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Amazing Agenda 
Healthcare Reform 

Social Media and Web 2.0 

Driving Sales & ROI with eMarketing 

Innovation 

Integration 

Evolving Regulatory Landscape for Digital 

The Right Channel Mix 

Helping People Live Healthier Lives 
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To fundamentally 

change how 

marketing is 

done  

Leverage Digital…  
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HHS.gov; Minyanville.com; FiercePharma.com, January 14, 2010 

Ugh 
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Paul’s view… 
 

5 Things to Ponder 
 

to help us get there 
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#1   

  We HAVE to Step Up to 

Help Save Our Industry 
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Industry Challenges 

Industry Value & 

Perception Issues 

Decreasing Sales Force 

Access & Impact 

Increasing Influence 

of Managed Care 

Healthcare Reform 

Decreasing Impact of 

DTC Mass Advertising 

Political Pressures on 

DTC Mass Advertising 

Potential Impacts of 

ePrescribing/PHR/EMR 

Budget & Margin 

Pressures 
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Digital Opportunities 

Desire to Find the 

“Right Mix” 
HCP Adoption and 

Integration of Digital 

Exploration & Evolution 

of Sales Force Models 

Increased Scrutiny of 

Marketing Investments 

Evolution from 

Blockbusters to Specialty 

Mass Consumer Adoption 

of Digital for Health 

Mobile & Online Video 

Usage Dynamics 

The Social Media 

Opportunity/Quandary 



 

10  

  

Fundamentally 
change how 
marketing is 

done 

Digital Will 
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#2   

  Nowadays, even charities 

are hurting 
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Charitable giving declined in „08 

• First time since 1987 (20+ years) 

• And only second time since 1956 (50+ years) 

NPR.com/Giving USA Foundation, January 14, 2010 

So digital budgets won’t increase  

just because “it’s the right thing to do” either 
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That said, the world has rallied 
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#3   

  So, we really need to 

prove digital works  
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Prove it to the “Sweaty VP” 
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Digital Marketing Works! 
Comscore 4th Annual  

Pharmaceutical eMarketing  

Effectiveness Benchmarks… 
(based on the aggregate of over 50 studies) 

 

eMarketing Driving Lifts in:  

• Communication (awareness, favorability, etc.)  

• Incremental Prescriptions (new starts, refills) 

  
Comscore Evolution Road 4th Annual  Rx eMarketing Effectiveness 

Benchmarks, February 2010 
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     Brand.com Websites Drive… 
 

• Incremental New Patient Starts 

 +11% of qualified prospects who visit Brand.coms 

become new patients above control 

 

• Incremental Current User Refills 

 +20% of current brand users who visit Brand.coms 

fill an incremental Rx above control 

Comscore Evolution Road 4th Annual  Rx eMarketing Effectiveness 

Benchmarks, February 2010 

And Specifically 
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•Build GREAT Brand.coms (4th year running) 

• Spend the time 

• Spend the money 

• Do the research 
 

•Make Google richer  

• and Yahoo!, Bing & the rest 
 

• Leverage Banners for mass reach and scale 

Core Focus for ROI 
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#4   

  I LOVE ice cream,  

but I don’t eat it every meal 
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Same should be true  
for online video  
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Online Video is  
MASSIVE, PERVASIVE and FUN!!! 

US Internet users watched over  

33 billion videos in December 2009 

Comscore Video Metrix, February 2010 

Top Properties #Videos %Share 

Google Sites   13 billion  39% 

Hulu 1 billion  3%  

Microsoft Sites  561 million 1.7%   

Fox Interactive     551 million  1.7%   

Yahoo! Sites  539 million   1.6%   

Viacom Digital 373 million   1.1%   

Turner Network    367 million   1.1% 

CBS Interactive   298 million   1%  

AOL  210 million   1% 
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The Numbers are Incredible 
• 178 million U.S. Internet users watched online video 

during December 2009 (87% of online audience) 

• Average 187 videos each 

• Average online video was 4 minutes 

• Average viewer watched 12 hours of video  

 

• Video accounts for 34% of time Americans are online 

 

 

• YouTube - 134 million viewers watched an average of 97 videos each 

• MySpace - 45 million viewers watched an average of 9 videos each  

• Hulu - Average Viewer watched 23 videos, totaling 2 hours  

Comscore Video Metrix, February 2010 
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Consumers still prefer to READ 
health information 

Preference on Receiving Information

92% 88% 85% 88%

8% 13% 15% 12%

General Health 
Content

Drug Sites Disease Sites Government Sites

Prefer to Read the Content

Prefer to View a Video with the Information

Comscore Research May/June 2009 Total General Health n=754, Total 

Drug n=295, Total Disease n=329, Total Government n=202 
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#5  

Social has changed the world 
 

But Mobile will change marketing 
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Obviously  
Facebook 

• 350 million people on Facebook.  

• 50% of active users log in every day  

• 35 million users update their status each day  

• 55 million status updates posted each day  

• 2.5 billion photos uploaded each month  
 

 

Twitter 

• 27 million tweets per day  

• 4.25 million people follow Ashton Kutcher (@aplusk) 

BlogPulse, Pingdom, Twittercounter, Facebook, GigaOm January 2010 
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And Health Info 

• Two-thirds of online health consumers access user-

generated health content 

− 41% read a health blog/posting 

− 24% used online doctor rankings 

− 24% used online hospital rankings 

Pew Internet Research – The Social Life of Health Information, June 2009 
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But marketers are not really welcome 
at the dinner table  
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 Yet…  

Mobile will transform marketing 

from “Form to Function”  
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Mobile Internet will be the Next 
Major Computing Cycle 

Mary Meeker – Morgan Stanley Economy & Internet Trends, October 2009 
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Growing Rapidly 

Quantcast 2009 Mobile Web Trends – January 5, 2010 
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Mobile Advertising Getting Serious 

BusinessWeek.com, Nov 2009; MarketWatch.com, Jan 2010 
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 But that‟s nothing…  

Mobile Devices + Apps  

will unlock massive opportunities 

 to improve health outcomes 
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“Beyond the Pill” 

Products         Health Info  
& Support 

R&D 

Digital 

Marketers 

Digital 

Marketers 

    Health 
Outcomes 

Pharma 
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In Summary,  
what do we do now? 

The Bottom Line is 

we need to impact the Topline 

NOW! 
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And engage in Video, Social and 

especially Mobile for the future 

In Summary,  
what do we do now? 
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When We Do… 

Further improve health outcomes 

for our patients 
 

Prove the value that pharma 

provides to society 
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Thank You! 
 

And have fun over the 
 next 2 days 

 

Paul Ivans  

pivans@evolutionroad.com 


