I'| |r

| —:\ K

() comScoRe [ | [ (A

EVOLUTIONroad

Maximizing Your Returns Online
Fourth Annual Pharma Online Benchmarks

S a

John Mangano
703-438-2358



mailto:jmangano@comscore.com

A About the Research
i Who
i Methodology

A Health & Pharma Activity Online
i Pharma Websites
i Advertising
i Paid Search
A Lifts convert to Scripts and Revenue

i Total Pharma Lift
I ROl Measurement
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comScore & Evolution Road

AThe Gold Standard in internet measurement
(' COMSCORE. AQuantify behavior driven by online pharma marketing
ADedicated Pharma Team:

34 pharmaceutical clients across65+ brands

== = ] AMarketing iInnovation consultancy

LL_H-!IE_] 'j i) i} AFocused on helping brands leverage the web to drive
EVOLUTIONroad their businessé
- " AAnd on educating consumers at the same time
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For the past six years we have been quantifying P h a r mmaarketing

success online

Measuring success for our clients
AShifts in customer awareness and intent
AChanges in prescription activity
AProviding the inputs necessary to identify the
ROI
Using this experience to create industry only
online marketing norms
AChronicles the overall success of the media for
pharma online DTC endeavors
AQuantifies the overall experience of the industry
to create a benchmark of success
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y 62 Studies over 6 years

y 25 Rx brands/therapeutic
areas

y Consumersonly, no HCPs

y All client-approved
methodology/results:

A Strict Test & Control
definitions

A Statistical
Significance testing
at 90% Confidence
Level or higher
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Ad Effectiveness / eROI Study Objectives

Measuring AWARENESS, FAVORABILITY, PREFERENCES, INTENT and CONVERSION
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Cholesterol Facts & Info
v Understand Your Cholesterol Levels With Free Goal Cards and Guides
chol om

If you've had enough, talk to
your doctor aboutVESIcare.

SCROLL HERE » eiter Manage Your Cholesterol Learn More Today

¥ Do you know the ﬂrSt.Ste%in Important Safety Information
e VESlcare is T , and
Treating Depression’ 1 leokage (overacive bacder) VESioane s
not for everyone. If you have certal
9 Eecackmcoidll Now | trust } [ About vestcare |
Bl my heart to LIPITOR. VESI
solfenacin

tablets
Prosorplon LPIT feaimorl opions >
rescription LIPITOR is one of many treatmen option al Offer Take care with VESicareD

What is High Cholesterol? |
= Leam About Types of Cholesterol and 3 Cholesterol Treatment Opticn
High-Cholesterol Rx-Treatment com i

Experience thewrestiul sleep of a
LUNESTA nic

DISCOVER THE LUNESTA DIFFERENCE

Cholesterol Information - Health Resuits

e Artcies Communty Ot Rescurces
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. Search /
Websites Contextual Ads

Online Banners

_ Brand Impact ROI P
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All Lifts are Compared Against a Control

EXPOSED NOT EXPOSED
to online campaign to online campaign
1. Find those exposed to each Determine if
of the advertising or website Campaign Drove a
Lift in:

2. For every exposed panelist,
find a At wi mot who
exposed to the advertising

A Engagement
A Site Visitation

W

A Twins are behaviorally &
demographically identical to
our exposed groups

A Share of Category
Visitation

A Brand Searching

3. Examine differences in A Brand Awareness

online behavior and Rx fill
activity between both groups
for each campaign

A Intent to See a
Doctor

A Rx Fills
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Health Category Growth Outpacing Overall Internet Growth

.

L GCEREGE!

nigue Visitor Growth

64%

18%

Total Internet Health Sites

Source : comScore Media Metrix November 2009



P h ar manbng presence is driving physician visits and scripts

Pharma Websites

Display Advertising

Paid Search

(l COI I I S CO R E, © comScore, Inc. Proprietary and Confidential.

8

Oood]

EVOLUTIONroad



Logo

[Fame

Products Ingradiants™

Resesarch & BEducation Fequest a Reprasentative

the consectetuer adipiscing elit, sed diam

Pharma Websites st

Ny

Image

rei tation ullamcarper suscipit lobartis misl ut aliquip

1pdo consagquat. Duis autem veal eum irure dolor in
hendrert in vulputate velit esse molestie consequal, vel illum
dolore eu feugial nulla facilisis al vero eros et accumsan et
usto odic dignissim qui blandit prassent luptatum.

Lit wisi enim ad minim vaniam, quis nostrud exerci tadion
wllamconper suscipit lobordis nisl uf aliqguip & &a commodo
congequat. Duis autarm vel eum inure dolor in hendrant in
vulputate velit esse malestie consequat, wel illum dalare eu
feugiat nulla facilisis at vero eros et accumsan et wsto adio
digrissim qui blandit praesent luptatum zznl delenit augue duis
dolore te feugait nulla facilisi. Mam liber tempor cum soluta

Duis autem val eum inure dalar in hendrarit in vulputate velit
esse molestie consaquat, vel illum dolore eu feugiat nulla
facilisis at wero aros et accumsan et iwsto odio dignissim qui
blandit praesent luptatum zzril delenit augue diis dolore te
feugait nulla facilisi. Mam liber tempar cum soluta

In the Company® Center, you will find:

Chrical Studias Recant symposia
Ingredient listings Prass releases
Fablent infarmation

Thank you for your continued interest and support.




Half of Online Americans view health content online (91Million)

78% Visit Health Sites to Learn about
Condition

Conduct over 651 Million health related
searches

4.9 Visits Per Month*

Spend 35.6 minutes*

*comScore MediaMetrix Monthly Average: December 2009
AcomScore Custom Research i May & June 2009 Total n=1002
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45.6M people visited pharma sites in Q4 20094

87% Visit Content Sites / 34% Visit Pharma Sites

Total Traffic for Major Therapeutic Conditions

37.82
34.91 3131 26,25
27.67
Q4'08 Q1'09 Q2'09 Q3'09 Q4'09

mBranded Only ® Overlap Content Only

AcomScore MediaMetrix Monthly Average: December 2009

(' CO m S CO R E. © comScore, Inc. Proprietary and Confidential.
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TOTAL Q4 2009: 45.6MM

Branded: 19.4MM

Content: 38.2MM

11%)
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Mental Health and Oncology account for almost half of visits

Pharma Share of Voice by Major Therapeutic Areas: Q4 2009

Allergies, 3%
Arthritis, 3%

\

Smoking

Cessation, 3% Asthma, 3%

Birth Control, 3%

——

Oncology, 16%

Mental Healt
32%

Erectile
Dysfunction, 5%
Source: comScore Custom Research i May & June 2009 Total n=1002 Visited

General n=754, Visited Disease n=329, Visited Drug n=295, Visited Government ‘ D ]f—J‘
n=202 g —
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,_Cardio/ChoIesteroI
, 13%

Cold/Flu, 13%

Diabetes, 5%




Pharma Site Visitation: Most Influential in Driving KPIs

Prospects Patients

Aided Unaided Favorability Favorability
Awareness Awareness

Discuss Discuss Ask for Ask for
Treatments Brand Brand Brand

Site Visitors 31.1point 38 point 30 point 32.6 point

',' [» [ &W .'—‘.
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Pharma Sites Drive Scripts

Arospects saw 11+ point lift in conversion

Matients saw a 20+ point lift

Overall Pharma Site Visits Non -Referred Pharma Site Visits

Control ontrol
Site Visitors - prospects Site Visitors - patients Non-referred - prospects Non-referred - patients
r :11 ;W ‘1 — 1
() comScCORE OOt
. © comScore, Inc. Proprietary and Confidential. 14 = = £

EVOLUTIONroad



Advertising

- Display Advertising

i Tired of
dealing
with your

frequent
bladder .
problems? G
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