflict-of-interest 
rules and no outside investors
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 The business intelligence of 
BioCentury and the scientific 
acumen of Nature Publishing Group

 Efficiently identifies and evaluates 
new developments in science and 
technology for commercial and 
investment potential

 Addresses the need for strategic and 
investment decisions further and 
further upstream in the value chain

SciBX: Science-Business eXchange
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BioCentury Online Intelligence

 Profiles more than 
4,000 public and 
private companies

 More than $200 billion 
raised in more than 
7,000 public & private 
financing transactions

 Pipeline data on 
5,000+ products in 
development or on 
the market in 500+ 
clinical indications



BioCentury™; The Bernstein Report on BioBusiness™; The BioCentury 100™; The Clear Route to ROI™; Because Real Intelligence is Hard to Find™; BCIQ™; BioPharma’s Knowledge Center™ are trademarks of BioCentury Publications, Inc. 

SciBX™ and SciBX: Science-Business eXchange™ are trademarks of Nature America, Inc. that are jointly used by BioCentury Publications, Inc. and Nature America, Inc. Copyright © 2009 ALL RIGHTS RESERVED. 

BioCentury Archives 

 Integrated with 
BCIQ

 130,000+ 
articles, tables 
& figures

 16+ years of 
deal events, 
regulatory 
milestones & 
clinical data
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 Daily Electronic Newspaper

 Staff Written

 Growing Handheld Audience

BioCentury Extra
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BioCentury’s Point of View

Data eventually & relentlessly sort out the science.

Management, finance & public policy are the enablers —

or disablers — of scientific and clinical achievement.

Innovation is defined by the marketplace.
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Know Your Audience

News is relative to your audience

You have at least 10:

 Investors, scientists, regulatory agencies, 
pharma companies, managed care providers, 
lawmakers, vendors, physicians, patients and the 
general public
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Know Your Audience

Your audiences all have different information 
needs

What’s news for one audience is not necessarily 
news for all

You have to decide which group is most 
important to you at any given time. . .

 . . . And then decide what kind of information 
has value to that audience
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Know your audience

Think about the media in the overall context of 
a communications plan for all your audiences
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How BioCentury Thinks About News
We’re more news “stimulated” than news 

“driven”

 We make our living focusing on issues at the 
core of building successful businesses

 We’re a go-between the companies and the 
investment community

 At any given time we only care about a few 
things: issues that determine corporate 
performance and industry growth
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How BioCentury Decides 
What to Publish

There’s a breakdown between having a 
compelling investment thesis and 
communicating it

 Companies are well prepared to talk about their 
technology and its logic

 The story usually falls apart from there



BioCentury™; The Bernstein Report on BioBusiness™; The BioCentury 100™; The Clear Route to ROI™; Because Real Intelligence is Hard to Find™; BCIQ™; BioPharma’s Knowledge Center™ are trademarks of BioCentury Publications, Inc. 

SciBX™ and SciBX: Science-Business eXchange™ are trademarks of Nature America, Inc. that are jointly used by BioCentury Publications, Inc. and Nature America, Inc. Copyright © 2009 ALL RIGHTS RESERVED. 

How BioCentury Decides 
What to Publish

We’re interested in three areas where a 
company’s business prospects can be 
established

 Commercialization plan

 Marketing plan

 Financial plan
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How BioCentury Decides 
What to Publish

 Potential stories are viewed in two contexts:

 Does it provide an insight or meaningful 
benchmark for assessing the performance of a 
specific company

 Does it have value in contributing to the 
decision-making by managers and investors as a 
whole
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How BioCentury Decides 
What to Publish

Our coverage tends to gravitate toward 
companies with plausible approaches to the 
commercialization, marketing and financial 
plans, AND are able to explain their thinking
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Rules of the Road 
(or: What Makes the Media Ticked)

Don’t lie, don’t obfuscate

Be consistent about giving out basic information

 State the facts clearly and completely

Don’t put out a press release and leave the 
office

Make key people available
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Rules of the Road 
(or: What Makes the Media Ticked)

Make sure people who speak for the company 
can explain things to non-experts

Be prepared to answer questions that are not 
addressed in your press release

Don’t play games

Be honest and realistic – don’t oversell

Think about what audience you’re trying to 
reach, and what they think is important 
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How to contact BioCentury

All news: pressreleases@biocentury.com

 Story ideas (BioCentury): Susan Schaeffer 
(sschaeffer@biocentury.com)

 Story ideas (SciBX): Steve Edelson 
(sedelson@biocentury.com)
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BioCentury™

Marking our 17th Year of Service

to the Biotechnology Industry


