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From text messages to videos, smart phones can be used to help
educate and mentor a patient to be more compliant and adherent
and create better relationships between patients and physicians.
These technology advances, coupled with the many other chal-
lenges facing the industry today, make mobile marketing the next
best thing to being there.

NOT SO FAST ...USA

“While there is no denying the financial challenges pharmaceutical
companies are facing, these are very exciting times for mobile market-
ing,” says Joe Kleine, senior VP, healthcare sales, Epocrates. “The
United States has lagged behind the EU in recent years because of a
combination of circumstances. But today, there are new and increas-
ingly affordable smart phones being introduced almost every month,
such as the iPhone, Blackberry, Palm devices, and more. As network
carriers are becoming increasingly competitive, the costs of using
smart phones are decreasing, thereby leveling the playing field with
other global markets.”

As more physicians and healthcare practitioners take advantage of
the convenience of smart phones in their day-to-day personal and pro-
fessional lives, pharma marketers are investing more aggressively in
nonpersonal promotion to physicians, and smart phones can serve as a
vehicle to reach and influence others at the point of care, Mr. Kleine
says.

“Between the proliferation of smart phones and the government’s
focus on healthcare technology, pharma brand managers will surely be
evaluating their e-spending and mobile marketing plans,” Mr. Kleine
adds.

Although the EU has a greater number of people receiving SMS
advertising than the United States, America is still a viable market for
mobile.

“The United States leads the EU in mobile gaming and accessing
downloaded applications,” says Geoff Melick, executive VP, interactive
marketing and e-innovation, Kinect Interactive Digital Communica-
tions. “For brands that can offer a rich experience or a lot of informa-
tion, the United States can be a superior market. As wireless providers
have improved their networks and new, feature-rich hardware has been
released, we have seen huge growth in the channel. As long as this con-
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xperts anticipate that mobile marketing is going to contribute
significantly to the pharmaceutical marketing mix in the future.
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As network carriers are
becoming increasingly
competitive, the costs of
using smart phones are
decreasing, thereby
leveling the playing field
with other global
markets.

tinues and the price for
wireless bandwidth does
not become an issue, the
United States should reach
EU levels in the upcoming
years.”

“For U.S.-based pharma
marketers to get up to speed
with the more global use of
cell phones in its marketing practices, they will have to become more
aggressive in their use of new technology platforms integrated into line
functions — in other words, they will have to start viewing and using
cell phones as computer platforms,” says Jim Mercante, partner, TGaS
Advisors. “Pervasive use of cell phones and their availability across
cultures and the socio-economic spectrums allow other countries to
exploit this platform.”

For example, Japan is experiencing serious mobile marketing
growth, according to a recent Infinita mobile marketing report. The
report states that Japan is the world’s most advanced mobile society.
In Japan, the vast majority of the population uses mobile Internet
services and therefore, mobile marketing is fast-evolving into a stan-
dard part of the marketing mix. According to the report, this is a
scenario soon to become a reality in many other parts of the world as
well.

According to Argelio Dumenigo, senior strategist at Razorfish
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office, the U.S. mobile audience is actually catching up to other coun-
tries due in part to growing smart phone ownership, particularly Apple’s
iPhone, which has given users a better mobile Internet experience. Other
factors impacting the growth in the American audience include an
increase in the unlimited mobile data plan options and lower costs car-
riers are offering, and the greater availability of better mobile Internet
speeds (3G and even Wi-Fi for the iPhone).

“Marketers now have more opportunities that go beyond text mes-
sages and banners on mobile Internet sites,” Mr. Dumenigo says. “Just
check out the iPhone and Google Android application stores to view
all of the opportunities to connect with and provide branded services
to a mobile audience.”

But there remain several barriers, including the difficulty that still
exists with launching campaigns across multiple carriers, which
reduces reach; marketers giving away products like ringtones and wall-
papers, which provide revenue streams for carriers; and a lack of under-
standing and faith in the medium from advertisers.

“With the right target, the right partner, and clear business goals
and expectations in mind, U.S. marketers may really just need to take
the leap,” he says. “Some already have; if not, Microsoft, Nokia, AOL,
and others would not have invested millions in mobile marketing
technology companies in recent years.”

But mobile messaging will not be a solution for every brand. Mak-
ing sure the product and message fit the medium is key. Marketers
need to determine that the product or service will benefit from small-
er, tighter messages that need to be seen in a multitude of different
locations. Content for these platforms must be designed to bring added
value to the recipient in a transient setting, Mr. Duminego says.
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The cell phones, PDA, or Blackberry are personal technologies,
therefore, the more personalized and relevant the message, the more
likely it will be read and have a chance at leading to a desired out-
come, says Jonathan Kay, head of brand management, TNS Health-
care.

“Cell phones represent great potential in the United States for
DTC advertising, personalized marketing, and also programs for
compliance and disease management,” he says. “For example, sending
a text message to a patient that reads: ‘Did you take your cholesterol
medicine today?’ can be very effective.”

MOBILE DOESN'T MEAN GLOBAL ALL THE TIME

Going mobile does not necessarily mean going global, however.
Although currently there are about 3 billion mobile phone sub-
scribers worldwide — and some of them have more than one phone
— a single, global mobile campaign is probably not technically fea-
sible because of differences in phones and networks.

Another barrier is that there are many countries’ whose privacy
practices and standards differ from those of the United States, mak-
ing a consistent global campaign impossible.

“In pharma, promotional guidelines and liabilities differ greatly
from country to country; some products are not even indicated con-
sistently in the EU, let alone the Middle East, Japan, or South Amer-
ica, for example,” Mr. Melick says.

But individual, national campaigns are definitely viable, says Mr.
Dumenigo, as long as marketers account for each country having its
own behaviors and mobile usage patterns.
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“In some countries, text/SMS would be the primary focus of a cam-
paign,” he says. “In others, the use of barcode and image recognition
technology that allows a consumer to use his or her mobile phone cam-
era to access mobile content might be more appropriate.”

For example, 2D barcodes — sometimes called QR (Quick
Response) codes — are very popular in Asia and Europe. Scanning the
barcode or image containing a code launches a user’s mobile browser
and automatically links them to a Website, video, or other content.

“The codes use a common activity — camera phone picture-taking
— and leverages it to connect consumers to brands,” Mr. Dumenigo
says. “Many major brands have used them overseas: Apple, Northwest,
Nike, Sony, and Coca-Cola. With Apple, consumers at the
Tokyo Line Shibuya Station were greeted by a massive wall
of Apple Nano cut-outs sporting QR codes with special
directions for downloading themed wallpapers. Currently,
2D barcode technology is getting a big push in the United
States by Google, Sprint, CitySearch, and Continental Air-
lines. Until recently, most mobile phone owners would
have to download an application to use a 2D scanner, but
several handset makers now preload them on their phones.
The iPhone and other smartphones are now making it eas-
ier to download applications, too.”

A PERSONAL MOBILE CONNECTION

Our experts all agree that the mobile phone is the most personal and
direct connection a marketer can have with a consumer, and this provides
a great opportunity to present value and utility with mobile phones.

PROMOTIONAL
GUIDELINES AND
LIABILITIES DIFFER

GREATLY FROM
COUNTRY TO
COUNTRY.

GLOBAL Outlook

“Capabilities such as maps and location-based services, mobile
Web applications, and ubiquitous Internet connectivity create an
unparalleled level of immediacy,” Mr. Dumenigo says.

The other factor that makes mobile marketing an attractive alter-
native to many traditional promotional programs is the ability to
measure reach and impact.

“Because of the personal nature of mobile devices, marketing cam-
paigns can be targeted to clinicians by specialty, region, or another
demographic, thereby making the message more relevant to the clin-
ician and increasing readership for the message sponsor,” Mr. Kleine
says.

Mobile applications also provide pharmaceutical
marketers with access to extensive reporting data,
whether it's by GPS location, by demographic, by time
of day, or by campaign.

“These data can be tracked by the use of coupons or
other purchase-related activity, i.e., ordering a
brochure, click-to-call,” Mr. Dumenigo adds.

There are many factors that make mobile marketing
a good use of technology for pharmaceutical companies
our experts say; one being where the physician makes
his or her decisions. With this information literally in-hand, clini-
cians are now able to save time and make better decisions at the
point of care.

“And best of all, clinicians are welcoming these types of commu-
nications — a far cry from some of the more traditional advertising
methods that were considered ‘tried and true’ for many years,” Mr.
Kleine says. 4

SPECIAL TRACKS:
Patent Track
| Advanced Life Cycle Considerations:

Non-Patent Exclusivity
Bioequivalency
Follow-On Biologics

Products Litigator Track
Post-Approval Marketing Guidance:
Advertising and Promotion

Off-Label Use

Preemption

Speakers include the nation’s top food &
drug lawyers who previously served at:

Distinguished Co-Chairs:

Y Robert B. Nicholas
Partner
McDermott Will & Emery LLP

EDA as

Chief Counsel

Associate Chief Counsel for Drugs
Associate Chief Counsel for Enforcement
Associate Chief Counsel for Radiological
Health

Erika Lietzan

Assistant General Counsel

~ Partner 7 L A / ghRMAA -
Covington & Burling LLP N enior Assistant General Counse
: : S i ™ pamdJQICE

As a subscriber of PharmaVoice, you are entitled to a $200 discount
when registering with priority service code “658PV”

Register Now ¢ 888-224-2480 ¢ AmericanConference.com/FDABootCampNYC




People are Talking Often on

Diverse and Intriguing Topics.

A Portfolio of Integrated Media Solutions
brought to you hy PharmaVvoOIGE

PharmaVOICE Magazine

The premier executive forum
publication that allows
business leaders to engage
in candid dialogues on the
myriad challenges and
trends impacting the
life-sciences industry.

The VIEWs — Supporting
Publications to
PharmaVOICE

Sector-specific publications
that are designed to
showcase contributed
thought-leader essays from
service providers. The topics
addressed are supported by
insights from industry
leaders in PharmaVOICE’s
unique Forum format.

PharmaVOICE.com

An online community-portal
with searchable content,
access to current and
archived issues, and
interactive polling and
discussion boards.

THE FORUM FOR THE INDUSTRY EXECUTIVE

Gaining a

COMPETITIVE
ADVANTAGE

MEETING
REGULATORY
REQUIREMENTS
with Pamela
Williamson Joyce

ALZHEIMER'S
Market Update

IMPROVING
the Detail

ILinx

www.pharmavoice.com

PharmaVOICE Webcast Network

Online access to the latest resources,
including podcasts, videocasts, web seminars,
whitepapers, and more.

Sponsored E-Surveys

Electronic-based
questionnaires designed
to identify customer
behavior, needs, and
preferences complete
with back-end analysis.

PharmaVOICE MarketPlace

A comprehensive online
directory of companies,
products, and services for the
life-sciences market.

PharmaVOICE E-Alerts

Announcements of recently
published PharmaVOICE
articles, podcasts, videocasts,
and more, delivered to our
online community via e-mail.

E-mail Marketing

Your promotional messages,
corporate newsletters,
and/or meeting invitations
delivered to our online
community of 60,000+

via e-mail.

For more information about these exciting opportunities call (609)730-0196 to speak with Lisa Banket, Publisher (Ilbanket@pharmavoice.com),

or contact Cathy Tracy at (203)778-1463, (ctracy@pharmavoice.com).

Read. Think. Participate.

www.pharmavoice.com






