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Feature Article 

The Expanding Pharma Blogosphere 
By John Mack 

Although the pharmaceutical industry is slow to 
adopt blogging for PR purposes or otherwise, its 
critics and supporters alike are flocking to the 
blogosphere to make their voices heard.  

Over the span of just a few days this past January, 
several new pharma-related blogs made their 
debut, including 

• Pharmalot 
• BrandweekNRX 
• Pharma Rag 
• Pharma Giles 

Interestingly, two of these “newbies”—Pharmalot 
and BrandweekNRX—are written by journalists. Ed 
Silverman, a veteran journalist for The Star-Ledger 
of New Jersey, is “behind the curtain” at Pharmalot 
(see box, pg 3) and Jim Edwards, Senior Editor, 
Brandweek, is responsible for BrandweekNRX. 

Currently, about 30 blogs are listed as honorary 
members of the Pharma Blogosphere. This article 
introduces you to several of these blogs, what 
motivates their authors, and what the 
pharmaceutical industry response, if any, should 
be. 

First Ever Pharma Blogosphere Survey 
A current project of The Pharma Blogosphere blog 
is the First Ever Pharma Blogopshere Survey of 
readers. The blogs covered in this survey are listed 
in Table 1. 

 

BrandweekNRX 
Clin Psych Blog 
Dr. Peter Rost 

Drug Injury Watch 
Drug Wonks 

eDrugSearch Blog 
EyeOnFDA 

HealthcareVOX 
impactiviti 

In the Pipeline 
On Pharma 

OnThePharm 
Pharma Giles 

Pharma Marketing 
Blog 

Pharma Rag 
Pharma Watch 
PharmaEdge 

Pharma Gazette 
PharmaGossip 

Pharmalot 
Rx Daily Dose 
World of DTC 

Marketing 

 
Table 1: Blogs Covered in the Survey 

 

Survey questions include: 

1. Which pharma-focused blogs do you read 
and how often? 

2. What are the benefits to you of reading 
these blogs? 

3. Rate the blogs you have read according to 
readability, credibility, and usefulness. 

4. How supportive or critical of the 
pharmaceutical industry are the blogs that 
your have read? 

The results of the survey will be available in March, 
2007. 

If you are a regular or occasional reader of any of 
these blogs, Pharma Blogosphere would like you 
participate in the survey. You’ll get a free gift for 
your time (see the survey details on The Pharma 
Blogosphere). 

All Things Pharma Considered 
Blogs in the Pharma Blogosphere cover all topics 
related to the pharmaceutical industry including 
marketing and advertising (e.g., Pharma Marketing 
Blog, World of DTC Marketing), legal and 
regulatory issues (e.g., EyeOnFDA, Drug Injury 
Watch), drug importation (eDrug Search Blog), 
sales training (impactiviti), research and 
development (In the Pipeline), policy issues (e.g., 
Drug Wonks), management issues (e.g., Pharma 
Giles, Question Authority), PR issues and gossip 
(e.g., HealthcareVOX, PharmaEdge, Pharm-
aGossip), and everything in between. 

Men Reign in the Pharma Blogosphere 
Practically all of the leading pharma-focused blogs 
are written by men. I could find only a couple of 
rare exceptions: On Pharma, which is written by 
Agnes Shanley and PharmaEdge, which has both 
male and female contributors. 

One commenter to The Pharma Blogosphere blog 
suggested there might be “quite a few reasons” for 
the dominance of male pharma bloggers. 
“[W]omen are scrambling to do a lot of others 
things besides blogging!,” claimed this anonymous 
commenter who is “connecting with a number of 
female bloggers in health especially as relates to 
prevention and improving health outcomes.” 

Continues… 
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ADVERTISEMENT 

Search Engine Marketing for 
Pharmaceuticals 

February 26-27, 2007 •  Princeton, NJ 
Pharmaceutical eMarketers gather for the first time to 
discuss SEM strategies at the industry’s only event 
dedicated to Search Engine Marketing.  Hear from leading 
pharmaceutical and search engine experts including 
Google, Yahoo, Impaqt, SmartSearch and more! 

 
• The Agency Relationship-How to Find and Succeed 

with the Right Search Partner  
• Identifying Relevant SEM Metrics for Marketers  
• Breaking Down the Barriers between Design & SEO 

to Avoid Conflicts 
• Leveraging Online to Connect with Consumers & 

Physicians  
• Develop an Understanding of Intent and Perspective: 

Know the Pharmaceutical User  
• Attracting Journalists to your Press Releases in the 

Digital Age: Hint-No One Reads the Wires  
• Utilizing Keyword Strategies  
• Integration of Search and Offline Marketing to Better 

Compliment your eMarketing Efforts  
 
For program details and registration call 866.207.6528 or visit 
www.exlpharma.com 

Register 3 Colleagues, receive your Registration FREE!  To 
ke advantage, call 212.400.6232  ta  

Pharmalot: The Ultimate Journalist 
Blog! 

Depending upon how you interpret the play on words, 
Pharmalot could conjure up the fantastic world of 
pharmaceuticals a la Camelot—with all its potential 
and promise, but heading for a fall—or it could 
literally mean a lot about the pharmaceutical industry!

I think it's lot, not Camelot. 

Ed Silverman, who is the "guy behind the curtain" at 
Pharmalot, has certainly been a prolific blogger! In 
one recent day (February 16, 2007) Ed posted 10 
entries! 

How does he do it and still fulfill his duties as a 
veteran reporter for the Star-Ledger and as a father 
of three and master of a "sizeable labrador retriever?"

What's Behind the Curtain? 
I suspect Silverman has some help. The sheer 
volume of posts is one hint that he does not write it 
all. The Pharmalot content is copyrighted by the Star 
Ledger and the newspaper must supply some human 
and other resources to help Silverman scan news 
feeds, check facts, write headlines, check links, and 
even write draft versions that Silverman edits. 

Whatever the process, Silverman manages to get his 
voice into it and his signature is the little quip he adds 
to the end of almost every post, as in the following 
examples: 

"The legal battle may not be over, but Novartis 
is clearly losing the public relations war. But 
Dan Vasella doesn't appear to be listening." 
(Former Swiss Prez Tongue Lashes Novartis); 

"Meanwhile, what will Novartis do with all 
those sales reps who were hired and primed 
to start pigeonholing doctors?" (Novartis' 
Galvus May Be Delayed: Analyst) 

If it weren't for these little non-journalistic, borderline 
“snarky” remarks, Pharmalot would be nothing more 
than a newsfeed. But Pharmalot is useful to me 
precisely as a newsfeed. It is one of the blogs in the 
Pharma Blogosphere that I read every day to "keep 
up" with what's going on in the industry. It's not a blog 
where I expect to find a lengthy discussion of issues. 

Other journalist-driven blogs in the Pharma 
Blogosphere, like BrandweekNRX, take a different, 
more blog-like approach. To learn more about that, 
listen to a Podcast Interview with Jim Edwards. 

Read the full review on The Pharma Blogosphere 
Blog. 

http://www.exlpharma.com/
http://pharmablogosphere.blogspot.com/2007/02/pharmalot-post-lot.html
http://pharmablogosphere.blogspot.com/2007/02/pharmalot-post-lot.html
http://www.exlpharma.com
http://www.pharmedassociates.com/conference.aspx?ccode=p668
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All bloggers in this space seem very busy with a lot 
of other things. Some use blogging to promote 
these other activities. Dr. Peter Rost at Question 
Authority, for example, uses his blog to promote 
his book “The Whistleblower” and to sell T-shirts 
and other gear branded with his logo. and other gear branded with his logo. 
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Journalist Bloggers Journalist Bloggers 
As mentioned in the beginning of this article, at 
least two journalists have recently joined the ranks 
of pharmaceutical bloggers. Matthew Holt, the 
"chap" that runs The Healthcare Blog, recently 
wrote the following piece welcoming with faint 
praise on these new bloggers—Jim Edwards of 
BrandweekNRX—to the Pharma Blogosphere: 

As mentioned in the beginning of this article, at 
least two journalists have recently joined the ranks 
of pharmaceutical bloggers. Matthew Holt, the 
"chap" that runs The Healthcare Blog, recently 
wrote the following piece welcoming with faint 
praise on these new bloggers—Jim Edwards of 
BrandweekNRX—to the Pharma Blogosphere: 

"Some of the best reporting on the pharma 
business in the last few years has come not from 
the mainstream press but from Jim Edwards, a 
reporter buried in the marketing industry trade 
press at Brandweek. Given the fact that certain 
Manhattan-based major press publications could 
improve their pharma and health care journalism 
(and I’m not talking about the WSJ, think more of 
dogs and sores!), I was hoping and expecting to 
get an email one day from Jim telling me of his 
new gig. 

"Some of the best reporting on the pharma 
business in the last few years has come not from 
the mainstream press but from Jim Edwards, a 
reporter buried in the marketing industry trade 
press at Brandweek. Given the fact that certain 
Manhattan-based major press publications could 
improve their pharma and health care journalism 
(and I’m not talking about the WSJ, think more of 
dogs and sores!), I was hoping and expecting to 
get an email one day from Jim telling me of his 
new gig. 

"But instead, he’s decided to not only stay at 
BrandWeek but also to commit journalistic suicide 
and become one of us." 

"But instead, he’s decided to not only stay at 
BrandWeek but also to commit journalistic suicide 
and become one of us." 

Holt suggests that Jim has torpedoed his own 
career. He may be joshing, but it does raise an 
interesting issue about blogging vs. journalism. 

Holt suggests that Jim has torpedoed his own 
career. He may be joshing, but it does raise an 
interesting issue about blogging vs. journalism. 

From an historical perspective, the pharma 
bBlogosphere started with insiders (e.g. Pharma 
Watch), followed by journalists (e.g., Pharma 
Marketing Blog), and then by the corporate PR 
types or people whose main business is 
consulting, etc., but not publishing (e.g., 
HealthcareVOX). 

From an historical perspective, the pharma 
bBlogosphere started with insiders (e.g. Pharma 
Watch), followed by journalists (e.g., Pharma 
Marketing Blog), and then by the corporate PR 
types or people whose main business is 
consulting, etc., but not publishing (e.g., 
HealthcareVOX). 
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Traditional journalists such as Jim Edwards and Ed 
Silverman have been bottled up for so long in their 
corporate shell that they need to have their true 
voices heard. They just are fed up with the 
journalistic niceties that do not allow them to 
describe things the way they really are—or at least 
how they think things really are. 

Traditional journalists such as Jim Edwards and Ed 
Silverman have been bottled up for so long in their 
corporate shell that they need to have their true 
voices heard. They just are fed up with the 
journalistic niceties that do not allow them to 
describe things the way they really are—or at least 
how they think things really are. 

I know that's how I felt when I started Pharma 
Marketing Blog. I also publish Pharma Marketing 
News and insert my commentary in the Up Front 
piece. Even so, I feel that I cannot insert my voice 
too often in the articles. Because, if I did, the 
newsletter would be about me, not the issues (see 
the OpEd piece “Blogging My Way Into 2005!

I know that's how I felt when I started Pharma 
Marketing Blog. I also publish Pharma Marketing 
News and insert my commentary in the Up Front 
piece. Even so, I feel that I cannot insert my voice 
too often in the articles. Because, if I did, the 
newsletter would be about me, not the issues (see 
the OpEd piece “Blogging My Way Into 2005!”). 
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Recently, in a post to his blog, Jim Edwards 
recently agreed with Pharmaceutical Executive 
Magazine that Gardasil is "Brand of the Year."  
Journalists like Jim could never express their 
opinions like this in the articles they write for their 
publications. We know they HAVE opinions, but 
without the blogs we'd have to infer what they are 
by reading between the lines. There isn't anything 
between the lines in blogs—at least there shouldn't 
be.  

In his blog, Edwards focuses his criticism on the 
promiscuity issue raised by mandatory Gardasil 
vaccination and puts himself squarely against the 
religious right. Now that I know his opinion of a 
major issue for the religious right, can I trust that 
his reporting on this topic in that publication will be 
"journalistic" (ie, balanced)? Perhaps this is what 
Holt meant by committing journalistic suicide. 

To get a first-hand account of what makes a 
journalist pharma blogger tick, listen to a recent 
podcast interview with Jim Edwards. Meanwhile, 
see “Pharmalot: The Ultimate Journalist Blog!” for 
a review of Pharmalot. 

But finding and broadcasting your voice through 
blogging is not the only goal that journalists have. 
The editors and publishers they answer to must 
believe that the blogs will help sell their 
publications. So, far from committing journalistic 
suicide, journalist bloggers are enhancing their 
careers and even changing what journalism is all 
about. 

Blogging has affected journalism by making it more 
difficult for journalists to break stories. What affect, 
if any, that journalists will have on blogging 
remains to be seen! 

Beating the Journalist Bloggers 
Now that we have such a crowded Pharma 
Blogosphere and professional journalist bloggers 
like Jim Edwards and Ed Silverman, other bloggers 
in the space are going to have to get up very early 
in the morning to keep up! 

I offer my personal experience to illustrate how I 
keep Pharma Marketing Blog competitive. 
Sometimes I beat the journalists and sometimes I 
don't. 

Take February 8, 2007 for example. I get up at 5 
AM, run out into the freezing cold and dark to get 
my home-delivered Wall Street Journal, shake the 
snow off it, take it into the "library" for a quick scan, 
come up with some blogworthy slant on an article 
during breakfast, start writing, help my son get off 
to school, and finish the blog entry by 7:00 AM—

hopefully while Jim and Ed are still on the subway 
or turnpike commuting to their offices in midtown 
New York or Newark as the case may be. 

On that day, I wrote about GSK's anti-smoking 
campaign antics (see "GSK: Don't Go Cold 
Turkey!"). This piece was published at 6:45 AM. 
Some time later, Jim Edwards published his own 
take on the story (see "GSK's Anti-Smoking 
Debacle"). Jim doesn't include a time stamp in his 
posts, so it's impossible to know what time of day 
his piece was published—but, believe me, it was 
after 6:45 AM! 

Sometimes journalists beat me to the punch. Take 
Jim Edwards for example. He's sitting in his office 
all day with amazing resources and news feeds 
coming at him and through him and around him. 

So what happens? Anna Nicole Smith dies! When 
did that happen? I dunno, but Jim gets the news 
immediately. Of course he links it up with the 
pharmaceutical industry in a neat post entitled 
"Anna Nicole Smith Is Dead; Trimspa Goes Into 
Crisis Mode." 

Actually, I beat Jim to the Anna Nicole Smith/drug 
industry connection when I posted "If FDA were as 
Powerful as FTC" back in January. Jim followed 
with his own FTC vs. pharmaceutical industry post 
"What Drug Marketers Have to Fear from the FTC" 
in February. So, technically speaking, I beat Jim 
twice on that that topic. 

This all goes to show the influence that journalists 
will have on blogging for better or for worse. 

Anonymous Bloggers and Censorship 
Perhaps the most feared class of blogger in the 
Pharma Blogosphere is the anonymous blogger 
who is an “insider” working within a pharmaceutical 
company or a company that services the 
pharmaceutical industry. Interestingly, most of the 
blogs in this category originate from outside the 
US. They include PharmaGossip (UK), Pharma 

Watch (Australia), and 
Pharma Giles (UK). 

PharmaGossip's author 
disguises his identity and 
uses the alias Insider, 
but often refers to himself 
as "Jack Friday." From 
what I can gather from 

his profile, “jack” is a physician working inside a 
pharmaceutical company—maybe GSK or AZ, 
which are the two largest UK-based pharma 
companies that I can think of. 

Continues… 

http://www.talk.pharma-mkting.com/show008.htm
http://pharmamkting.blogspot.com/2007/02/gsk-dont-go-cold-turkey.html
http://pharmamkting.blogspot.com/2007/02/gsk-dont-go-cold-turkey.html
http://www.brandweeknrx.com/2007/02/gsks_antismokin.html
http://www.brandweeknrx.com/2007/02/gsks_antismokin.html
http://www.brandweeknrx.com/2007/02/anna_nicole_smi.html
http://www.brandweeknrx.com/2007/02/anna_nicole_smi.html
http://pharmamkting.blogspot.com/2007/01/if-fda-were-as-powerful-as-ftc.html
http://pharmamkting.blogspot.com/2007/01/if-fda-were-as-powerful-as-ftc.html
http://www.brandweeknrx.com/2007/02/what_drug_marke.html
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The Insider takes extraordinary pains to keep his 
identity secret. He would not even consent to an 
interview with me by phone with his voice 
disguised. 

According to the first posting on PharmaGossip, 
the Insider's mission is to "look at the 
pharmaceutical industry with a seasoned, if not 
cynical, eye and ...provide some insights into what 
is happening (and why) in Big Pharma. Spin will be 
sniffed out and gossip encouraged!" 

After a recent posting critical of a NEJM editorial, 
"Michael Lascelles" (an alias), author of Pharma 
Watch, went silent and his blog seems to have 
been shut down. He may have been outed and 
censored by his employer, which is “an institution 
that has links with several pharma companies.”  

When I interviewed Mike in 2005 for an article he 
had this to say about his motives; “Why do I do it? 
I'm just doing it to let of a bit of steam about what I 
see happening to medicine under the increasing 
influence of pharmaceutical companies.” 

Too Many Bloggers Covering the Same Issues? 
With thirty or more bloggers out there focusing on 
the pharmaceutical industry, you would think that 
there would be a lot of redundancy with several 
blogs making similar comments on the same 
issues. Interestingly, that rarely happens. Instead 
an issue is attacked from several sides, which is a 
boon to readers who wish to hear all sides of an 
issue. 

Several bloggers recently wrote about the Gardasil 
mandatory vaccination issue and each had 
something different to say. In Pharma Marketing 
Blog, I pointed out that the Gardasil controversy 
raised several issues: promiscuity, parents' rights, 
drug risk vs. benefit, even disease mongering 
through lobbying. I concluded that "maybe it's not a 
good idea on the grounds of unknown risk to force 
mandatory vaccinations at this time. Merck, 
therefore, should back off from lobbying states to 
make it mandatory." I ran a poll to find out what my 
readers though (72% agreed that Merck should 
back off). 

BrandweekNRX, as mentioned above, focused on 
the promiscuity issue and defending mandatory 
vaccination. World of DTC Marketing accused 
Merck of putting "profits ahead of good medicine." 
Rich Myer, the author, criticized the vaccine’s 
pricing and lack of insurance coverage, and cited 
the difficulty that physicians seem to be having 
stocking the vaccine. Cary Byrd, of eDrug Search 
Blog, focused on the ties that Texas Governor 
Perry has with Merck. Perry, you recall, 

sidestepped his state’s legislature and made HPV 
vaccination mandatory by executive order (see 
"Mandatory Gardasil in Texas: Perry’s motives are 
a bit Merck-y"). 

Taken together, this coverage of the Gardasil 
mandatory vaccination story by the Pharma 
Blogosphere was quite comprehensive and varied.  

Pharma Industry Response 
There’s no doubt that pharmaceutical employees 
are surfing the Pharma Blogosphere and are 
regular readers of several member blogs. Over 
30% of respondents to the First Ever Pharma 
Blogosphere Survey are affiliated with a drug, 
biotech, or medical device company. These 
respondents find Pharma Marketing Blog, 
EyeOnFDA, World of DTC Marketing, and 
BrandweekNRX among the most useful blogs to 
keep up to date with industry news and gossip, 
which is the primary reason they have for reading 
blogs.  

Many of the blogs in the Pharma Blogosphere are 
critical of the industry and there are very few that 
strongly support the industry on every issue (Drug 
Wonks is the exception). 

Should pharmaceutical companies start their own 
blogs and if so, how should they do it? Should this 
be done through PhrMA, their trade/lobbying 
organization? 

I’ve been contacted by at least two major 
pharmaceutical companies exploring the possibility 
of starting their own blogs and here’s the advice I 
give them: give your heroes—the employees 
working in research and development—a voice 
through blogs. Start off first with an internal blog 
that all employees can access. Recruit postings 
from the rank and file scientists, clinicians, 
receptionists, etc. Entice them to submit posts in 
their own words—edit them if necessary, but 
always allow the author final approval of any edits. 
In other words, don’t put words in their mouths; 
don’t make the blog a corporate voice – make it the 
individual voices of your employees. When you 
have worked out all the kinks and assuming you 
have good participation with interesting stories, 
turn it into a public blog. 

I wrote about this in Pharma Marketing Blog (see 
“God Bless R&D, but Marketers May Go to Hell!”) 
and I rteceived this comment form a reader: “The 
idea of blogging from R&D to patients is 
intrinsically appealing, but it looks to me like 
regulations and the risks of premature disclosure 
make it a pipe dream.” Not so! There is actually a 
precedent for pharma R&D folk blogging—GSK did 

Continues…

http://poll.pollhost.com/am9obmptYWNrCTExNzA3ODI0OTIJRUVFRUVFCTAwMDAwMAlBcmlhbAlBc3NvcnRlZA/
http://edrugsearch.com/edsblog/mandatory-gardasil-in-texas-perrys-motives-are-a-bit-merck-y
http://edrugsearch.com/edsblog/mandatory-gardasil-in-texas-perrys-motives-are-a-bit-merck-y
http://pharmamkting.blogspot.com/2007/02/god-bless-r-but-marketers-may-go-to.html
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it in France (see "Blogs and the Pharmaceutical it in France (see "Blogs and the Pharmaceutical 
Industry"). So, these concerns can be handled. God Bless R&D (continued from pg 1) 

It's Not All About Cancer Drugs Also, it is not necessary to give employees 
DIRECT un-monitored access. What is important is 
to publish (or not) their comments in their own 
words—it can go through legal/regulatory review—
but the whole process should be transparent. 

Number 4: Instapundit quotes this comment from 
a reader to Pfizer: "...we love Pfizer in my house 
because your exotic anti-arrhythmic drug Tikosyn 
has changed my wife's life. It's genuinely a miracle 
drug for her." OK. Pfizer markets some pretty 
amazing drugs. I haven't seen DTC ads for this 
particular drug on TV, yet. But Pfizer also wastes a 
lot of effort and money promoting lifestyle drugs 
like Viagra and was recently criticized in the Wall 
Street Journal for promoting Viagra specifically to 
enhance sexual performance rather than treat a 
real medical problem (see WSJ: "New Impotence 
Ads Draw Fire -- Just Like Old Ones"). 

How Not To Do a Pharma Blog 
A recent post to the Drug Wonks blog ("Novartis' 
Dignified Response to NGO Nonsense") suggests 
that giving the head of corporate research a "voice" 
is a case study on how to handle public relations 
fiascos: 

"A courageous interview with Paul Herring, head of 
corporate research for Novartis, regarding India's 
denial of a patent for Gleevec... A case study why 
more companies should get more scientists to 
speak out about the savaging of their industry by 
junta loving NGOs...' 

Go Ahead, Shoot Yourself in the Foot! 
Number 5: The WSJ article illustrates another 
problem the pharma industry has that deserves 
criticism: shooting itself in the foot! At a time when 
Congress is considering legislation to curtail or 
even prohibit DTC advertising, isn't it foolish to 
"push the envelope" in such a publicly visible way? 

Mr. Herring promptly spouts the PhRMA line: "Our 
view in research is that patents save lives. You 
need to invest for 15 years to translate a scientific 
idea into a breakthrough medicine such as Glivec. 
Nobody could or would do that kind of research if 
there was not a hope to recover the investment at 
the end of the day." 

Again, greed trumps R&D: sales of ED drugs are 
not living up to Wall Street expectations—set by 
the industry itself—so ED marketers pull out their 
big guns—TV DTC advertising, which is increasing 
sales all right, but getting the issue on the front 
pages again! Talking about killing the the golden 
goose for a quick meal rather than keeping it alive 
and well it for its valuable eggs! 

First, my pharma employee blog idea is to give 
voice to the R&D rank and file—the Clarences of 
the world—not the head guy! Having corporate 
heads speak in blogs defeats the whole purpose 
because it is still corporate-speak. Give Your Heroes a Voice! 
Second, these voices should speak spontaneously 
and with emotion without answering the beck and 
call of the PR department to respond to a specific 
crisis that needs to be managed. We want to hear 
stories, not press releases. 

Remember the quote that started this rant? Well, 
here's how a "guy from Pfizer" responded: 

"I will pass your thanks along to the guys in the lab. 
You have no idea how much this kind of message 
matters to them…" 

Keeping Track of It All 
As if the "guys" in the lab were isolated from public 
view, locked away in cages like lab rats! 

It’s impossible to cover every aspect of the 
emerging Pharma Blogosphere in a single article. 
To keep track of all these blogs talking about the 
pharmaceutical industry, Pharma Marketing News 
launched The Pharma Blogosphere blog on 
February 1, 2007. There, you can find links to all 
the blogs mentioned in this article as well as others 
not mentioned. Look there first to see what’s going 
on and use it as a launch platform for exploring the 
Pharma Blogosphere. 

And that's a problem I have always railed against. 
Time and again, I point out to any industry 
executive who will listen: give these people a voice 
(see, for example, the section "Clarence," GSK's 
R&D Guy, Trumps "Jamie," Pfizer Viagra Guy! in 
the post "GSK's 'Plain Talk' Flawed"). Here's where 
the industry should use the power of the 
blogosphere to improve its image. Want to know 
how? Call me at 215-504-4164 or email 
johnmack@virsci.com  
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