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Agenda

 Defining the 2.0 World of the Web, Health and Pharma

 Pharma Sales and Marketing Plans are Evolving 

 Social Media Case Studies

 Essential Guidance

 Panel Discussion

 Q & A
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Web 2.0 Definitions

 Web 2.0
– The new Internet, which is characterized by communities, and interactive media

– Second wave of architecture and application development 

– Provides improved graphics and enhanced end user experiences

– Customized content delivery and collaboration using standard browser platform

 Health 2.0
– Communities form around areas of interest

– Participants freely exchange information about their experiences — both good and 
bad

– Web discovery via search is the natural first step for buyers

– The Internet as the primary source of knowledge

– Internal knowledge management and process improvement initiatives depend on 
collaboration and web 2.0 technologies

 Pharma 2.0
– Convergence of social media and life science

– Consumers form communities to discuss health conditions and drugs

– Pharmaceutical companies join in that conversation (with trepidation)

– Pharmaceutical companies use social media to augment DTC marketing efforts
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Three Distinct Facets of Health/Pharma 2.0

Process Improvement and

Transparency

 Knowledge Management

 Project Management Blogs

 Employee Policy Wikis

 Dashboards

 Training and Education

 Best Practices Wikis

 Best Practices Exchange

 Business Process Documentation

Customer

 Support / Search / Self-help

 Q&A discussion forum

 Guided support

 Advice and expert assistance

 Best practices and education

 Referrals and partners

Cloud

 Live in the cloud - participate

 Capitalize on existing communities

 Defend the brand

 Quickly resolve customer issues
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Technology Goals Will Change

From … To …

Building infrastructure Building community

Creating content Creating loyalty

Enabling transactions Enabling self-service/help

Capturing eyeballs Capturing experts

Integrating applications Integrating channels
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Web 2.0 Is a Double-Edge Sword

 True multichannel sales and 
marketing

 Communities give us a new way to 
touch our customers 

 Blogs and Wikis allow us to 
communicate to new customers

 Advanced search and knowledge 
management bring us new 
customers

 Wikis and blogs capture issues, 
thinking, and responses

 Customer processes must be 
consistent and transparent

 Communities may inform our 
customers of deficiencies

 Companies must monitor and 
participate in the discussion

 A winning search and knowledge 
management strategy is hard work

You have a ―permanent‖ record

ThreatsOpportunities
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Health / Pharma 2.0 —
A More Informed Patient 

 Increased focus on consumerism

– Increase consumer responsibility and involvement in healthcare choices

– Tools to help minimize healthcare cost

– Guiding customers to ―best‖ providers

 Acute and chronic disease communities 

– Individuals sharing information and advice

– Comparing notes on treatments, physicians, providers, and payers

– Looking for best options in a bad situation

 Wellness communities and information portals

– WebMD

– Revolution Health

– Destination Rx



© IDC Health Insights Page 8

Health / Pharma 2.0 Communities

 Consumers
– Medpedia

– Wikipedia

– You Tube

 Physicians
– Sermo

– Web MD Professional
 Medscape Physician Connect

 Professional role based portals

– MomMD

 Physician Training
– SDN: Student Doctor Network

 Disease communities

– American Diabetes Association   
diabetes.org

– epilepsy.com

– Patientslikeme.com   ALS

– Medpedia communities

– Healia communities

– tudiabetes / es tudiabetes 

 Drug Review Communities

– iGuard

– eHealthMe

– eDrugSearch

– PrescriptionDrug-Info
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Pharma Sales and Marketing Plans

 Reduced sales headcount

 Industry consolidation has fewer reps selling more 
products

 New regulations, technologies, and transparency 
initiatives create advantages for purchasers

 Very restrictive direct marketing rules (MA) will become 
more widespread
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Planned IT Spending by IT Solution in 2010

IT Solution

% Planning To 

Increase Spend

Avg. Increase 

Expected

% Planning To 

Decrease Spend

Avg. Decrease 

Expected

% Expecting No Change 

in Spending

Social Network Marketing (Web 2.0) 27.9 10.5 3.7 5.1 68.4

Physician Profile Management 26.5 8.9 3.3 9.7 70.2

Sample Management 21.1 11.9 4.6 7.8 74.3

Customer Relationship Management (CRM) 20 4.6 11.6 8.8 68.4

Brand Management 19.5 6.7 10.8 6.7 69.7

Edetailing 16.9 7.5 9.6 7.5 73.5

Analytics / Business Intelligence 16.7 8.7 8 4.5 75.3

Sales Force Automation (SFA) 16.7 11.4 5.9 5.2 77.4

Data Management 15.9 4.2 12.9 6.5 71.2

Incentive Compensation Management 15.8 3.4 11.8 5 72.4

Mobility/PDA/Wi-Fi/SmartPhone 13.7 6.5 12.9 6.5 73.4

Call Center 12.4 3.5 5.3 4.5 82.3

Route Planning 10.5 7.8 7.2 7 82.3

Data Integration 10 7 10 6.5 80

Feedback Management 8.5 5.6 3.6 9.8 87.9

Database/Application Consolidation/Rationalization 5.7 4.4 19.3 2.6 75

Predictive Modeling 5.3 8.7 14.5 5 80.2

ELearning & Training Effectiveness 5.3 2.5 15.8 6.8 78.9

Affiliations Management 5.3 7.6 9.1 4.5 85.6

CDI/Master Data Management 5.3 5.4 18.5 8.5 76.2

Knowledge Management 2.7 7.1 12.8 7 84.5

Customer Lifetime Value Analysis 0 2.4 10 5.5 90

n = 149

Notes: Responses of "don't know" are not included

Source: Health Industry Insights' 3Q09 Leading Indicators in Life Science IT Spending Survey
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Pharma Case Studies:  
myalli Community Forums
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Pharma Case Studies:  
Gardasil Facebook Page

Merck & Co. 
includes fair 
balance 
information –
here and 
elsewhere
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Pharma Case Studies:  
AstraZeneca on Twitter
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Pharma Case Studies:  
J&J Acquires Children with Diabetes Site



© IDC Health Insights Page 15

Consumers and Physicians Speak Out

Image: Stephen Dummit for The Wall Street Journal

 Abilify Bristol Myers Squibb

– Andy Behrman, a former 
spokesman for Abilify says that 
―Abilify Kills‖

 Doctor Admits Vaccine Is More 
Deadly Than Swine Flu Itself 

– Fox news segment.  Physician 
says he will not give it to his kids

http://www.youtube.com/watch?v=9VzMZX4nBz8&feature=player_embedded
http://www.youtube.com/watch?v=E1z7KSEnyxw
http://www.youtube.com/watch?v=E1z7KSEnyxw
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Consumers and Physicians Speak Out



© IDC Health Insights Page 17

Social Listening:  Examples

 Tools
– Spiral16

– Radian6

– Networked Insights

– IDG Social Scout (service that uses 
Networked Insights)

 Twitter Search
– search.twitter.com

– Advanced search

– Search API

 Facebook Insights
– Measures user exposure, actions, and 

behavior relating to the Social Ads and 
Facebook Page

– Fan demographic and geographic data

– Fan integration graphs

– Post quality

 Google Sidewiki

http://search.twitter.com/


© IDC Health Insights Page 18

Risk, Rules, and the FDA

 Risk in Health 2.0 for Pharma

– Discussions of Adverse Events

– Discussions of off-label use

– DDMAC has not issued guidelines

 Regulation by warning letter

 DTC and Physician marketing will be addressed as part 
of healthcare reform

 FDA has not thought this through

– New guidelines for social media are just being developed now

– Federal hearings were in held in DC on Nov.12 – 13, the FDA is 
still accepting comments until February 28, 2010
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Transparency —
the Next Big Thing

 Excellence is obvious when your customers begin to 
compare notes

– Consistent high-quality products and services

– Predictable across multiple channels and products

– Equitable pricing and terms

– Quality support, service, returns, exchanges

 Most companies will need to invest in improved internal 
systems and process to thrive in this environment

– Order management – Customer community

– Quality and fulfillment – Search optimization

– Service and support mgmt. – Business process 

– Customer self-help – Damage control
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Essential Guidance

 Look for process improvement opportunities inside 
your own company — create transparency in 
customer-facing processes

 Identify and participate in relevant Internet 
communities

 Establish/sponsor a community for your customers 
and prospects

 Evaluate/improve search placement for relevant 
terms

 Establish ―damage control‖ policies and procedures
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Questions?

Lynne A. Dunbrack

Program Director
Please feel free to email me at:

ldunbrack@idc.com

Or join me and your peers and the 

conversations in our 

Health Industry Insights Community
(http://idc-insights-community.com/health)

mailto:ldunbrack@idc.com
http://idc-insights-community.com/pages/7d2405f773
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Panel Discussion

 Fraser Edward

Research in Motion
Manager, Market Development

 Joe LeBas

Vivisimo, Inc
Vice President and General Manager, Americas


