
Alternative
MEDIA
Pharma is dipping

its toes into 

emerging media,

but predictably,

it is not taking any

plunges at the 

deep end.
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ther industries are venturing into the uncharted waters
of emerging and alternative media, but for the most
part pharma has decided for now to stay at the shallow
end of the pool. There are a few adventurous leaders

using more avant-garde methods, such as digital bill-
boards, Podcasts, social networking sites, and blogs, but the

majority of companies are most comfortable not venturing beyond online
videos and mobile phone messaging. 

The pharmaceutical industry is slow to pick up on cutting-edge media
alternatives, but it claims to have a good reason: fear of regulatory reper-
cussions. 

While other industries, such as the automobile sector, can take a Wild
West multimedia approach to innovative and integrated campaigns, phar-
ma companies prefer to act more conservatively so as not to draw the atten-
tion of regulators. 

According to many pharmaceutical company executives, the biggest

challenges associated with emerging media are the regulatory require-
ments and the risks associated with them. 

While some less risk-averse experts in the field believe that the
requirements for online messaging are no different from those that apply
to traditional media, most pharmaceutical marketers and in-house legal
counsel beg to differ.

Except for disease-state awareness campaigns, experts say all forms of
emerging media carry the same regulatory oversight, and until there is
more evidence to prove the return on investment is worth the risk, most
pharma companies will remain cautious. 

ADDRESSING GUIDELINES, OR LACK THEREOF

There are numerous barriers preventing companies from experiment-
ing with the emerging media space, but the biggest is the industry’s lack
of understanding the guidelines from the Food and Drug Administra-

BY ROBIN ROBINSON

OO
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tion. Some experts believe that the regulations
will improve around online media if pharma
begins using the medium more.

Fabio Gratton, chief innovation officer at
Ignite Health, is leading the charge to help
the industry understand how new media can
positively impact patient education. 

He is currently working on an ambitious
project to pull together thought leaders from
various healthcare disciplines in the hopes
they can go before the FDA with guidelines
that can clarify how pharma can and should
conduct itself when communicating online. 

In the meantime, pharmaceutical compa-
nies are developing their own guidelines.
While internal guidelines will not protect
them completely, at least marketing and
legal departments would be on the same page
when developing ideas that include emerg-
ing media. 

A company’s legal counsel needs to be
involved in the guideline discussions, since it
is internal legal pressure that quashes innova-
tive media ideas as much as fear of the FDA,
says Patrick Moorhead, national manager of
research and development for the Advanced
Marketing Solutions group in the Philadel-
phia office of Avenue A | Razorfish. 

“The barrier is not necessarily with the
FDA,” he says. “The FDA is not preventing
any of our clients from using emerging
media; the real drawback is internal regula-
tion. A risk-averse internal legal department
can cause a log jam that slows progress and
slows growth. Until senior management
lights a fire under the legal reviewers and
imparts the same kind of importance to
timely legal review as it does to the rest of
their marketing efforts, the campaign will
never get out of the door.”

WHEN IT’S OKAY TO SAY NO

There are times when the industry and its
agencies may decide not to use emerging
media for another reason: they don’t have to.
Traditional means of advertising are still
working well for the pharma industry. 

Mr. Moorhead says he thinks pharma
sometimes hides behind the regulatory issue,
but he also says pharma companies shouldn’t
be climbing on board just because new media
are available. 

According to Lisa Phillips, senior analyst
at eMarketer, television is still very effective at
getting a mass-media message out to con-
sumers, especially messages that can motivate
them to visit their doctors and request the
medicines they have seen advertised on TV. 

TV, radio, and magazines still have
strong ROI and are effective ways to reach
consumers with some pharma messages,
says Mike Myers, president of Palio Com-
munications. 

“Agencies need to be comfortable with
the fact that media options are evolving con-
stantly, and although we want to stay on top,
we don’t want to be lured in and use a tactic
just because it is sexy,” he says. “The first step
for an agency is to understand emerging
media. The second step is to determine if it is
appropriate for the clients.”

A mix of the old and new media is most
effective, says Barbara Pagano, senior VP of
digital development at HealthEd. 

“TV is a very powerful tool to drive mass
awareness, but it shouldn’t stop there,” she
says. “The messages should drive people to
product Websites and other Internet destina-

tions. Once the consumer gets there, pharma
needs to deliver a comprehensive and bal-
anced educational message.” 

Meg Columbia-Walsh, managing partner
and president of consumer and e-business,
CommonHealth, is enthusiastic about anoth-
er up-and-coming media alternative: gaming.

“Every major consumer brand team
should be talking to all of the big gaming
companies,” she says. “McNeil fielded a pro-
gram called Tylenol Ouch!, which was devel-
oped by BrainReserve, a New York market-
ing company headed by Faith Popcorn. This
program was a phenomenal example of the
use of viral marketing in the gaming com-
munity to reach a young audience. I believe

IN GENERAL, PHARMA 

COMPANIES ARE STILL 

CONTENT USING 

TRADITIONAL CHANNELS TO

MARKET TO CONSUMERS;

there is not a huge urgency to

use emerging media.

•Patrick Moorhead

Avenue A | Razorfish

PHARMACEUTICAL COMPANIES SHOULDN’T TRY

BLOGS UNLESS THEY ARE WILLING TO STICK WITH

THE SPACE AND ARE WILLING TO TAKE WHATEVER

THEY GET FROM THE PUBLIC. If companies just 

shut down a post they don’t like or don’t agree with,

it will reflect badly on them.

•Lisa Phillips

eMarketer

NOBODY REALLY UNDERSTANDS

WHAT THE FDA REGULATIONS MEAN

IN TERMS OF ONLINE USE or how to

approach this medium without taking 

a nose-dive career risk.

• Fabio Gratton

Ignite Health

NEW MEDIA STATS 

U.S. ONLINE ADVERTISING SPENDING

ON NEW MEDIA PLATFORMS, 2006 

(% OF ONLINE AD BUDGET)

Social media 7%
Online video 5%
Podcasts 4%
Blogs 2%
Mobile devices 2%
Advergaming 1%

Source: American Advertising Federation (AAF),
June 2006,Washington, D.C.
For more information, visit aaf.org.
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gaming should be top of mind when dis-
cussing emerging media.”

She says her agency is carefully looking at
how to use interactive technology to make
sure it is relevant to the audiences being
addressed.

“For example, if a brand team wants to

reach the teen audience, viral is the way to
go, and the content and execution have to be
authentic,” Ms. Columbia-Walsh says. “If the
message is targeting boomer women, then it
had better be quick and useful because they
are managing so much in their lives. We are
taking the time to develop proprietary tools

and to linguistically analyze what we are see-
ing in blogs, patient stories, and what physi-
cians are saying. Then we are using these data
to make sure clients do a better job applying
interactive technology within their market-
ing plans.”

THE BUZZ ON BLOGS AND
SOCIAL NETWORKING 

In the pharma arena, there is a lot of talk
about social networking and blogging, but
not much action. Johnson & Johnson, under
the guidance of Marc Monseau, director of cor-
porate media relations at Johnson & Johnson,
plunged into blogging this summer with a
new site, jnjbtw.com, as did GlaxoSmithKline
with a blog focused only on the newly

USING EMERGING MEDIA TO AN ADVANTAGE

WORKING WITHIN THE REGULATORY FRAMEWORK, SOME PHARMACEUTICAL

COMPANIES ARE EMBRACING EMERGING MEDIA AND DEVELOPING MARKETING

STRATEGIES TO THEIR BRANDS’ ADVANTAGE.

MANHATTAN RESEARCH REPORTS THAT 508,000 U.S. PHYSICIANS USE ONLINE

VIDEO TODAY; 245,000 HAVE POSTED ONLINE PROFESSIONAL CONTENT DIRECTED 

TO COLLEAGUES; AND 100,000 HAVE LISTENED TO PROFESSIONAL PODCASTS 

DOWNLOADED ONLINE.

cymbalta.com — Cymbalta Real Stories is a multitiered DTC campaign for the antidepres-

sant Cymbalta. Eli Lilly’s TV commercials drive visitors to the depressionhurts.com site,

where visitors use tools such as a symptom body map,a self-assessment quiz,and the Lilly-

sponsored Support Partners program.Cymbalta Real Stories uses video to tell the stories of

real patients who suffer from depression.

healthpolitics.org — Pfizer Medical Humanities Initiative sponsors this site,which explores

complicated topics at the intersection of health and policy,including blogs and Podcasts on

health topics ranging from why energy drinks are bad news to untangling the web of

Alzheimer’s disease. Pfizer reports that more than 1,000 journalists and editors regularly

access the site’s content.

heartburnpodcast.about.com — Last year, about.com and AstraZeneca were one of the

first partnerships to use a Podcast series to educate consumers about heartburn and acid

reflux disease. Among the topics included were: What Causes Heartburn; Acid Reflux and

Your Diet; How to Talk to Your Doctor about Acid Reflux; and Exercising with Acid Reflux.

livewithit.com — Created by Ignite Health, the site has been online since the end of 2005.

Fictional animated characters appeal to a broad cross-section of HIV sufferers and their care-

givers.The site offers medical advice and treatment options,as well as an online community

to support people in need. A series of profiles also have been created on MySpace to com-

plete the integrated approach to addressing a delicate yet important health issue.

myalli.com and alliconnect.com — GlaxoSmithKline’s official corporate site and blog for

the over-the-counter weight-loss drug alli.

yourhealthnow.com — Merck is offering a series of Podcasts featuring candid interviews

with patients dealing with medical conditions, as well as discussions with medical profes-

sionals on treatment options and procedures.

BLOGGING STATS

Blogs — the oddly contracted version of the word
“weblog”— are seemingly everywhere.A new blog is
launched every second.Despite being one of the hot
marketing terms of the moment, blogs are read by
only 14% of U.S. Internet users. Moreover, businesses
have been slow to enter a medium where ceding
control is one of the ground rules, and well over 90%
of businesses both large and small do not blog.

FORTUNE 500 COMPANIES AND FORBES 200

BEST SMALL COMPANIES WITH A PUBLIC BLOG,

2005 (% OF TOTAL)

FORTUNE 500

Blog No Blog

5.8% 94.2%

FORBES 200 BEST SMALL COMPANIES 

Blog No Blog

1.5% 98.5%

Source: eMarketer, June 2006, New York.
For more information, visit emarketer.com.

PHARMACEUTICAL COMPANIES NEED TO RECOGNIZE WHO THE SOCIAL NETWORKING

INFLUENCERS ARE AND MAKE THEM A PART OF THE MARKETING MIX. To do this well,

pharma companies will need to accept that they have no power over what’s being said about 

their products or companies on the Web.

• Raquel Krouse

Interpublic Group
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launched over-the-counter weight-loss treat-
ment, alli at myalli.com. 

In an effort to capitalize on the blog buzz,
Ms. Pagano says HealthEd is working on an
archived discussion forum and blog for a phar-
ma client that will feature real conversations
by real patients, only not in real time. By cre-
ating an archived forum, HealthEd, and by
proxy the client, has some control over the
space. 

“We know we live in an age where user-
generated content is everywhere, and it is very
apparent that pharma is not participating, so
we’ve been trying to come up with ways to
build a sense of community around social net-
working where people still receive those types
of experiences but in an archived forum,” she
says. “This way we work around the legal bar-
riers and the risk involved in social network-
ing.”

Ms. Pagano says forums and blogging can
help the industry improve its transparency and
image.

Many physicians and patients are writing
blogs, but eMarketer’s Ms. Phillips cautions
that pharma companies should not engage
unless they are willing to make a long-term,
transparent commitment. 

“In my last pharma report, I noted that
while blogs are very popular, pharmaceutical
companies shouldn’t be trying them unless
they are willing to stick with the space and are
willing to take whatever they get from the
public,” she says. “If companies shut down a
post they don’t like or don’t agree with, it will
reflect badly on them.” 

Additionally, Ms. Phillips says, the net-
working forum is not always conducive to the
personal nature of health. 

“How many people want to advertise on a
social networking site that they are taking
Viagra?” she asks. “The auto industry is trying
everything it can — in terms of emerging
media — to generate awareness, but cars are
sexy and public; medications are more pri-
vate.” 

Ms. Phillips aptly notes that car manufac-
turers don’t have to say: “And here’s all the
crash test information.” She also cautions

against featuring products on YouTube for a
couple of similar reasons. 

“Online video is huge, but it’s better as a
consumer medium,” she says. “YouTube is a
forum for the disgruntled. There have been
some very unflattering videos. A video fea-
tured on such a site may end up violating reg-
ulations. Other social networking sites, such
as MySpace, may also carry the same risks. I
don’t see anything all that positive in these
online vehicles.” 

GlaxoSmithKline is going against the
trend with its site dedicated to users of the
weight loss product alli (see box on page 34).
The alli site has its own social networking seg-
ment built in and is monitored by the compa-
ny. Ms. Phillips believes this is a safer route for
pharma to take if companies want to join the
social networking frenzy. 

Other experts in the industry, such as
Raquel Krouse, VP and director of healthcare
at Interpublic Group’s Emerging Media Lab,
are eager to get pharma onboard with social
media. 

She says it’s important for pharmaceutical
companies to recognize who the social media
influencers are and to make them a part of the
marketing mix. 

To do this well, Ms. Krouse says pharma
companies will need to accept that they have
no power over what’s being said about their
products or companies on the Web. And of
course, if they do participate in social net-
working, transparency will be key. 

“People think pharma companies are
behind in this area, but despite the rules and
regulations they have to abide by, they are
willing to experiment and are moving toward
social media,” she says. 

According to Ms. Krouse, the pharma
industry is trying to expand its marketing
strategy to adapt to the new focus on commu-
nity-oriented models. In the past year, it has
started to move in this direction. 

While the industry will never be as open as
some other industries, pharma companies are
trying to figure out how to talk to the cus-
tomer, instead of talk at the customer, Ms.
Krouse says. 

Every major consumer brand team should be 

talking to all of the big gaming companies.

I BELIEVE GAMING SHOULD BE TOP OF MIND

WHEN DISCUSSING EMERGING MEDIA.

• Meg Columbia-Walsh

CommonHealth
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A PILLAR OF

INTEGRITY 

pathway for small-molecule generic pharmaceuticals in the mid 1980s as a turning point in the
industry. 

His optimism and strong character are an inspiration to employees. From the start, he was deter-
mined to establish Hospira’s corporate culture on the principle of integrity, simply because doing
the right thing is what healthcare is all about. To Mr. Begley’s way of thinking, there can be no
success if integrity is sacrificed for achievement. This dedication to his principles has inspired and
motivated all Hospira employees to honor and observe this core value. 

His emphasis on honesty and candor is not just inspirational, it’s also smart business. He has led
Hospira from an under-invested business with declining sales and margins into a company with
top- and bottom-line growth. His focus on revitalizing the business also has led to a sharp increase
in research and development investments into cutting-edge, next-generation products. 

Mr. Begley emphasizes smart risk taking and innovation as keys to Hospira’s long-term success.
He orchestrated the major acquisition of Mayne Pharma Ltd., an Australia-based specialty
injectable pharmaceuticals company, to make Hospira truly global, followed closely by a major
reorganization that emphasized what the company needs to do strategically to be successful long
term. 

Though his efforts have paid off, he maintains that the separation from Abbott was complex and
challenging. In a short two-year timeframe the company established independent operations and
infrastructure in information technology, finance, commercial, and regulatory functions to name
just a few while also continuing to run the business during the transition.

An involved leader, Mr. Begley likes to interact regularly with all employees, from his executive
staff to the skilled workers on the manufacturing line. His philosophy is to be direct, decisive, and
open; to lead by example; and to be approachable. Most days he eats in the Hospira cafeteria and
makes a point of taking the first open seat so he can talk spontaneously with employees. He rel-
ishes hearing firsthand about accomplishments and things that can be improved. He wants to be
thought of as just a regular guy.

Chris Begley has led a successful spin off by building an organization founded on integrity and focused on finding

opportunities to improve safety and reduce costs.
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MANAGING THE FLOW OF CRITICAL MESSAGES 

One breakthrough at a time. 

 
 
The first all-in-one solution for 
pharmaceutical firms. 
 Secure email 
 Large file transfer 
 Information management 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Before... 
business communication meant a complex web of 
FTP servers, CD/DVDs, email encryption keys and 
content filtering products—a fast-track to low    
productivity and high costs.  
  
Now you can... 
secure delivery of large clinical research files. Speed 
up patent filings. Certify contract negotiations. Stream-
line chargeback resubmissions. Protect product data 
you share with contract manufacturers. Thru’s break-
through technology helps you do it all with ease and an 
elegant design that masters your critical communica-
tion challenges using one reliable platform.  
 
 
To learn more about how Thru can help you uncover 
breakthrough results in your business, take an online    
survey at thruinc.com/ip/survey or email  
info@thruinc.com.  
 
You’ll get Thru’s latest white paper, Best Practices for 
Protecting Intellectual Property. 
 
 
 
Thru is a global leader in delivering critical messaging solutions using a best 
practices approach called Critical Message Governance. Thru technology    
increases the security, reliability and efficiency of electronic communication and 
large file transfer. Visit www.thruinc.com/ip for more information. 
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TECHNOLOGY ENABLES NEW WAYS TO REACH PHYSICIANS

FORMEDIC SYMCUE 

ELECTRONIC DIRECT-TO-PATIENT AND

PROFESSIONAL MESSAGING AT THE

POINT OF CARE

A patient is experi-

encing headaches.

She calls her doctor,

who says: “Go to my

personal homepage

online and fill out the

previsit questionnaire

before your appoint-

ment.”

While the patient is filling out the ques-

tionnaire about headache symptoms, she

also is viewing an ad for headache pain

medicine. When the physician reviews the

results of the questionnaire, he or she also

receives professional messaging on the

same brand.

Welcome to SymCue,or symptom-cued

product marketing. Formedic has devel-

oped a new promotional medium that

delivers symptom-cued branded mes-

sages to both patients and physicians

before and during the patient-physician

encounter, before the prescribing decision

is made.

“We believe that getting messaging in

front of patients before they interact with

their doctors and in the context of them

thinking about their medical condition,

coupled with the professional promotion

to the physicians at the time of the visit,can

impart a significant effect on prescribing

behavior,”says Bruce Rowan, general man-

ager of Formedic SymCue.

Mr. Rowan says the electronic patient

interview is quick and simple. Patients just

point and click. Based on their chief com-

plaint, the system leads patients through

an interview that captures their symp-

tomatology and medical history. The pro-

gram analyzes each response and inter-

acts with its extensive medical

knowledgebase to customize the ques-

tions just as a doctor would. Using its

unique advertising engine, SymCue delivers

high-targeted contextual messages.

“SymCue brings the physician, patient, and

brand together at the time of treatment,” Mr.

Rowan says. “The media delivers an important

opportunity at a crucial juncture in the pre-

scribing process.”

SERMO

PHYSICIAN SOCIAL NETWORKING SITE

OPENS DOORS TO PHARMA

When Sermo was

launched a year ago as a

social networking space

for physicians, the intent

was for it to be solely fund-

ed by brokering its infor-

mation — what it calls

information arbitrage — to

hedge funds.

“When we first started,we said that agencies

and pharma companies are not going to post

push campaigns; it’s just not going to happen,”

says Gina Ashe,chief marketing officer at Sermo.

But the company has had to quickly explore

ways for pharma and biotech companies to

have a presence on Sermo because the 30,000

physicians (growing at 2,000 per week) on its

Web 2.0 site are asking to be heard by the

industry.

“The physicians on our site are talking about

everything, and they are realizing they have

tremendous power with a united voice,” she

says. “The physicians actually gave us permis-

sion to start talking to the industry and find

ways to interact on their own terms. They said,

‘We need pharma at the table,and they need to

know what is working and what is not.”

Pharma companies are excited because

they have an entirely new channel to commu-

nicate with physicians.

Sermo’s patent-pending technology is the

first and only technology to authenticate and

credential physicians in real time.The company

authenticates each physician when he or she

registers and then re-validates them with every

sign in.

MARKETING TECHNOLOGY SOLUTIONS

CONNECTING TO THE ACTIVELY 

INTERESTED

Marketing Technolo-

gy Solutions (MTS) uses

its network of health

and wellness Websites

— qualityhealth.com,

nubella.com, and

healthpages.com — to

provide more than 9

million members with

news, patient information, and interactive

tools every month.

For the past year, MTS has witnessed

more pharmaceutical companies experi-

menting with the contextual,behavioral tar-

geting its sites offer.

“We have found in behavioral targeting

that offsite performance is less successful

than the general contextual banners onsite,”

says Peter Burch, senior VP, sales and market-

ing at MTS.“With offsite, we are catching the

consumer out of their point of interest, and

that is less effective.”

Providing patient discussion guides for

consumers with upcoming office visits is an

effective way to influence and facilitate the

patient visit, Mr. Burch says.

“We are able to change the consumer’s

behavior dramatically in terms of how the

patient prepares for the office visit and the

desired outcome the advertiser is looking

for,”he says.

The interactive marketing company

offers online display ads, CRM programs,

patient education, and sponsorships that

reach only those consumers who are active-

ly interested in receiving condition-specific

information.

“This is really is the next trend,”Mr. Burch

says. “The consumer is empowered by the

ability to filter through all the content on the

Web from consumer generated to tradition-

al health education information and begin

to be a real voice the treatment options their

doctor places them on.”

IN AN EXCLUSIVE TO PHARMAVOICE, EXECUTIVES FROM THREE COMPANIES DISCUSS HOW THEY ARE LEVERAGING TECHNOLOGY

AND ONLINE ACCESSIBILITY TO CREATE NEW AVENUES TO REACH PHYSICIANS.

Bruce Rowan

Gina Ashe

Peter Burch
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Watching and monitoring blogs has
helped with that transition. 

“What’s hot right now is social media mon-
itoring and conversation tracking and analysis,”
Ms. Krouse says. “Becoming a part of the dia-
logue helps in the strategic planning process.” 

At Ignite Health, there is a tremendous
buzz around user-generated content and viral
marketing. 

“Without exception, every single client is
looking at these two concepts,” Mr. Gratton
says. “But they are looking at how to generate
a dialogue and yet take no risk whatsoever.
That’s the big conundrum.”

Mr. Gratton cites the Dove Campaign for
Real Beauty as a great example of using social
networking to spread a message. The cam-
paign, created by Ogilvy & Mather and Edel-
man Public Relations Worldwide, celebrates
the natural physical variations of women. 

The campaign used both traditional and
emerging media, including interactive bill-
boards and blogs. Videos featuring the cam-
paign on YouTube — most are legitimate,
but some are parodies — number into the
tens of thousands, with hundreds of views for
each video.

VIDEO ON DEMAND 

A handful of pharma companies have
begun to use video in their marketing efforts
and experts say this is the safest emerging
medium in terms of regulatory risk (see box on
this page for more details). 

Videos may be gaining in popularity
because of consumers’ frustration with TV ads,
and videos also help fight Website fatigue,

experts say. Viewed on TV, cable, online, or
podcasts, videos allow for the oldest form of
advertising: word of mouth. 

“People telling their stories is what mar-
keting is all about right now,” Ms. Pagano
says. 

HealthEd and imc2 teamed up to create
Cymbalta Real Stories, making Lilly one of
the first companies to experiment with flash
video. (See box on page 34.) (Cymbalta is
Lilly’s drug indicated for the treatment of
depression.)

The Website contains interactive tools
that are used to discuss the symptoms and
treatments of depression, as well as tips on
how to cope with the disease.  

The narrator of the site leads the consumer
through different sections, which include
videos of real patients telling their stories
about dealing with depression. 

“Consumers are able to navigate the site and
find the videos that are most personally rele-
vant to them, and that helps them immediate-
ly connect with the content,” Ms. Pagano says.

She says Lilly’s approach was adventurous,
not only technologically but also in the hon-
esty and directness of the language used on the
site. The navigation menu includes links
titled, “This is my lot in life,” and “Depression
isn’t a real illness.” 

To address those myths, the site needed to
bring them out in the open, and Ms. Pagano
says the amount of traffic and the length of the
visits prove the message is on target. 

“Those are the attitudes and beliefs
patients have when talking to their doctor, and
Lilly is finding that the site is absolutely hit-
ting the target,” Ms. Pagano says. “The site is

so successful that it will soon be updated with
a new set of patients and their stories.” 

Another channel where the medium hits
the mark is video on demand (VOD), which
is offered by cable and IPTV operators. The
two venues join up to provide a pull mecha-
nism in a traditional push medium. 

Video on demand or iTV is a great way to
deliver a more meaningful message. 

“Consumers may not understand obscure
commercials that don’t tell what the product
does and what it treats,” Mr. Moorhead says.
“The message imagery often has nothing to do
with the product; the commercial’s intent is to
appeal to some abstract emotions instead of

THE NEW MEDIA ARE SO SEXY

THAT EVERYONE THINKS THE OLD

MEDIA ARE DEAD; but they are not.

We can’t ignore the old channels 

just because there are sexy

new ones.

• Mike Myers

Palio Communications

ONLINE ADVERTISING 
SPENDING

U.S. ONLINE VIDEO ADVERTISING SPENDING

GROWTH AND SHARE, 2006-2010 

Share of

Year % change Internet total

2006 82.2% 2.6%
2007 89.0% 4.2%
2008 67.7% 6.0%
2009 53.8% 8.5%
2010 45.0% 11.5%

Source: October 2006, eMarketer, New York.
For more information, visit emarketer.com.
Note: % increase vs. prior year and % of total online ad spending.

ONLINE VIDEO STATS

U.S. ONLINE VIDEO ADVERTISING SPENDING,

2001-2010

2001 $40
2002 $55
2003 $85
2004 $135
2005 $225
2006 $410
2007 $775
2008 $1,300
2009 $2,000
2010 $2,900

Note: $ in millions
Source: eMarketer, October 2006, New York.
For more information, visit emarketer.com.
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addressing consumer needs with real informa-
tion.” 

Pharmaceutical companies need to recog-
nize what the health information seeker wants,
which is access to authentic content that helps
him or her understand the condition, the land-
scape of products or treatments available, and
where to find more resources. 

Avenue A | Razorfish is currently working
with a major pharma marketer in the United
States to produce interactive commercials. 

“What I like about this tactic is that it uses
the existing broadcast media footprint,” Mr.
Moorhead says. “The company is already
investing millions of dollars across the country
in network time, and for a nominal percentage
these commercials can do more than just be a
message that passes through the living room.
Now the consumer can dive deeper and have a
more meaningful engagement. All of sudden
TV, which is usually untrackable, is measur-
able in terms of who clicks when and how
many times a day.”

He believes the opportunity is ripe for the
pharma industry, but not many companies are
taking advantage of the medium. 

“It seems to me that by carving off a sliver
of the budget that companies use to create
somewhat abstract TV commercials and
putting resources against an effort to create a
three- to five-minute piece of VOD content on
Comcast, TiVo, or Time Warner would be
money well spent,” he says. “The drug maker
can now be in that channel but deliver valu-
able information to the consumer for the first
time using the emotive powerful media of
video. The brand team that capitalizes on
VOD original content — whether it’s brand-
ed or unbranded — and makes it available to
consumers on TV will differentiate themselves
and their product.” 

PHARMA GOING MOBILE

According to Ms. Krouse, the healthcare

industry has been faster to adopt mobile media
to get its professional messages out to both
physicians and patients. 

“Mobile couponing is experiencing around
10% to 30% higher redemption rates than
paper coupons,” she says. “What better way to
reach patients than on their phones?” 

Eventually, Ms. Krouse expects bluecasting
to come into play in the pharma market. Blue-
casting uses a combination of hardware and
software, which can be situated at poster sites
or point-of-information kiosks in retail envi-
ronments or entertainment venues.

Users activate their Bluetooth handsets to
be “discoverable,” usually via a poster, a screen,
or other signage and then the bluecast server
delivers content to the handset. This can be as
simple as a text file or a still image, or richer
forms of media such as audio, video, or even
Java applications. 

Since it is a point-to-point transmission
from the bluecast server to the user’s handset,
there is no need for a network.

“This is about the ad finding the consumer
or physician,” Ms. Krouse says. “We are work-
ing with IPG agencies to implement the tech-
nology at physicians conferences. The physi-
cian walks by a sign and then information is
instantly sent to his or her cell phone. This
technology could also be used at the point of
sale in pharmacies.” 

Mobile media for messaging requires a dif-
ferent approach. Mobile is more effective as a
tool rather than as a “third” screen to run com-
mercials on. A common mistake in using
mobile for messaging is treating it like all
other media, Mr. Moorhead says. 

“Marketers need to consider what the con-
sumer wants and needs to know and how the
advertiser can be helpful to that end,” he says.
“For example, prescription refill reminders
can be sent to patients on their cell phones
instead of commercial messaging, which the
consumer might find intrusive.”

HealthEd is using videocasting and pod-

casting as a way to educate consumers on the
go through their iPods and iPhones. 

For example, for patients undergoing infu-
sion therapy, there is an opportunity to con-
nect with and support those patients during
their treatment. To do that, HealthEd is devel-
oping original content that will be available to
download to MP3 players. The content will
play for the length of therapy and will contain
education and entertainment to help patients
pass the time. 

“We are very excited about this initiative,”
Ms. Pagano says. “This is a great way for com-
panies to set themselves apart from the com-
petition by offering a unique tool and a unique
way of providing content.” 

PODCASTING: PHYSICIANS YES,
CONSUMERS MAYBE 

The industry is exploring the potential
podcasting might have, with several compa-
nies already using the tool to provide informa-
tion to physicians. 

Mr. Myers says the advantage to Podcast-
ing is that the content is easy for the user to
access, and the same content could be put on
a DVD for physicians or patients. The draw-
back to podcasting is that it is not interactive,

TV IS A VERY POWERFUL TOOL TO DRIVE

MASS MEDIA, BUT IT SHOULDN’T STOP

THERE.The messages should drive people to

product Websites and other Internet

destinations, and once the consumer gets 

there, pharma needs to be delivering a 

sound message.

• Barbara Pagano

HealthEd

ONLINE ADVERTSING STATS

ONLINE ADVERTISING TACTICS ON WHICH 

U.S. MARKETERS WOULD SPEND $100,000 

TO EXPERIMENT, DECEMBER 2005

(% of 
respondents)

Mobile 9.6%
Video 9.6%
RSS 7.6%
Blogs 6.5%
Podcasting 5.7%
Search 3.4%
E-mail outsourcing 3.1%
Content 2.3%
Rich media 2.3%
Behavioral 1.9%

Source: eMarketer, New York.
For more information, visit emarketer.com.
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EMERGING media

so Mr. Myers does not recommend its use for
sales details unless the pharmaceutical rep
uses it as a supplement to a discussion with a
doctor. 

eMarketer predicts that by 2011, Podcast
spending among all advertisers will be $400
million, with a potential of 55 million users.
But the industry’s share of this market will be
small. 

“There are pharma companies trying to
reach patients, physicians, and consumers
with Podcasts, which is a good idea, because
people are turning to the Internet as well as
other digital media to find out about their
own health and possible treatments, so for a
very small part of the population Podcasting is
a good tool,” Ms. Phillips says. “But compa-
nies have to be careful, because most people
are not looking for a weekly Podcast on ath-
letes foot.” 

While many of the emerging media do
represent some opportunities for the pharma
industry, marketers should not lose sight of
the fundamentals of communication: a great
concept from a remarkable perspective. 

“Technology facilitates interaction and
connectivity but at the end of the day, we don’t
need to change the way we tell stories,” Mr.
Gratton says. “We still need to engage people,
stop them in their tracks, and make them
think about something. Technology provides
some exciting and engaging vehicles to com-
municate with, but it would be a misconcep-
tion if marketers thought that using all these
cool new tools would result in a really great
strategy. Implementing new media into our
strategies should be thought of as one way in
which we can deliver very powerful and inspi-
rational stories that motivate people to action.
Even purely on a communication level, if tech-

nology is understood and leveraged appropri-
ately, it can really have a tremendous impact
on the health of our world.” ✦

PharmaVOICE welcomes comments about this

article.E-mail us at feedback@pharmavoice.com.
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PODCASTING STATS

U.S. PODCAST ADVERTISING SPENDING*,

2006, 2008, & 2010

2006 $80
2008 $150
2010 $300

Note: *includes advertising and sponsorship spending;
$ are in millions.

Source: eMarketer, February 2006, New York.
For more information, visit emarketer.com.
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