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Agenda 

ÁAbout the Research 

ïWho 

ïMethodology 

 

ÁHealth & Pharma Activity Online 

ïPharma Websites 

ïAdvertising 

ïPaid Search 

ÁLifts convert to Scripts and Revenue 

ïTotal Pharma Lift 

ïROI Measurement 
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comScore & Evolution Road  

 

 
Å The Gold Standard in internet measurement 
Å Quantify behavior driven by online pharma marketing  
Å Dedicated Pharma Team:   

34 pharmaceutical clients across 65+ brands 

 

  

 

Å Marketing innovation consultancy  

Å Focused on helping brands leverage the web to drive         
   their businessé 
Å And on educating consumers at the same time 
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For the past six years we have been quantifying Pharmaôs marketing 

success online 

Measuring success for our clients  
ÅShifts in customer awareness and intent 
ÅChanges in prescription activity 
ÅProviding the inputs necessary to identify the 
ROI 

 
Using this experience to create industry only 
online marketing norms  

ÅChronicles the overall success of the media for 
pharma online DTC endeavors 
ÅQuantifies the overall experience of the industry 
to create a benchmark of success 

 

ƴ62 Studies over 6 years 

ƴ25 Rx brands/therapeutic 
areas 

ƴConsumers only, no HCPs 

ƴAll client-approved 
methodology/results:  

ÁStrict Test & Control 
definitions 

ÁStatistical 
Significance testing 
at 90% Confidence 
Level or higher 
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Online Banners Websites 
Search /                

Contextual Ads  

Ad Effectiveness / eROI Study Objectives 

Measuring AWARENESS, FAVORABILITY, PREFERENCES, INTENT and CONVERSION  

ROI Brand Impact 
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EXPOSED  
to online campaign  

1. Find those exposed to each 
of the advertising or website  

2. For every exposed panelist, 
find a ñtwinò who was not  
exposed to the advertising  

ÅTwins are behaviorally & 
demographically identical to 
our exposed groups  

NOT EXPOSED  
to online campaign  

ÅEngagement  

ÅSite Visitation  

ÅShare of Category 
Visitation  

ÅBrand Searching  

ÅBrand Awareness  

ÅIntent to See a 
Doctor  

ÅRx Fills  

Determine if 
Campaign Drove a 

Lift in:  

3. Examine differences in 
online behavior and Rx fill 
activity between both groups 
for each campaign  

All Lifts are Compared Against a Control 
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Health Category Growth Outpacing Overall Internet Growth 

Source : comScore Media Metrix November 2009 

18% 

64% 

Health Sites  Total Internet  

Three Year Unique Visitor Growth 
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Pharmaôs online presence is driving physician visits and scripts 

 

Pharma Websites  

 

Display Advertising  

 

Paid Search  
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Pharma Websites  
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Half of Online Americans view health content online (91Million) 

*comScore  MediaMetrix Monthly Average: December 2009 
 À comScore Custom Research ï May & June 2009 Total n=1002 

78% Visit Health Sites to Learn about 
Condition  
 
Conduct over 651 Million health related 
searches  
 
 
 
  
 
 

4.9 Visits Per Month*  

 
Spend 35.6 minutes*  
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45.6M people visited pharma sites in Q4 2009À 

87% Visit Content Sites / 34% Visit Pharma Sites 

À comScore  MediaMetrix Monthly Average: December 2009 

 

 7.04   7.47   7.44   6.79   7.41  

 10.82   10.06   11.05  
 7.48  

 11.98  

 34.91  
 31.31  

 37.82  

 27.67  
 26.25  

Q4'08 Q1'09 Q2'09 Q3'09 Q4'09

Total Traffic for Major Therapeutic Conditions 

Branded Only Overlap Content Only

Branded: 19.4MM  Content: 38.2MM  

Overlap: 12.0MM  (+11%) 

TOTAL Q4 2009: 45.6MM  
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Allergies, 3%
Arthritis, 3%

Asthma, 3%

Birth Control, 3%

Cardio/Cholesterol
, 13%

Cold/Flu, 13%

Diabetes, 5%

Erectile 
Dysfunction, 5%

Mental Health, 
32%

Oncology, 16%

Smoking 
Cessation, 3%

Mental Health and Oncology account for almost half of visits 

 

Source: comScore Custom Research ï May & June 2009 Total n=1002 Visited 

General n=754, Visited Disease n=329, Visited Drug n=295, Visited Government 

n=202 

 

Pharma Share of Voice by Major Therapeutic Areas: Q4 2009  
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Pharma Site Visitation: Most Influential in Driving KPIs 

Aided 
Awareness  

Unaided 
Awareness  

Favorability  

20.0 point  27.6 point  19.7 point  

Prospects  Patients  

Favorability  

19.4 point  

31.1 point  38 point  30 point   32.6 point  

Discuss 
Treatments  

Discuss  
Brand  

Ask for  
Brand  

Ask for 
Brand  

Site Visitors  

Site Visitors  
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Pharma Sites Drive Scripts 

 

 

 

Site Visitors - prospects Site Visitors - patients Non-referred - prospects Non-referred - patients

11.2 

Pt Lift 
Control Control 

20.3 

Pt Lift 

12.7 

Pt Lift 

20.9 

Pt Lift 

Overall Pharma Site Visits  Non -Referred Pharma Site Visits  

ÅProspects saw 11+ point lift in conversion 

 

ÅPatients saw a 20+ point lift 



15 © comScore, Inc.  Proprietary and Confidential.  

Advertising 

 

 

Display Advertising  
 


