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Hear directly from Jean-Ah Kang, Special
Assistant to the Director, DDMAC, FDA
Top Five Reasons to Attend:






Insight on FDA oversight of social media and
analysis of the November hearing and comments
Top considerations of a Social Media Task Force
Regulatory and compliance initiatives regarding
social media usage
Industry case studies of successful engagements
using social media
The ePatient Perspective Panel — What
companies should be doing with social media to
meet patient needs

Hurry! Register today at
www.cbinet.com/socialmedia and save $400 with
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Blues
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ePrints NRx solution for online portals,
closed-loop marketing, and physician
detailing
LIVE Podcast * Tuesday, May 4, 2010 * 2:00 PM
A conversation with Reprints Desk's Scott Ahlberg, Head of
Corporate Services, and Christian Gray, Business
Development, about solving pharma's "medical marketing
blues" via the effective distribution of peer-reviewed
literature to physicians.
Some Questions/Topics to be Discussed
• Review of FDAʼs Good Reprint Practices
• Solving the deployment challenges with ePrints NRx
Visit http://bit.ly/b6RfEI for more information and to
LISTEN live or hear the audio ARCHIVE afterward.

Moderation Best Practices & Other Tips for
Pharma Social Media Managers
Recorded LIVE Thursday, April 15, 2010
A conversation with Jenna Woodul, EVP, Chief Community
Officer, LiveWorld, Inc., about how pharma companies can
manage their social media interactions using technology
and "credentialed participants" for moderating and
managing online discussions.
Some Questions/Topics Discussed
• What's wrong with how many pharma companies
are currently managing their social media
campaigns?
• What's your opinion of moderation? Should
pharmacos moderate posts BEFORE they are
published on their social media sites?
Visit http://bit.ly/aN9bGj for more information and to
LISTEN to the audio ARCHIVE.
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I

recently came back from ExL Pharma’s Digital
Pharma Europe meeting and ‘unconference’ in
Berlin. The whole meeting was focused on social
media and its role in health communications and
marketing. Naturally, it was tweet-tastic (#digpharm)!
It was there that we published our market research
report “Social Media and Healthcare.” The report
shows how doctors, patients/consumers and pharma
engage (and seek to engage) with each other.
Importantly, this helps us understand the potential for
future change in terms of the use of social media in
relation to health.
Here, I will share some highlights and key takeaways
from the report. To download the full report for free
click here: http://bit.ly/d5L9f9
Marketing Budgets Shifting
In a report by Econsultancy and Exact Budget
(Marketing Budgets 2010; http://bit.ly/98PWkU),
social media was cited as the marketing activity companies are most likely to increase their spend on in
2010, with 65% reporting an increase. The benefits
for those companies already using social media in
their marketing mix are perceived as more transparency, more effective budget utilization, and
greater return on investment.
While Pharma is tentatively engaging with patient/
consumer and HCP communities via social media,
this engagement has so far been limited, especially
outside of the US, where direct-to-consumer (DTC)
marketing in healthcare is restricted by the rules for
pharma, social media and web advertising, even if it
is only for disease education purposes, rather than
brand promotion.
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ie, United Kingdom, Germany, France, Spain, and
Italy. The key objectives of the research, conducted
between February and March 2010, were to understand:
• The extent to which the respondent groups
interact with each other via social media, why
and what for.
• Whether more HCPs and patients would use
social media for health if it was regulated.
• What the potential is for future change in terms
of the use of social media in relation to health.
However, we hope the study results prove particularly useful for pharma as it tackles social media as a
new channel by:
• Allowing marketers to better understand the
audience, its preferences and behaviour.
• Providing a snap shot of both current and future
opportunities in the digital social space.
• Aiding consideration of whether there are
sufficient patients/consumers and HCPs
interested in using social media to justify
significant investment at this time.
• Identifying those areas within social media where
marketing spend is best placed and most
appropriate.
Key Findings
The study obtained survey responses from the
following groups in the EU:
• 315 HCPs
• 265 Patients/Consumers
• 62 Pharmaceutical Marketers

It seems that most pharma companies appear to be
in favor of new laws that would allow easier communication with consumers/patients on the web.
However, it is less clear whether these views are
shared by consumers/patients and by HCPs.

The results of the study indicate that all three target
groups (HCP, patient/consumer and pharma) seek
further engagement in the social space for health
and would increase their involvement given clarity of
regulation and governance of fact.

HCP Networks
Forrester Research recently pointed to HCP social
networks as one of the biggest opportunities for
pharma marketers to generate new strategies,
engage and learn. However, social networks for
HCPs are largely US dominated currently—and
therefore most research into HCP use of social
media has been US focused and involving HCPs
already part of social networks (Sermo, etc), so
results are arguably skewed.

An average of 38% of respondents from the three
target groups reported they were active in the social
space regarding health topic discussion, yet on
average 83% of the same respondents felt they
definitely would or may be “more likely” to participate
in this environment with proper guidelines and
regulation (see Figure 1, pg 2). This clear “yes” from
respondents should be taken by pharma as an
indicator of the social networks potential for the
industry.

Study Objectives
Our study looked to redress this “skew” by researching across HCPs, pharmaceutical professionals and
consumers/patients within the “top-5” EU countries;

The study (of EU top 5) highlights the need for digital
publishers and marketers alike to consider geo-
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Figure 1. Survey Q: Would you be more likely to use social media for health if there were clear, established
regulations & guidelines on how patients, doctors and healthcare companies can interact on them? Interpretation
– All three target groups; healthcare professionals (80%), Patients/consumers (87%) and Pharma (84%) consider
there is or may be a need for regulatory control/guidance of health discussions in the social space.

graphic and language considerations. It demonstrates a shortfall of opportunity for French and
German speaking HCPs versus significant demand
from those audiences (see Figure 1A, pg 4).

Conclusions
Whilst the study throws up a number of interesting
results, there are some key conclusions that I think
can be drawn from it.

HCPs want to talk to other HCPs and with patients/
consumers. Likewise, patients/consumers would like
to talk with each other and with HCPs. Both groups
seek to engage on a range of topics from personal
experiences of illness and treatment, through to
seeking education and guidance.

In targeting spend on social networking, pharma
must accept that the brand or treatment story will be
told by patients/consumers and HCPs, not by
pharma’s marketing message. To quote from a
recent report by DatAnalytics entitled ‘Pharma and
the Social Media’, “Customers can only be found
where they are. Today you can only offer them what
they’re selectively looking for. Consumers make the
market rules! They’re becoming the key opinion
leaders (KOL).”

However, the pharma group, whilst it has the desire
to engage with patients and doctors in the social
networking environment—driven by the marketing
and commercial benefits—may find its promotional
message lost in digital space. This is because a
significant majority of patients (70%) and healthcare
professionals (60%) do not wish to communicate with
pharma via (currently unregulated) social networks
(see Figure 2, pg 4 and Figure 3, pg 5).

However, pharma must also consider the power of
the information it places, and its role in supporting
the story told by HCPs and patients/consumers. Both
groups seek to benefit themselves and gain knowledge in preference to sharing their own experiences.
Continues…
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Figure 1A. Survey Q: How often do you engage in health-related discussions via online social networks?
Interpretation - The pattern of HCP responses to question 1 appear to be relatively consistent across the 5 big EU
markets. However the UK HCP respondent group defining their social networking activity as ‘frequent’ is
somewhat larger than in the other markets. This might be explained by the availability of online content in
“English” – therefore promoting higher/more frequent engagement from English speakers. France and Germany
have more HCPs who never engage in social media than the other 3 EU big 5 markets.

Figure 2. Survey Q: Who do you want to be able to communicate with using social media for health related
discussion? Interpretation – On average 45% of all groups want dialogue with HCPs via social media. However,
neither Consumers/patients nor HCPs show a significant desire to engage with Pharma Companies.
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This indicates a demand for education; information
and facts in the digital space—an opportunity
pharma must not ignore, for it is only pharma that
can facilitate access to such information in a reliable,
credible format.
So the study also highlights the need for industry to
recognise the potential of its role in governance or
correction of information. It must actively seek to
make freely available easy-to-understand information
regarding products for both patients/consumers and
healthcare professionals alike. In doing this and—
where possible—seeking to correct misinformation,
the industry can build trust amongst its markets and
drive forward dialogue regarding its products.
One thing is for sure, social media and its use as part
of the pharma/healthcare marketing mix looks set to
dramatically increase.
To download the full “Social Media and Healthcare”
report for free click here: http://bit.ly/d5L9f9
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Figure 3. Survey Q: Who do you want to be able to communicate with using social media for health related
discussion? Breakdown by Country. HCPs in France and Germany share common goals in terms of social
networking - they show a greater desire to communicate with all 3 groups
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