
  Consumers and businesses know that not only is social media here to stay but that it 
will keep gaining market share. 
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however, bucked the trend and experienced 
increased engagement, which media organi-
zations believe can be attributed to the type 
of content posted and the decision to use paid 
promotion of their content at an appropriate 
time for the right audience. 

A separate social media ranking of pharma 
companies looked at the performance of com-
panies on Twitter to determine how well they 
balance community engagement with lever-
aging social media for promotional purposes. 
Enjoying success on social media requires a 
strategic approach, experts have found, in 
which companies work to become part of the 
community they are reaching out to, connect 
with relevant stakeholders, and understand the 
strengths or weaknesses of the various forums 
they are using. 

ata from the second quarter of 2018 
show that Facebook had 2.23 billion 
monthly active users, while Twitter 

had 326 million active users in the third quar-
ter of 2018. Consumers use social media for 
many reasons today, including to learn about a 
medicine or illness. 

The use of social media forums is matur-
ing and many companies are starting to work 
out how and when to make use of these social 
forums. 

How well these forays into social media 
are resonating with patients and consumers, 
however, varies. 

According to analysis of social media ac-
tivity, around half of 20 companies tracked 
were experiencing declines in engagement, 
sometimes with large falls. Some companies, 

Know Your Objectives

Throwing ideas about a social media cam-
paign against the wall and hoping they will 
stick won’t work. Instead, pharmaceutical 
companies need to have a targeted, well-
thought out approach. 

One pharma company that has been high-
lighted for its effective approach to social 
media is GlaxoSmithKline, which makes 
use of forums including Facebook, LinkedIn, 
Twitter, YouTube, and Flickr. The company 
adjusts its content and approach for each 
forum, engaging people with what GSK is 
doing through LinkedIn posts, posting more 
feel-good stories on Facebook, and having 
multiple profiles on Twitter used for various 
reasons, such as a dedicated handle to enable 
engagement during conferences. 

While the strategies are well-considered, 
the company’s social media experts do believe 
in experimenting with different ideas and 
forums and learning from those experiences. 
Such experiments, however, should be under-
taken with advice from legal and compliance 
experts. 

By some reports, Novo Nordisk is leading 
the way in terms of social media engage-
ment. For example, in Canada Novo Nordisk 
launched a social media advertising campaign 
for its Type 2 diabetes product Ozempic on 
LinkedIn that aims to build awareness, name 
recognition, and interest in the product among 
healthcare professionals. Company officials say 
they are continuing to monitor the success of 
the initiative, and so far indications show that 
the program is helping to engage physicians, 
who are following up to get more information. 
The company also has a wide range of social 
media pages dedicated to disease awareness, 
such as Facebook pages on hemophilia and di-
abetes, as well as Twitter and YouTube pages 
focused on diabetes awareness. 

Realizing Outcomes  
with Social Media

Experts in social media programs advise 

A Strategic Approach: 
Key to Social Media Success

D

  

Brandie Linfante
Senior VP, Digital 

Engagement Strategy,

Ogilvy Health

Create Genuine Connections
The top must-do in social marketing is 

be authentic. Make sure your brand is 

represented appropriately and genuinely. 

Additional must-dos include: understand 

your audience, create goals and the 

roadmap to achieve them; choose the 

appropriate social channels; and monitor, 

analyze, and tweak your campaigns as 

needed. Never let your social media 

channels go stagnant, causing a poor 

representation of your brand. Be 

prepared to put the required thought 

and muscle behind everything you do.

Martha Maranzani
Senior VP, Digital 

Engagement Strategy,

Ogilvy Health

Audience-Centricity Is Key to 
Success
User-centricity is the key to success 

for pharmaceutical companies in social 

media. Brand managers must fully 

understand each audience segment and 

their specific needs, and then create 

relevant content for each audience that 

speaks directly to those needs. This is 

the only way that pharmaceutical brands 

can ensure they are being authentic and 

are well-received in social media. The key 

is to lead with the end user, not with the 

brand. 

EXECUTIVE VIEWPOINTS
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A Social Media Snapshot
 Twitter estimates an average of 330 million monthly active 

users across the globe in Q4 of 2017, a 4% increase from 2016.

 There are more than 450 million LinkedIn user accounts.

 Worldwide, there are more than 2 billion monthly active 

Facebook users.

 Instagram boasts 800 million monthly active users.

While most people are using social media at least occasionally, 

it’s even more eye-opening to note that a huge number of people 

are visiting social media platforms daily or even several times a 

day. Pew Research shows that a majority of Facebook, Snapchat, 

and Instagram users are engaging with the platforms on at least a 

daily basis.

More than half of Facebook users say they visit Facebook 

several times a day — nearly half say the same about Snapchat. 

About 38% of Instagram users are opening the app several times 

a day, and just more than a quarter of Twitter and YouTube users 

are using the platforms several times a day.

ACROSS ALL PLATFORMS,  
SOCIAL MEDIA IS VISITED WITH GREAT FREQUENCY

When it comes to healthcare specifically, a WEGO Health 

behavioral intent study found that Facebook was the most 

popular platform:

 87% of study participants say they share health information via 

Facebook posts

 81% of study participants say they share health information via 

Facebook message

Of significance is the fact that 91% of participants said online 

communities play a role in their health decisions.

With social media, the statistics specifically about engagement 

are even more interesting. According to Sprout, Instagram leads in 

terms of engagement. People are actively engaging on Instagram 

by commenting, liking, and sharing at a rate 84 times more than 

Twitter, 54 times more than Pinterest, and 10 times more than 

Facebook.

On Facebook, recent changes to the platform’s news feed 

feature have led to patient leaders seeing a boost to their overall 

engagement. In a WEGO Health Case Study of the Alzheimer’s 

Reading Room, it was found that while only 3% of posts had an 

engagement rate of more than 10% before the news feed changes, 

79% of posts had an engagement rate of more than 10% after the 

changes. Caregivers are especially active in using the Web and 

social media as a resource for gathering health information and 

support. Research from Pew found that 52% of caregivers had 

participated in an online social activity related to health in the 

past year, and 70% were seeking out information and to support 

online for their loved one.

SOCIAL MEDIASHOWCASE

Source: WEGO Health
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pharmaceutical companies to step back and 
ask some key questions about their objectives. 
These include which stakeholders they hope to 
engage with their social media presence, what 

outcomes they are looking for, and how they 
will measure the results. 

Experts say another area where social media 
has huge potential is with patient recruitment. 

Yet, often recruitment sites use antiquated 
methods to get patients into clinical trials, 
such as going through binders of patient 
profiles. 

A MAJORITY OF FACEBOOK, SNAPCHAT, AND 
INSTAGRAM USERS VISIT THESE PLATFORMS 
ON A DAILY BASIS

Facebook

Snapchat

Instagram

Twitter

YouTube

51% 23% 26% 74%

NET 
Daily

49% 14% 36% 63%

38% 22% 39% 60%

26% 20% 53% 46%

29% 17% 55% 45%

Note: Respondents who did not give an answer are not shown. “Less 
often” category includes users who visit these sites a few times a 
week, every few weeks or less often. “Social Media Use in 2018”

Several times a day     About once a day     Less often

Consult online reviews of drugs

Get information, care, or support 
from others with the same condition

Go online for diagnosis

Participate in any online social 
activity related to health in past year

Get information, care, or support 
from family or friends

Gather health information online

0%  10%  20% 30% 40% 50% 60% 70% 80%

13%
24%

21%
30%

28%
46%

33%
52%

54%
70%

50%
72%

CAREGIVERS AND HEALTH ACTIVITIES

% of caregivers vs. non-caregivers who do the following health-related 
activities

Non-caregivers  Caregivers
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But social media, if used judi-
ciously, can be a powerful tool for 
patient recruitment, especially in some 
areas such as rare diseases. For exam-
ple, a social media approach could be 
developed to allow sponsors to reach 
patients of a particular age or gender 
who are interested in information about 
a particular health condition, and then 
further narrow the outreach to people 
within a certain radius of the clinical 
trials. Additionally, caregivers of pa-
tients with rare disease are extremely 
active on social media platforms. They 
are also highly educated about the 
disease, so it’s important that any com-
munications are genuine, transparent, 
and address the specific area of research.

The approach will need to be care-
fully thought through, with attention 
to the creative leveraged. In addition, 
any recruitment drive must make it 
easy for patients to engage, such as 
click-to-call features. 

And any patient recruitment ini-
tiative on social media must also reach 
out to healthcare practitioners so that 
if a patient discusses a trial with his or 
her doctor, that provider is aware of the 
clinical trial being discussed. 

Care must be taken with how social 
media is used, taking into account 
data collection and demographic chal-
lenges when recruiting patients. In a 
study published in JMIR, researchers 
used a private Facebook community to 
recruit patients on autoimmune hepa-
titis. While recruitment was high for 
the type of study – 29 subjects from 20 
states – researchers found inconsisten-
cies between patient-reported data and 
medical records. However, traditional 
recruitment methods have been found 
to have similar issues, so social media 
itself isn’t necessarily the issue. 

In their study conclusion, the re-
searchers noted that careful use of social 
media can overcome limitations in rare 
disease research and reach important 
and engaged research communities.   

As life-sciences companies consider 
the different ways to leverage social 
media — patient engagement, promo-
tional purposes, patient recruitment 
— they must ensure any strategy meets 
regulatory guidelines, that it reaches 
patients or consumers where and when 
they want to be reached, and that the 
objectives of any social media campaign 
are clear.  

READ.  THINK.  PARTIC IPATE.
2019 SHOWCASE FEATURES

January — Social Media

February — Outsourcing
A pharmaceutical manufacturer may work with more than 350 external partner contacts. The growth 
of the outsourcing industry presents interesting challenges and opportunities for companies.

February — Rare Disease
Companies will need to make sure they are well-prepared with data to support the value of their rare 
disease products so they can continue to save patients and improve lives.

March — Brand Building
Companies are reinventing their portfolios, bringing to market combination products, and developing 
specialty and rare disease products. A mixed portfolio requires different approaches to brand building.

March — Market Research
Success now depends on so many more factors that pharmaceutical companies must ensure their 
market research is comprehensive and accurate.

April — Global Markets
The global pharmaceuticals market will reach $1.17 trillion by 2021. The opportunities for multinational 
companies — from R&D to marketing — abound for those that have global expertise and capabilities.

May — Connected Health - NEW!
Connected health, through innovative digital technologies, combines communication and insights 
across a broader network and range of tools to enable better, more integrated health outcomes. 

June — Clinical Trial Solutions
The use of technology has become ubiquitous with clinical trials as the life-sciences industry looks to 
streamline and improve processes central to the entire trial strategy.

September — Big Data
Big data now describes far more than large datasets; it refers to the technologies that capture, store, 
manage, and analyze large data sets.

September — Digital Marketing
Marketing to the masses now entails marketing to each individual in a way he or she wants to be 
reached using digital tools and authentic content. 

October — Artificial Intelligence - NEW!
AI is being rapidly deployed in many areas of the healthcare landscape impacting providers, 
physicians, clinicians, companies, and patients.

October — Patient Solutions
The global patient engagement solutions market is being driven by the increasing prevalence of 
chronic conditions, greater awareness initiatives, and programs aimed at keeping patients healthy.

November/December — eSolutions
Disruptive innovations are changing the way medicines are discovered, healthcare is delivered, and 
medicine is practiced.

November/December — Supply Chain
From logistics to storage to tracking and more, the pharmaceutical supply chain is one of the most 
complex distribution systems of any industry. Its protection requires intense coordination.(c

) P
ha

rm
aL

in
x 

LL
C

. R
ig

ht
s 

do
 n

ot
 in

cl
ud

e 
pr

om
ot

io
na

l u
se

.  
Fo

r d
is

tri
bu

tio
n 

or
 p

rin
tin

g 
rig

ht
s,

 c
on

ta
ct

 m
w

al
sh

@
ph

ar
m

av
oi

ce
.c

om

Com
pli

men
ts 

of 
Pha

rm
aV

OIC
E



SOCIAL MEDIASHOWCASE

Where pharma and patients 
accelerate the value roadmap

Join over 800 senior-level pharma decision-makers,  
health innovators, patients, health providers and patients  

to create meaningful impact on patients’ lives.

Go to eyeforpharma.com/philadelphia to see the full agenda

Speakers include:

Peter Anastasiou
EVP, North America
Lundbeck

Percival  
Barretto-Ko
President US
Astellas

Muna Bahnji
SVP,  
Global Market Access
Merck

Michelle Carnahan
Head of North America 
Diabetes & Cardiovascular 
and Interim Head of North 
America General Medicines 
& Established Products
Sanofi

Tom Croce 
Vice President,  
Global Advocacy Relations 
Amgen

Scott Williams 
Vice President, Head 
of Global Patient 
Advocacy and Strategic 
Partnerships 
EMD Serono

Zach Weinberg
Co-founder, President 
& COO
Flatiron Health

Ben Wiegand, PhD
Global Head,  
World Without Disease 
Accelerator
Janssen Research & 
Development, LLC

Steven Hildemann
Chief Medical Officer,  
SVP & Head of Patient Safety
Merck KGaA Darmstadt

Marc Boutin 
President 
National Health 
Council

Anthony Gucciardo
SVP, Strategic 
Partnerships
National Kidney 
Foundation

Anders Dyhr Toft 
Corporate Vice President, 
Commercial Innovation  
(Digital Health, Patient Support 
Programmes & Devices) 
Novo Nordisk

SAVE $200
when you register 

with code  
PV200
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