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Up Front 
Do I Know You?  
By John Mack 
 
There are nearly 700 registered Pharma 
Marketing Network (PMN) members who 
receive this newsletter by e-mail. Many more 
download the newsletter from the Web site.  

I know something about each registered user’s 
professional focus because every member fills 
out an opt-in form and indicates his or her job 
title and organization in order to qualify for 
membership. However, I don’t know much 
about which current or proposed topics for 
articles or Web-based services may be of 
interest to members.  

Members know even less about each other’s 
expertise and interests.  

To improve the services offered by PMN and to 
enhance the interactivity of discussions on 
PHARMA-MKTING, we need to have more 
information about member preferences.  This 

will help us create a better network 
and a more informative news-
letter. 

Therefore, I ask all readers of 
this newsletter, as well as 
registered members, to fill out 
our online Pharma Marketing 
Network Improvement Survey.  

Your responses are anonymous and will not be 
linked to your name or e-mail address. The 
responses will be used only in aggregate form to 
improve the service for members. 

You can find the survey by visiting the Web site at 
www.pharma-mkting.com/survey.html.  

Other Matters 
This month’s edition is a bit late. There were many 
meetings to attend and I am keeping busy as the 
Executive Editor of a new pharma-sponsored 
HIPAA newsletter for managed care pharmacy and 
medical directors.  

This month, we focus on challenges pharma faces 
integrating their emarketing expertise into brand 
teams and determining how many consumers they 
can expect to reach via the Internet. Can pharma 
marketers learn anything from the consumer 
packaged goods industry?   

You’ll notice a touch of per-
sonalization in this month’s 
articles. I’ve included some 
photos of experts as well as 
their contact information. 
Hopefully, this will make this 
a more valuable resource and 
you will recommend it to your 
colleagues! 

John Mack, PMN Publisher & Editor

ABOUT Pharma Marketing News 
Pharma Marketing News is the FREE monthly e-newsletter of the Pharma Marketing Network. It 
includes original articles, opinions from leaders in the field of pharmaceutical marketing, industry news 
briefs, interviews with industry experts, and highlights of pharmaceutical marketing meetings.  

Subscribe TODAY! See page 8. 
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Feature Article 
Integrating Online & Offline Marketing: Challenges for Pharma 
by John Mack, VirSci Corporation. 
  
Many pharmaceutical companies are currently absorbing their e-business units and 
personnel back into the brand teams. This may be a glass is half-empty versus half-full 
situation. On the one hand, some may look upon this trend as an e-business retrenchment 
within pharma and a renewed focus on traditional marketing. On the other hand, some may 
see this as an affirmation that e-business has become mainstream within pharma.  

No doubt some retrenchment has gone down as several former pharma e-business 
marketing executives have left and joined the ranks of consultants while others have changed 
their titles and job functions. Yet, pharma companies are also scaling up pilot e-initiatives 
such as e-detailing and funding new businesses on the Internet.  

Someone who looks upon the glass as half-full is Bruce W. Bunyan, 
Senior Director & General Manager at Aventis Behring, the therapeutic 
proteins business of Aventis. At the 2nd Annual eMarketing for 
Pharmaceuticals conference in Philadelphia, Bunyan used his company’s 
experience as a case study for how to bring together the online and 
offline marketing mix within a pharmaceutical company. He frankly 
discussed the obstacles he faced and claimed “he learns more from his 
mistakes than from his successes.” It is obvious, however, that Aventis 
Behring is on the right track in overcoming the challenges. 

What Are the Challenges? 

“We have to put online 
people inside brand teams 
to move forward.” 

-- Bruce Bunyan 

The first challenge is the limited–diplomatically speaking–Internet experience of the traditional 
pharma marketing staff. Sure, they could get experience by proxy through outside agencies, 
but unless the product manager “gets it,” the buck 
stops there as it were. Also, the traditional 
marketing mix of slim jims, journal ads, TV spots, 
etc. is a “comfort zone” for product managers. 
Since ad agencies make most of their money in 
this zone, that’s what they deliver.  

Until recently, online marketing expertise and management was segregated into separate “e-
business” departments within pharmaceutical companies. “Separate departments may have 
been necessary a few years ago,” says Bunyan, “but we have to put online people inside 
brand teams to move forward.” 

Another challenge is the diversion of e-marketing budgets for traditional marketing programs, 
a practice that may be standard operating procedure within many traditional pharma brand 
teams. The product manager “won’t get blamed for doing it, because the guy above him did 
the same thing when he had the job,” suggested Bunyan. So, how do you overcome these 
hurdles and move forward? Bunyan suggested several strategies based upon his years of 
experience in the pharmaceutical industry.  

Educating the Product Manager 
The first question to ask is “What is the compelling marketing reason for integration?” 
Although it sounds strategic and impressive, what advantage would there be to integrate 
online and offline marketing for pharmaceutical companies? Is it actually a good strategy for 
every pharmaceutical company? While nobody ever accused the pharmaceutical industry of 
being consumer-centric, in order to find compelling reasons to integrate online and offline 
marketing, we have to look at examples from the consumer world. Such examples should be 
chosen to “show [product managers] the value of the Internet in their daily lives so they can 
see how to use it with their customers,” advises Bunyan. 

Continued on next page… 
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Integrated Marketing in the Consumer World 
According to Greg Murtagh1, CEO of eMarketing, Inc., “packaged goods marketers under-
stand the need for integrated marketing to move the sales needle. At first they experimented 
with online product promotions that had no connection with what they did in the stores. Two 
or more years ago, however, they began to look upon the Internet as one other channel that 
needed to be coordinated with other channels to get the message to the consumer.”  

A POSSIBLE ONLINE-OFFLINE 
INTEGRATION SCENARIO IN THE 

PHARMACEUTICAL SECTOR 

A pharma company with a diabetes Rx 
product could sponsor an integrated point 
of care program with both online and in-
pharmacy patient education components all 
directed to helping the pharmacy retailer 
grow its pharmacy business whilst 
promoting the Rx product.  

The in-store displays and printed diabetes 
educational materials increase foot traffic in 
the pharmacy and may highlight over-the-
counter products relevant to the treatment 
of medical conditions associated with 
diabetes.  

Taking a page from packaged goods 
marketers, the Rx brand can offer a micro-
site for integration into the retailer’s own 
Web site. The objectives of the site would 
be to (1) cost-effectively deliver coupons 
redeemable at the pharmacy with a 
prescription; (2) help build the brand’s opt-
in consumer segment database; and (3) 
provide patient education content to 
augment the retailer’s site.  

"Many packaged goods companies are now effectively integrating their offline and online 
efforts with great success,” says Murtagh. One good example is General Mills, the cereal 
maker, with their Box Tops for Education program. Mills effectively integrates on-package 
promotions, in-store displays and customized micro-sites for retailers who support the 
program—all communicating the same message to the consumer. “The result,” suggests 

Murtagh, “is a complete communication 
blitz that communicates the program to 
the target consumer at every touch 
point—on package, at point of purchase 
and on their retail partners’ own Web 
sites. That is effective integration". 

Although pharmaceutical products are 
not in the same category as cereals, 
pharmaceutical marketing is becoming 
more like consumer marketing every day. 
Eventually, the lessons learned from the 
packaged goods marketers will make 
their way to pharma marketers. See the 
box at the left for an example of how a 
packaged goods marketer might design 
an integrated campaign for a pharma-
ceutical brand. 

Senior Management Support is Key 
Even with compelling marketing reasons 
to integrate and even with an educated 
product or brand manager, the key to 
successful online and offline marketing 
integration within the brand team is 
senior management buy-in and clear 

support. “If the boss does not use the Internet, people will see this, and they won’t respond to 
your efforts to integrate the Internet into the marketing mix,” states Bunyan.  

ROI is not another word for ‘NO’  

eFact or eFiction? 
Only sixteen percent 

(16%) of adults in the US 
use the Internet for their 

personal health concerns.
See page 4. 

Despite your best efforts educating the product manager, integrating online expertise into the 
brand team, and obtaining senior management support, in the end, the success of the 
pharmaceutical industry may work against you. “With Pharma return on revenues recently at 
14-18%, this industry still has not yet seen the 
margin pressures other industries have had to 
face" says Robert Nauman1, a bio-pharma-
ceutical consultant and former Director of Global 
eBusiness at a major pharmaceutical company. 
Or as Bunyan would say, “we’ve been successful 
without doing anything different.” It’s hard to 
argue with that! 

Some product managers may demand an 
estimate of the absolute ROI of an online 
campaign as a thinly disguised justification for 
                                               Continued on next page…  
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spending so little of their budget on the Internet and diverting funds from the online budget to 
pay for traditional offline campaigns. As Mark Bard1 of Manhattan Research stated in his 
article, “The Absolute, Relative, and Incremental ROI of DTC e-Marketing” (Pharma 
Marketing News, v.1, No. 7, Sept 2002), “trying to isolate the impact of the Web site free from 
any other channel impact is a significant challenge.” If that’s a challenge, how about 
evaluating a truly integrated marketing program in which channels are not meant to be 
isolated in the first place!  
1See page 7 for a list of resources and contact information of experts quoted in this article. 

PMN 
Article 
Consumer Use of the Internet for Health: Whose Numbers Do You Believe? 
by John Mack, VirSci Corporation. 
 
On March 16, 2003, the Center for Studying Health System Change (HSC) released a study 
that disputed widely-held beliefs—based on other studies—that most Americans rely on the 
Internet for health information. According to the study1, nearly two-thirds (62%) of American 
adults, or about 117 million people, failed to seek any health information from a source other 
than their doctor in the previous year and only one in six consumers turned to the Internet for 
health information (16%, or 30 million adults).  

Other studies, including Cybercitizen Health (Manhattan Research) and The Harris Poll 
(Harris Interactive), report much higher numbers ranging from 63 million adults to 110 million 
adults (see table). Mark Bard1, president of Manhattan Research, wryly notes, “As in many 
situations, the truth may lie in between.” Coincidently, that’s exactly where results from his 
research lie (63 million adults)! 

So, whose numbers do you believe?  
Which study should you quote when making a case to pharmaceutical product managers to 
integrate the Internet into their marketing strategy (see article in this issue, “Integrating Online 
& Offline Marketing: Challenges for Pharma,” Pg. 2)? 

a eHealth adults defined as: “seek information 
about a personal health concern” (HSC); 
“utilizing online health information and 
services” (Manhattan Research); “sometimes 
use the Internet to look for health care 
information” (Harris) 

Parameter HSC 
Manhattan 
Research Harris 

U.S. “eHealth” 
adults (millions)a 30 63b 110 

Percent of adult 
population 16% 31% 53% 

Year of study 2001 2002 2002 

b Calculated from data presented at the 
Internet Healthcare Coalition Teleseminar: 
What Drives Health Consumer Trust and 
Credibility on the Web? (Oct. 30, 2002). 

 
 

It’s the Methodology Stupid!  
Bard has been tracking the online health space since 1994, so naturally he was interested in 
the HSC study. His response was to look at the last 8 years of trended data, review the 
methodology, and offer us his opinions.  

First of all, the headline announcing the study—“Study Disputes Notion that Most Americans 
Rely on Internet for Health Information”—is right. “The majority of adult US consumers do not 
find health information online,” says Bard. This is supported by the latest data from 
Cybercitizen Health (released Q4 2002), which shows 31% of all U.S. adults (online and 
offline) utilizing online health information and services (see table). Only Harris claims a slim 
majority of adults “sometimes use the Internet to look for health care information.” 

Continued on next page… 
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How do the studies define "health information seekers?" The HSC study 
chose to include consumers in this category if they reported "seek[ing] 
information about a personal health concern" in the last 12 months. 
“Arguably,” opines Bard, “this wording would decrease the total count 
because you eliminate people searching for information for others as well 
as those who may search for information but don't consider it a personal 
health concern. Just ask them if they seek health information in any 
capacity and then drill down deeper from there,” suggests Bard.  

What is the N or sample size of this research? “Although this is typically 
the first fact presented with market/marketing research,” Bard states, “I'm not exactly sure 
what the answer is in this case.” In the words of the HSC, "The survey contains information 
on about 60,000 people." “My guess,” says Bard, “is that the sample was a few thousand and 
the results were projected to reflect total ‘household’ impact. Although sample description 
tends to get swept under the rug, or reported incorrectly by the media, it's the foundation of 
the research along with the sampling frame—i.e., did you get a representative sample of the 
intended target audience?” 

How does this contradict—or support—existing research?  
As shown in the table on page 4, Manhattan Research data, based on 3,028 in-depth tele-
phone interviews of online and offline adults, show consumers are about twice as likely to be 
e-health consumers as compared to the HSC study (31% vs. 16%, respectively). Keep in 
mind that the HSC data are from 2000-2001 and Manhattan Research data are from 2002.  

The Harris Poll, which surveyed only Internet users, estimates that 53 percent of all adults 
sometimes use the Internet to look for health information. This survey used a very small 
sample size of 707 online respondents. “Data from panel research does tend to overstate—
perhaps by a factor of 1.5 to 3 times—the likelihood of online actions as panel respondents 
tend to be savvier then the typical online consumer,” says Bard. 

The debate over whose numbers of online health information seekers are "right" or "best" is 
often an intellectual exercise, more than a practical one. No two studies define health 
information seekers and their online quest quite the same way. Unfortunately, people will pick 
and choose the numbers that best support their own agenda. Knowing the specifics of each 
study may afford you a practical tactical advantage when debating the issue. 

Painting a Picture for Pharma Marketers 
So, how is this all relevant to the pharmaceutical marketer? As the “father” of online 
consumer health information seeking behavior market research and analysis, Michael S. 
Brown1, President and Principal Consultant at MSB Associates, focuses on specific 
demographics, needs, attitudes and behaviors of the “HealthMed Retrievers” rather than the 
broader numbers. “The insight that pharma marketers need is tightly focused on items that 
are not printed in public documents,” offers Brown, “but are available or sold to study 
sponsors and to others in special sorts or cross-tabulations that also take into account age, 
educational levels, household income, literacy levels, race and cultural background, gender,  
health status and/or co-morbidities, etc.” 

“Despite the numbers showing it's a minority from a pure population point of view,” cautions 
Bard, “the real analysis for many pharma marketers is relative value—payer mix, Rx 
requests, offline value. When you start to compare the e-health segment to non-users, the 
data paint a fascinating picture for pharma marketers to mull over.” Ah, but to get that picture, 
you’ll have to dig deeper into the data and pay a fee. 
1See page 7 for a list of resources and contact information of experts quoted in this article. 

PMN 
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Pharma Marketing Conferences 
This section of the newsletter is devoted to information about meetings and conferences of 
interest to our readers. You can find links to more meetings by visiting the Web site at 
www.pharma-mkting.com/pm-mtgs.html. If you would like to list your meeting, call 215-504-
4164 or email johnmack@virsci.com. 
 

ADVERTISEMENT 

1st Annual Pharmaceutical Marketing Partnerships 
Conference 

April 10-11, 2003 • New York Sheraton • New York, NY 
 
Getting the Most Out of Your Advertising Agency Through Performance Optimization. 
A 2-day advanced symposium on accountability, Measurable results, and low risk 
solutions for pharmaceutical marketing, brand and product managers.  
Med Ad News Magazine, the pharmaceutical industry's leading authority on marketing and 
advertising, presents a comprehensive two-day conference designed to help pharmaceutical 
marketing and brand managers make the best use of their advertising agency and other 
marketing partners to ensure successful brand management. The conference will address the 
key issues of client-agency relationships ranging from brand needs, the agency selection 
process, and ROI. Special Keynote speaker, Peter Safir will discuss the PhRMA codes. 
Speakers include senior executives from the pharmaceutical and advertising industries.  

For more information 
Call Jody Sullivan 609-530-0044 ext. 206 or Email  jsullivan@engelpub.com.  

Please visit our website at www.pharmalive.com/conferences. 
 

ADVERTISEMENT 

Aligning Medical Affairs and Marketing 
April 28-29, 2003 • The Westin Princeton at Forrestal Village • Princeton, NJ 

 
Pharmaceutical Education Associates, a division of Financial Research Associates, LLC, is 
proud to present, Aligning Medical Affairs and Marketing: Competitive Strategies for 
Successful Drug Acceptance and Promotion, the only conference of its kind. Hear from top 
experts in the country on topics including: 

• Understanding the impact of the new PhRMA Code on Interactions with Healthcare 
Professionals  

• The role Medical Affairs plays in brand marketing  
• Utilizing the "safe harbor" of Medical Affairs to further promote a drug in a compliant 

manner  
• Maximizing utilization of consultancy and advisory boards  
• Evaluating the strength and breadth of your marketing message  
• Compliant utilization of CME programs  
• The Academy of Managed Care Pharmacy (AMCP) format for formulary submission  
• The impact of pharmacoeconomics in marketing messages  

For more information 
Call 800-686-2276 or please visit our website at www.pharmedassociates.com. 

Continued on next page… 
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Pharma Marketing Conferences (cont’d) 
ADVERTISEMENT 

HIPAA for Drug and Device Companies 
April 28-29, 2003 • Sheraton Rittenhouse Square Hotel  • Philadelphia, PA 

 
Implementing Practical Tools, Tactics and Procedures for Meeting the Compliance 
Requirements of the Health Insurance Portability and Accountability Act's Privacy 
Ruling.  
Depending on the circumstances, drug and device companies can fall under the category of 
"Covered Entity", "Business Associate", or may not fall into either category. However, with 
many Covered Entities refusing to conduct business unless their partners are HIPAA 
compliant, drug and device companies have no alternative but to meet the Act's requirements 
for business relations to continue.  
The objective of this two-day symposium is to propose tools and strategies, along with their 
implementation procedures, to ensure drug and device companies achieve HIPAA 
compliance in the business functions impacted by the Act.  
The following perspectives are addressed: drug and device companies as Covered Entities, 
Business Associates, and their compliance obligations as neither a Covered Entity nor a 
Business Associate.  
HIPAA has such an extensive and hard-hitting impact across the entire business operations 
of drugs and device companies. Therefore, take full advantage of this unique opportunity to 
meet with your industry colleagues to share and explore solutions to the same concerns and 
challenges you are all now facing with HIPAA.  

For more information 
visit the conference Web site at www.iirusa.com/hipaapharma/  

 
 
 
Experts Consulted 
The following experts were consulted in the preparation of articles for this issue and have 
given us permission to include their contact information here. 

• Mark R. Bard, President, Manhattan Research, (212) 414-2228, mbard@manhattanresearch.com  

• Greg Murtagh, CEO, eMarketing, Inc. (480) 367-1577, greg@emarketinginc.com  

• Robert B. Nauman, Consultant, (919) 303-9473, rnauman@nc.rr.com  

• Michael S. Brown, President , MSB Associates, (781) 433-0042, mbrown1020@att.net  

 

Resource List 
The following resources were consulted in the preparation of articles for this issue. 

• Seeking Health Care Information: Most Consumers Still on the Sidelines, Center for Studying 
Health Systems Change, http://www.hschange.org/CONTENT/537/ ; accessed 3/30/2003. 

• “What Drives Health Consumer Trust and Credibility on the Web?,” presentation at Internet 
Healthcare Coalition Teleseminar, October 30, 2002, 
http://www.ihealthcoalition.org/ehqr/conf103002/Presentation-BARD.ppt ; accessed 3/30/2003. 

• Cyberchondriacs Update, Harris Poll, May, 2002, 
http://www.harrisinteractive.com/harris_poll/index.asp?PID=299 ; accessed 3/30/2003. 
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Pharma Marketing News (PMN) is the FREE monthly e-newsletter of the Pharma Marketing Network. 
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ABOUT VirSci Corporation 

VirSci Corporation publishes Pharma Marketing News and specializes in pharmaceutical marketing 
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and consulting in privacy and HIPAA. Our goal is to help our clients gain access to their clients and do 
business via the Internet more effectively, with greater return on investment, and with enhanced trust. 
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