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seen the role/definition of the “digital agency” un-
dergo an endless cycle of rewrites. Throughout the
years one thing has remained: “digital” has always
meant “measurable,” and digital agencies have
placed success measurement at the forefront of
their value proposition. In the early days, we
launched a website and waited to see how many
people visited — or, gasp, how many “hits” we re-
ceived. Over time we managed to analyze every-
thing from specific content performance and user
engagement levels, to social sharing and accessi-
bility patterns. As possibilities within the digital
channel have exploded, the volume of data
sources has become overwhelming, an endless
river of 1s and 0s. 

Our biggest challenge, and also our greatest
opportunity, is to make sense of all this data, put-
ting it to use in optimizing our channel mix mo-
ments after launch. But how do we reconcile the
seemingly variable impact of a website visit vs. an
app download vs. a retweet? Pharma digital prop-
erties don’t have shopping carts, so we can’t deter-
mine exactly how much revenue they contribute
— that would be way too easy. Establishing a “value
analytics” approach places a priority on the actions
you value most, such as a voucher download, stan-
dardizing measurement for all your digital efforts
— from sites to social to mobile. If we can transform
the challenge of having too much data into the op-
portunity of having the right data, we can make de-
cisions on optimization of our channel mix and
specific digital properties in near real-time, ensur-
ing we create the best user experience while also
delivering measurable value to our brands.

MICHAEL DU TOIT 
President
Publicis Healthcare
Communications Group

The biggest challenge is
being marginalized as
digital-only or as a chan-
nel specific agency. At
Digitas Health we realized

this six years ago at the height of digital popularity
that in order to thrive we needed to become chan-
nel agnostic and build a next-generation brand
agency with a digital engine capable of thinking
and executing holistically vs. digitally.

The biggest opportunity is in the people. Digital
agencies and those transforming into full-service
channel agnostic agencies attract an eclectic mix of
people. We have a tremendous mix of customer-
centric social, mobile, print, TV integrated thinking
that happens all day long, and being part of that en-
vironment is exhilarating. For me, this is a great op-
portunity to keep on learning — how cool is that.

ROSS FETTEROLF 
Senior VP of Digital 
Strategy+Analytics
Palio+Ignite, an 
inVentiv Health 
company

Being a part of the
ePharma advertising in-
dustry since 2000, I’ve
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Viewing of digital media is expected to surpass TV in time spent with U.S. media.

TIM GARDE 
Managing Partner 
Star Group & Star Life
Sciences

It may sound cliché,
but where there is a
challenge there will al-
ways be an opportu-
nity. The same is true

for communication between HCPs, patients, and
caregivers. I’m blown away by the ways we can use
new media in healthcare communications, and in
doing so create the well-informed HCP and pa-
tient communities of tomorrow. 

Our own Star Life Sciences Medical Monitor re-
port found that patients are enthusiastic about
smartphone-based tools, but these tools won’t
work in a vacuum. HCPs, inclusive of nurse practi-
tioners and physicians assistants, need to trust
them to recommend their use, and patients need
to know enough about their condition in order to
ask for such tools. 

Education and communication are the keys to
making this all happen. The challenge is figuring
out how to navigate the fluid regulatory environ-
ment to consistently create the tools and re-
sources that will enhance HCP/patient communi-
cation and education, and improve access to
information, with an ultimate goal of improved pa-
tient health outcomes. 

Doing this across multiple platforms — mobile,
tablet, desktop, and offline — while steering clear
of regulatory violations, is not easy. Once these
challenges are overcome by all parties involved in
the process, we will get the right information to
the right people at the right time, and will begin to
improve healthcare outcomes through innovative
digital approaches. 

JULIE WALKER
Executive VP, 
Corporate 
Development/
Managing Partner
Cramer

As a privately held
events solutions and
digital marketing
agency it is crucial to

identify, source, and develop the right talent in key

C-Suite: Digital
By Taren Grom

ccording to a recent eMarketer survey, the average time spent with digital media per

day will surpass TV viewing time for the first time this year, according to the ana-

lysts’ latest estimate of media consumption among U.S. adults. eMarketer’s latest

survey results indicate that the average adult will spend more than five hours per day on-

line, on nonvoice mobile activities or with other digital media this year, compared with four

hours and 31 minutes watching television. Daily TV time will actually be down slightly this

year, while digital media consumption will be up 15.8%.

The most significant growth area is on mobile. Adults will spend an average of two hours

and 21 minutes per day on nonvoice mobile activities, including mobile internet usage on

phones and tablets — longer than they will spend online on desktop and laptop computers,

and almost an hour more than they spent on mobile last year.

Our C-suite experts discuss the biggest challenges and opportunities that digital agencies

face in the current healthcare environment.
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strategic, creative and content positions so we can
fully meet our diverse client needs. Not all digital
strategists and creative directors have marketing
expertise, and not all marketers have digital and
strategic experience. 

We are finding that we need to build the right
teams to assure that there is expertise on both
these fronts and that we are delivering the best
and most successful integrated multi-channel
marketing initiatives for our clients. This requires a
talent strategy that looks both internally to de-
velop talent and externally to recruit new team
members. 

This investment is mandatory to be successful in
the competitive digital field and to provide the
highest quality of services to our healthcare clients. 

MARC WEINER
Managing Partner
Ogilvy CommonHealth
Worldwide

Why limit the discussion
and frame the question
as unique to “digital
agencies?” These days, all
agencies have become

digital — or better hurry up — since multi-channel
marketing is an efficient, effective way to connect
with target consumers and HCPs.

It’s important that we not look at the
medium as being the message. Our job as
marketers and communicators is to motivate
our audiences to take positive healthcare ac-
tions. This challenge has only been height-
ened by the proliferation of rich-media chan-
nels, including social, viral, and video.
Marketers now have more choices, and often
have to make difficult decisions about where
to invest dollars that yield the greatest return.

Looking forward, the industry is going to
make more and more of these decisions
based on data and analytics. This is a good
thing, but it must be balanced with great cre-
ative.

While technology and big data will help
us connect with our targets, once there, we
need to deliver our most compelling com-
munications that connect on an emotional
and motivating level.

So, the opportunity for all agencies — tra-
ditional, digital, large, small, boutique — con-
tinues to be that we are the creators of com-
pelling communications and motivating ideas
that reach our audiences through these inno-
vative channels. 

Our ongoing commitment must be to im-
pact positive health behaviors and dialogue
through deeper, richer stories that motivate
on a personal level. PV

Average Time Spent per Day with Major Media
by US Adults 2010-2013

2010 2011 2012 2013

Digital                     3:11 3:49 4:33 5:16

Online* 2:22 2:33 2:27 2:19

Mobile (nonvoice) 0:24 0:48 1:35 2:21

Other 0:26 0:28 0:31 0:36

TV 4:24 4:34 4:38 4:31

Radio 1:36 1:34 1:32 1:26

Print** 0:50 0:44 0:38 0:32

Newspapers 0:30 0:26 0:22 0:18

Magazines 0:20 0:18 0;16 0;14

Other 0:45 0:37 0:28 0:20

Total 10:46 11:18 11:49 12:05

Note: Ages 18+, time spent with each medium includes all time spent
with that medium, regardless of multitasking. * includes all Internet
 activities on desktop and laptop computers; ** offline reading only

Source: eMarketer, July 2013

The must attend drug and medical device litigation event that will provide 
expert insights unavailable at any other forum, including how to:

• UTILIZE an innovator liability theory when arguing for generic preemption

• Successfully REMOVE a putative class case from state to federal court

• DEVELOP effective strategies for MANAGING unexpected product safety risks 
and issues arising from efforts to obtain discovery crossing international boundaries

• CULTIVATE a media relations strategy to face an adverse event or government 
investigation head on

• USE complex scientifi c evidence to persuade the jury that use of the product did 
not cause the plaintiff ’s injury

• COMMUNICATE new information promptly to health care practitioners via 
“Dear Doctor” letters

• ESTABLISH in cross-examination that product risks were contained on the label 
and were not withheld by the company

DECEMBER 9-11, 2013 | Marriott Marquis | New York, NY

DRUG and 
MEDICAL DEVICE
L I T I G A T I O N

18th Annual

Expert Strategies for Leading Litigators & In-House Counsel

Featuring a “who’s who” of in-house attorneys in the trenches 
of products liability litigation:

Abbott Medical Optics
Allergan
Bayer Corporation
Biogen Idec
Biomet
Boehringer Ingelheim
Bristol-Myers Squibb Co
Cardinal Health 

Celgene Corporation
Covidien
C. R. Bard, Inc.
Daiichi Sankyo, Inc.
Eli Lilly and Company
GE Healthcare
GlaxoSmithKline
Johnson & Johnson

Medtronic
Novartis Pharmaceuticals 
Corporation
Pfi zer Inc.
Purdue Pharma
Teva Pharmaceuticals
W.L. Gore

FDA Keynote Address

 Kelsey A. Schaefer 
Associate Chief Counsel for Enforcement
Offi ce of Chief Counsel
U.S. Food and Drug Administration

Judicial Insights on Multidistrict Litigation

 The Honorable John G. Heyburn II 
Chairman
Judicial Panel on Multidistrict Litigation

Register by September 
23rd and receive an 
additional $200 o�  

the lowest pricing with 
discount code PV10

www.drugandmed.com




