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One of my goals at Re a l Age is to show our

m e m bers that to stay healthy and yo u n g, t h ey

h ave to act i vely engage in a whole-body

a p p ro a c h .Another goal is to make sure our

a p p roach is meaty enough to get their at te nt i o n

and motivate them to take act i o n . One of the ways

we do this is through inte ra ct i ve health assess-

m e nt s. But I’m always loo king for other stand-out

d e l i ve ry method s.

I re ce ntly ran across one such pro m i n e nt deliv-

e ry method at

Ce l e b rex . co m .

Th ey used Fl a s h

a n i m ation to

i l l u s t rate what

h a p pens when

someone deve l-

ops oste o a rt h ri-

tis and then

co m p a red this

condition with

rh e u m ato i d

a rt h ri t i s. In only
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a few fra m e s, the reader grasps the effe cts of the

co n d i t i o n s, the diffe re n ce s, and what Ce l e b rex

d oes to the body to help the pat i e nt.The ex pe ri-

Shelly Bowe n

he marketing medium of the Internet is the focus of this
m o n t h ’s special For Art ’s Sake department (see related story on
page 36). Pharmaceutical companies are learning that the power
of the Internet cannot be ignored. About 6 million Americans
go online for medical advice on a typical day, more people than
actually visit health professionals. 

The marketers of Famvir, Celebrex, NicoDerm CQ and
other smoking-cessation products, and the re s o u rce center
for ElderCare, are to be commended for taking full advan-

tage of the Intern e t ’s power. Novartis Pharmaceuticals’ Website for
its genital herpes product Famvir, has been identified as an exemplary
example of niche marketing for its approach to product diff e re n t i a t i o n .
P f i z e r’s Celebrex site is interactive, educational, and meets the company’s
brand objectives. GlaxoSmithKline’s Web initiative for NicoDerm CQ
also is educational as well as motivational. Janssen Pharm a c e u t i c a ’s
E l d e r C a re site is an excellent blend of form and function.
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“Mind, body, habit”
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e n ce is inte ra ct i ve, e d u cat i o n a l ,and meets the

co m p a ny’s brand object i ve s.

Another co m p a ny that has gra s ped the impo r-

t a n ce of educating their audience in a re l eva nt,

i nt riguing way is Gl a xo Sm i t h Kl i n e.The co m p a ny

c re ated a mostly nonbranded site called Qu i t. co m

t h at fe at u res a “m i n d, body, h a b i t”w h o l e - body

a p p roach to quitting smoki n g.This ex pe ri e n ce,too,

is educat i o n a l ,but also motivat i o n a l ,which is impe r-

at i ve to moving someone to buy its prod u ct.

Health info rm ation hasn’t always been so easy

to swa l l ow. I ’m thrilled to find more health-re l ate d

companies focused on delive ring stro n g, re l eva nt

co nte nt in an appetizing way.

Sh e l ly Bowe n ,d i re ctor of inte ra ct i ve co n tent at

Re a l Age Inc. , a San Diego-based dire ct - to - co n s u m e r

m a r keting company for consumer healthca re 

i n formation and pe r s o n a l i zed healthca re solutions,

be l i eves more health companies should wrap their

p rod u cts in re l eva n t, i n te ra ct i ve co n te n t.
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From a strategic pe r s pe ct i ve, Fa mvir — a Nova r-

tis Ph a rm a ce u t i ca l s’ p rod u ct indicated for genital

h e rpes — is in a

league of its ow n .

The brand has fully

ex p l o i ted the online

m e d i a ,while other

cate g o ry co m pe t i-

tors have taken the

m o re traveled ro u te

of traditional mass

m e d i a .Fa mvir exe m-

plifies niche marke t-

ing in its appro a c h

to prod u ct diffe re n-

t i ation — in addi-

tion to reaching consumers with sensitive co n d i-

tions online,w h e re they may be more co m fo rt a b l e

with the co n cept of engagement.The Fa mv i r. co m

We b s i te inco rpo rates the ri g ht balance of prod u ct

m a rketing and disease info rm at i o n , thus engaging

the consumer and further moving him/her along

the co nt i n u u m . Capping it off is the free tri a l ,w h i c h

is the motivation needed for some consumers to
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t a ke the next step — the branded phys i c i a n

re q u e s t.

Joe Fa r ri s, chief ope rating officer at New Yo r k - b a s e d

Manhattan Re s e a rch LLC ,a marketing info r m a t i o n

and serv i ces co m p a n y, be l i eves that the Fa mv i r. com 

We b s i te exemplifies best pra ct i ces in niche marke t i n g

in its approach to prod u ct diffe re n t i a t i o n .
Joe Fa rri s

In my 25 years as dire ctor of art for Th o m s o n

Physicians Wo rl d, I ’ve had the chance to view and

wo rk with the full gamut of

m e d i cal art fo rms and

m e d i a , including healthca re

We b s i te s.The thing I find

most fascinating about the

I nte rn e t, g i ven its hy b ri d

n at u re as both medium

and message, is its unique

a b i l i ty to educate and

i n s p i re as well as ente rt a i n .

I really admire the

re g i s t ration fo rm s. Wo rking in the medical educa-

tion business, I kn ow how busy physicians appre c i-

ate getting info rm ation as fast as they ca n . I also

a p p re c i ated the site’s many re s o u rce listings and

links to CME co u r s e s, p ro fessional soc i e t i e s, n ews l e t-

te r s, and long-te rm ca re re s o u rce s.

Cl e a n ,c l e a r, and credible — you ca n’t ask more

f rom a health re s o u rce We b s i te.

Ac co rding to Al i ce De g e n h a rd t, VP and design dire cto r

at Thomson Ph ysicians Wo rl d, Se ca u c u s, N . J . ,t h e

Janssen El d e r Ca re We b s i te is visually arre s t i n g, ve ry

c l e a n ly designed, and ext re m e ly easy to nav i g a te.

Janssen El d e r Ca re site be cause of its exce l l e nt

blend of fo rm and funct i o n . Not only is the site

visually arresting and ve ry cleanly designed, i t’s

ext remely easy to nav i g ate — qualities that are

h a rder to find on the Web than one might think.

“ Fu n ct i o n a l i ty” is the wo rd that kept coming to

mind when I clicked on menu choices that quickl y

put me where I wa nted to be.

This site also is co m p re h e n s i ve in te rms of 

co nte nt, o f fe ring a number of exce l l e nt re s o u rce s

for both pro fessional and consumer audience s. I n

the consumer section located on the home page, I

l i ked the fact that I could get info rm ation and links

on virtually any elderca re to p i c. I also found the

s e a rch engine to be quite sophisticate d, s e rving up

an inte resting mix of info rm ation matc h e s. An o t h e r

plus was getting quick access to a to l l - f ree phone

n u m ber through the “co nt a ct us”b u t to n , in the

eve nt I had a co m p l i cated question.

Fi n a l l y, the site includes an easily accessible pro-

fessional home page dire cted to medical docto r s,

g e ro nto l og i s t s, and other pro fessional audience s,

who are spared the need to fill out time-co n s u m i n g

Al i ce De g e n h a rd t
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