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CHAPTER 2:  
CREATING AN EFFECTIVE ONLINE STRATEGY
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Pharmaceutical company customers, both physicians and patients, are online. The question now becomes how to 
! nd the best e-opportunities with these multiple networked audiences. 

Creating an effective online strategy is an absolute must, the ! rst step towards eMarketing success. Without an over-
arching plan, all the hot new social media tools or Internet gadgets won’t add up to any cohesive marketing and sales 
result, but merely create " ash and noise. How will you create something unique, useful and even important? Who do 
you want to reach, and what messages do you want to use? How can the tools you choose help you reach out in a more 
effective way than any other media? How can you meet your marketing objectives and integrate this with your overall 
brand strategy? And – most importantly for the C-suite – how will you measure it? 

ONLINE STRATEGY STEPS

Before you jump on the YouTube bandwagon, or join the crowds at Facebook, or start Tweeting, you need to know 
what you’re doing. Just like with any traditional media component - like TV, radio, print or outdoor - you need a plan. 
Return to Marketing 101, put it through an Internet twist, and you can create the foundations for online marketing 
success. 

1.  MARKETING OBJECTIVES

The ! rst step is to determine what your marketing objectives are. What are you trying to achieve? Will an eMarket-
ing strategy help achieve these? Many marketers using or considering the Internet have created marketing objec-
tives revolving around the following main goals: 

A. MARKET EXPANSION

Many leading brands use eMarketing to build disease awareness and expand the market. This has been used suc-
cessfully over the years by many leading players in key markets, including P! zer with their Viagra brand.  

B. INCREASED BRAND AWARENESS 
Companies could be looking to build awareness for their brands, increasing visibility in the right areas and trying 
to stick in the minds of others through active interaction on many different levels. 

C. GENERATE LEADS/INCREASE TRIAL 
Companies want people to try their brands. In the U.S., Nuvaring very successfully tied an online voucher 
program to trial for their product with their TV advertising campaign. This brought signi! cant numbers of new 
patients within a very short time.

D. DRIVE SALES FOR INCREASED REVENUE AND PROFIT 
Many Pharma eMarketing campaigns are focused on the bottom line. Zyban ran a very successful eMarketing 
campaign in the U.K. which was able to demonstrate increased sales in the brick areas of physicians accessing 
the site. Lundbeck provided a very successful online patient program for Cipralex in the U.K. which helped keep 
patients on their treatment longer and led to measurable increased revenue (and enhanced treatment bene! ts 
for their patients). Organon and Lilly have been able to demonstrate very clear, enhanced market share and 
sales from their eDetailing campaigns in the U.K. and elsewhere.
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“Once every hundred years, media changes. The last hundred years have been de• ned by the mass 
media. The way to advertise was to get into the mass media and push out your content. In the next 
hundred years, information won’t be just pushed out to people, it will be shared among the millions 
of connections people have. Advertising will change. You will need to get into these connections.” 

                    Mark Zuckerberg

We’ve been told that anyone who’s anyone must take advantage of the blogosphere, online social networking, 
and the ever-multiplying new options and Web 2.0 technology. We’ve been reminded again and again how 

companies can boost business, brand awareness and the bottom line through social media. But how? And in our world 
consumed with ROI, how would we even begin to measure our efforts?

EVOLUTION: WEB 1.0 TO WEB 2.0

A decade ago, the Internet was ruled by a set of principles and programs that built off traditional business models. 
Sites were static and advertisers called the shots, not consumers. Size mattered and the Internet was dominated by 
top Websites measured by ad scoring companies. 

Tim O’Reilly, publishing magnate and an instrumental participant in the evolution of the Internet, breaks out the dif-
ferences between then and now: 

 Web 1.0  Web 2.0
 Netscape Google
 DoubleClick Google AdSense
 Britannica Online Wikipedia
 Outlook Gmail
 Page views Cost per click
 Personal Websites Blogging
 Publishing  Participation

It is this last comparison that really drives the point home. While the ! rst iteration of the Internet still focused on the 
traditional concepts of publishing, controlled by a few, the new Internet is about moving control from the hands of 
the elite into the hands of many. 

Web 2.0, then, is the Internet as a platform rather than a product. It’s characterized by: 

SERVICES, NOT SOFTWARE· :- Rather than focusing on developing new software and releasing it in a big splash, 
Web 2.0 is about services and scalability. A service can be rough around the edges and constantly in " ux, but gets 
better the more people use it. In many cases, services can even be free, a major change from the escalating costs 
of software. 
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SOCIAL MEDIA PRINCIPLES AND 
BUILDING COMMUNITIES
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I n our previous chapter, we described the growth of social marketing and the social media tools that companies 
are using to create connections and relationships. However, we also noted one fact that can throw many a well-

intentioned marketer into cold sweats: Social media is ever-changing. 

The pace at which new technologies develop and grow is mind-boggling. What’s hot and effective today may grow out 
of favor in a short time. What was once pronounced to be eternal has faded into oblivion; witness the rise and fall of 
AOL, Excite  and Prodigy as examples.

It’s the principles behind these tools, the ideas behind blogs, Facebook, podcasts, text messaging, micro-blogging and 
more, that are important. The cool tools will evolve, change and disappear, but what is behind them will persevere - 
principles that are focused on the notion of community. 

In the next chapters, we will talk tools, diving into the speci! c social media that are dominating the marketing scene 
today. But before we do that, we need to take a step back. We need to emphasize that tools change, but principles 
stay the same. Let’s take a look at the principles behind social media and marketing, and tips for using these principles 
of community in action. 

SOCIAL MEDIA PRINCIPLES

Social media is based on the notion of community and relationships. That’s a big change in perspective from traditional 
marketing techniques. It necessitates a new handbook, a new marketing operating manual.

Geoff Livingston, author of ‘ Now is Gone’, offers guidance in his writings on the new world of social marketing. He 
encourages marketers to focus, looking away from the pretty and fun new tools to concentrate on the universal prin-
ciples behind their usage. 

To guide our new marketing techniques in the world of social media, Livingston offers Seven Principles of Social 
Media Communications :

1. RELINQUISH MESSAGE CONTROL
Businesses survive on the things they can control, and marketers are comfortable when they can control what 
messages are going out. However, social media is about relationships, giving up control in favor of two-way 
communications. A relationship with only one person talking? That’s dysfunctional. This is what it would be in 
social media if one party tries to control or dominate the conversation. 

2. BE HONEST, ETHICAL AND TRANSPARENT
Just like a relationship between two people or within a family, trust is essential in social media. You’re trying 
to build a strong foundation for a long-term, mutually bene! cial relationship. That doesn’t mean you have to 
share all your secrets, but it means you need to treat customers and users with this idea of relationships in 
mind. 
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3. MARKET THROUGH PARTICIPATION WITHIN THE COMMUNITY
So you create a blog, or set up a YouTube channel. Many marketers stop there, thinking that creating content 
is enough. That’s the old way of doing things, focused on one-way communication. With social media, compa-
nies must go further, connecting through comments, reading other blogs, interacting with users in community 
groups or social networks, and generally becoming part of the community. That’s the only way to develop 
respect and acceptance. 

4. DON’T THINK ABOUT COMMUNICATION TO AUDIENCES, BUT WITH THEM
With social media, audiences talk back. Organizations must be ready to engage in conversations, not simply 
present content and move on. Again, thinking about relationships, communication is based on two or more 
people contributing, not one person controlling. 

5. BUILD VALUE FOR THE COMMUNITY
By understanding the people you’re interacting with, you can better serve them with valuable information. 
That’s what content creation is about in this brave new world – creating something of value in order to build 
and sustain relationships. 

6. INSPIRE YOUR COMMUNITY WITH REAL AND EXCITING INFORMATION
What is something of value for your community? It’s not corporate propaganda. It’s not a press release. Great 
content is providing answers to your community’s problems, acknowledging and addressing concerns, and 
! ghting for their interests. 

7. INTELLIGENTLY MANAGE MEDIA FORMS TO BUILD A STRONGER, LOYAL COMMUNITY
Part of a good relationship? Consistency and accessibility. Make sure your community can easily come back, 
can always access your content and your contact information, and get their expectations met or exceeded. 

With these principles guiding marketer actions, you don’t need to be leery of social media. This change in perspective 
is indeed something to think about and get used to. It ultimately can enhance the quality and results of marketing, 
and create a customer base that will stick with you. 

ENGAGING WITH ONLINE COMMUNITIES

How does a marketer put these principles into action, and engage with online communities in a meaningful way? The 
best way to start is to do your homework and then participate. 

To really understand these social marketing principles and to see what the social media world is like, you need to 
see what is out there. Firstly, check out the plethora of blogs that exist solely to discuss your therapeutic area, or 
even your brand. Technorati  (http://technorati.com/)  currently tracks over 40 million blogs and estimates approximately 
70,000 new blogs are created every day. That’s an amazing amount of people talking, and a surprising portion might 
be talking about you" A simple Technorati search can tell you within seconds what blogs exist in and around your 
therapeutic area. Even more telling, a search can reveal exactly what bloggers are saying about your brand and your 
company. 
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Just as with blogs, you need to explore other social media to see what exists in your therapeutic area, and what relates 
to your brand or company. An easy way to discover what’s new and relevant across social media platforms is a Google 
Alert. Signing up for a Google Alert  (http://www.google.com/alerts)  on your topic, your brand, your company, or even a 
speci! c blog or name, can help you keep tabs on what’s being said, and who is important to communicate with. 

Google can ! nd blogs, YouTube videos (http://www.youtube.com/) , Flickr  pictures (http://www.! ickr.com/) , and even some 
results from social networking sites, and send the links directly to your email.

Other tools exist to search social media options and learn what’s being said:  

Use · BoardTracker  (http://www.boardtracker.com/)  to get instant alerts from threads on discussion boards citing your 
brand or company name. You can also learn about speci! c boards related to your subject matter,

 boards in which you should participate. 

Use · BackType (http://www.backtype.com/)  to monitor blog comments. Remind yourself where you commented on; 
seek out comments mentioning your brand, or follow key in" uencers in your topic area to build your brand

 by association. 

Use · Twitter Search  (http://search.twitter.com/)  to locate any instances of your name, brand, company, or topic.

Use · FriendFeed  (http://friendfeed.com/)  and set up a search. FriendFeed aggregates all social media tools - like De-
licious (http://delicious.com/) , Twitter (http://twitter.com/) , Flickr  (http://www.! ickr.com/)  and more. You can conduct 
searches on your brand or company throughout all these networks at once. 

This homework can teach you volumes about your company’s reputation, what concerns exist in your therapeutic area, 
and simply how social media works. The next step is to participate. 

To truly get involved in the community around your condition and brand, subscribe to the most relevant blogs you can 
! nd. Blogging platforms offer you an option to subscribe via email or RSS (Real Simple Syndication, which sends new 
content to a special viewing system, like Google Reader). 

Familiarize yourself with the bloggers and their content, but don’t stop there. As we’ll discuss in the chapter on blogs, 
the most powerful portion of blog reading is the ability to leave comments. A well placed comment that asks ques-
tions, or otherwise adds to the conversation, can put you in the position to learn more and to slowly build respect in 
the blogosphere. 

As you ! nd relevant results through Google alerts, Twitter searches and more, your goal should also be to participate 
and engage with the community. Tweet replies to Twitter users asking questions about your brand. Join the discussion 
groups in which your therapeutic area and/or brand are being discussed. Identify Facebook users that are interested 
in your topic or brand, and make connections. 

The goal with participation is to build a presence and begin to create the relationships upon which social media 
rests. 
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GlaxoSmithKline created · AlliConnect (http://alliconnect.com/default.aspx) , a blog that was centered on the Alli Weight 
Loss product line. The goal of the blog was to provide a place for “ you to have a conversation with us about weight 
loss issues”. Topics ranged from the bene! ts of exercise, personal stories, eating right, dieting myths, and more. 
The site " ourished for several years with numerous authors and subject matter experts. Unfortunately, it seems 
to have been abandoned since the last post in September 2008. 

Johnson & Johnson’s · JNJ BTW (http://jnjbtw.com/)  is a blog designed to reveal the “voice that often gets lost in for-
mal communications”. Posts take an internal look at health policy, patient stories, video entries from their health 
channel, and personalized experiences from individual employees. 

Within Johnson & Johnson, Centocor also created the · CNTO411 (http://cnto411.com/)  blog, focusing on health policy 
and Centocor’s non-pro! t efforts. However, this blog has struggled to maintain regular postings. 

A BETTER PHARMA BLOG

What can we take away from these tales of corporate blogs, of Health Care blogs, and the small moves with Pharma 
blogs? Perhaps this: The opportunities are many, but have not yet been leveraged in Pharma. A Pharma company that 
can effectively create a blog will be in a unique position to build their company reputation and brands, and reap re-
wards for years to come.  

All that remains it to determine how a Pharma company can do it right.

PERSPECTIVE

The ! rst step is critical, and it involves a reevaluation of your motives and goals. The key to an effective blog is per-
spective. Blogs cannot and must not be seen as simply another selling tool, a venue to talk endlessly about your com-
pany’s products and services. It is not your personal corner of the Internet to send out press releases and collateral ad 
nauseam. These kind of blogs are downright boring and not in any way valuable or compelling to readers. 

Instead, blogs should be viewed as a way to communicate with customers. Rather than simply talking, talking and 
more talking, blogs must be about listening. Engaging a reader and/or customer in real, two-sided conversation does 
several things: 

Reveals what your audience really wants and needs· 

Points out areas of service or product development that can be improved· 

Leads to more ef! cient, knowledgeable and, therefore, less expensive marketing· 

Leads to satisfaction and, even more importantly, loyalty. · 

When readers and potential customers see a company is making an effort to talk to them, learn about them and better 
serve them, that makes a powerful and serious impression. It leads to trust. It leads to referrals. It leads to loyalty 
now and in the future. 
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TWITTER IN HEALTH CARE AND PHARMA

What about physicians? Physicians are an active user group of Twitter, and they’re working to push the boundaries of 
what to Tweet. Take the February 17th Twitter conversation  by surgeons. 

An Oncological surgery at Henry Ford Hospital was broadcast to the Twitterverse, giving short, real-time updates on 
the procedure as a learning exercise in removing a kidney tumor without taking out the entire kidney. Doctors, medical 
students, and the simply curious around the world, tuned in. 

This type of sharing will undoubtedly increase over time, especially as the medical student population grows increas-
ingly fond of social networking and Twitter. 

The patients are also using it. Twitter users are ! nding conversations about drug side effects, clinical trials, approv-
als and recommendations in! nitely easier and more useful through Twitter than many static sites. Countless Twitter 
conversations on these topics have been documented and recorded.

So, the physicians and the patients are using it. What about Pharma? 

Pharma companies have been hesitant, worried about the unknown. This is probably largely driven by lack of knowl-
edge about it as well as legal and regulatory fears. 

Nonetheless, some intrepid Pharma companies have ventured into the unknown waters.

At the beginning of this year, several key Pharma companies dove into Twitter, setting up corporate accounts with a 
variety of content: 

o Boehringer Ingelheim (http://twitter.com/Boehringer?page=2)  uses a point person, John Pugh, Boehringer’s Director for 
 Global Corporate Communications/External Communications, to personalize and participate. He posts press 
 releases, links to Internet based information about disease areas, and posts articles he thinks followers might 
 ! nd interesting. 

o Johnson & Johnson (http://twitter.com/JNJComm)  have set up an account focused on personalizing the company and
 building its reputation. A real company member tweets and interacts with the public on a variety of topics. 

o AstraZeneca (http://twitter.com/AstraZenecaUS)  is focusing on injecting information into the conversation, sending
 tweets on access programs, Health Care reform and strategy. 

o Novartis (http://twitter.com/Novartis)  tweets from their corporate communications center in Switzerland, and 
 focuses on sending out their existing press releases.
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 Figures 19: Astrazeneca on Twitter

These beginning moves are slow starts, but are providing an example for other Pharma companies to watch and 
learn. 

OPPORTUNITIES

A growing number of businesses, marketers and professionals are spotting massive potential with Twitter. Acting as 
evangelists for the tool, some key pundits blog and Tweet extensively about why you belong there. In a recent blog 
post, John Jantsch, of popular marketing blog Duct Tape Marketing, summarized the key things marketers want, things 
which Twitter can provide:  

Would you like a way to connect and network with others in your industry or others who share your views? · 
Would you like a way to get instant access to what’s being said - this minute - about your organization, people, · 
products, competitors or brands? 

Would you like a steady stream of ideas, content, links, resources and tips focused on your area of expertise or · 
interest? 

Would you like to extend the reach of your thought leadership – blog posts and other content? · 
Would you like a way to quickly ! nd vendors, partners, technical help, and even employees for your organiza-· 
tion? 
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Chris Brogan, social media blogger and expert, also continually writes about Twitter and notes the major positives: 

Twitter helps organize great, instant meet-ups (Tweetups). · 

Twitter works great as an opinion poll. · 

Twitter can help direct people’s attention to good things. · 

Twitter breaks news faster than other sources. · 

Twitter brings great minds together and gives you daily opportunities to learn. · 

Twitter gives your critics a forum, but that means you can study them. · 

Twitter helps with business development if your prospects are online. · 

Twitter can augment customer service. · 

Ultimately, evangelists and pundits alike agree that companies, especially Pharma, can use Twitter as a way to re-
search, interact, assist customers proactively, build relationships, brands, understand more about the market, and 
learn from others in the ! eld. 

It’s a way to open up dialogue, knock down the growing perception that Pharma companies don’t care what their 
customers and peers think, and start to build trust. With these potential uses in mind, and taking a composite picture 
of what Pharma, businesses, professionals and everyday people have done with Twitter, companies can easily come 
up with a list of activities to try. 

Before diving in, just as with any other new tactic, companies ! rst need to think about strategy. Why do you want 
to use Twitter? What speci! cally are you looking to accomplish? Thinking about all the potential bene! ts and uses of 
Twitter, especially those listed above, what do you want to focus on? 

By far, the most successful Twitter ventures are those that keep the role and needs of the customer in mind. People 
on Twitter, just like other social networks, don’t want to be sold or marketed to. Your goals should revolve around 
building relationships and providing value for customers. 

Another consideration is determining your corporate persona. Companies can opt to stick with the brand name, taking 
on a company personality that stays constant. Companies can also take it a step further, using and identifying speci! c 
employees. These individuals not only evangelize the brand, but also engage in personal interests and communica-
tion. 

No matter how you decide to create a presence on Twitter, the necessary next step, and an ongoing step, is to listen. 
Follow the ebb and " ow of conversation and you will get a great feel for what content users like, what is important 
to users, and how you can ! t in. 

Conduct searches on key topics, like your brand or your condition area, and you can get a highly concentrated and 
natural discussion from those on the ground. 

With this planning as a foundation, how can you and your company use Twitter to build brands and boost sales?
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TEST NEW IDEAS: Want immediate feedback from the real world? Businesses are using Twitter as a place for 
thought balloons all the time, and receiving information that can help mould new products and services.  

PUBLISH NEWS AND INFO: One of the best parts of Twitter is its instantaneous reach. Take advantage of an 
interconnected network to blast your up-to-the-minute news on approvals, or send out missives on legisla-
tive acts under review. 

DISTRIBUTE PROMOTIONS: Some of the biggest business presences on Twitter are revered for their sharing of 
coupons, deals and other goodies with customers. 

CREATE BRAND PERSONALITY: Extend your social media and blogging strategy with Twitter and you can more 
fully create the brand personality you’re striving to impart. 

ENGAGE IN CUSTOMER SERVICE: Offer your presence as a way for participants to get questions answered, get 
thoughts on speci! c products, and troubleshoot. 

KEEP THEM GUESSING: Include a wide variety of information in your Twitter stream, mixing information 
posts, links to other people’s posts, replies to questions, alerts, and more. 

Remember that Twitter should be another way to add value for your followers and customers. Tweet when you ! nd 
opportunities to do just that, rather than simply promoting your company and brands, and you can ! nd great market-
ing bene! t. 

WHAT TO TWEET

To effectively create brand personality, engage followers and prospects, and build something unique, your presence 
should be constant and ever-changing. Wondering what speci! cally to Tweet about? 

o Instead of answering the question, “ What are you doing?” answer the question, “ What has your attention? ” 

o Ask questions. Twitter is great for getting opinions. 

o Tweet about other people’s ideas, products and services. Great for developing networks and conversations.

o Give advice when you do mention your products.  

o Share the human side of your company with pictures and personal posts. 

o Mention events, both your own and others your audience might ! nd interesting. 

o Start contests: ” The ! rst three people who answer this trivia question get…. ”

o Reply to others (using @ and their Twittername). The more personal the reply, the higher the impact.

o Point to your new blog posts, and promote other people’s blog posts that are of interest

o OH’s (overheard). These can be highly funny and personalizing, along with fun Internet games and sites. 
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JNJhealth·  (http://www.youtube.com/user/JNJhealth)  is a YouTube channel launched by Johnson & Johnson in 2008. The 
channel features branded advertisements and also includes informational videos along key themes, like Obesity, 
Diabetes, diet and nutrition, Crohn’s Disease, and more. The content is extensive and videos include personal 
stories, commercials and general education about the conditions. The channel has over 700 subscribers and has 
garnered over 52,000 views. 

Go Insulin·  (http://www.youtube.com/goinsulin) is a YouTube channel produced by Sano! -Aventis. It’s an unobtrusively 
branded site that features videos of patients talking about their experiences with Diabetes and with Insulin treat-
ment. Multiple calls to action exist from the channel page, including options to create a discussion guide to take 
to your next doctor appointment, and to complete polls that dispel the myths about Insulin. The response has been 
powerful – the channel has over 220 subscribers and over 64,000 views. 

Novartis·  created a YouTube campaign called FluFlix , in which they asked people to submit videos about what it’s 
like to have the Flu. They publicized the campaign with example videos, reinforcing the contest rules and the 
Novartis branding; almost 800,000 people viewed the sample videos. Over 12,000 people viewed the FluFlix chan-
nel with entries on YouTube (http://www.youtube.com/watch?v=uKVXbanyzOo) , and the videos continue to circulate, get 
comments and spread the Novartis name. Each winning entry (awarded in different categories) is displayed above 
a congratulatory comment that includes a link to FluSource.com  (http://! usource.com/) , the Novartis Flu education 
site. 

            Figures 22: Blendtec - FluFlix Contest
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Novartis·  also created a winning campaign for the Excedrin brands with the Excedrin Express Gels $15K Speed 
Challenge  (http://www.youtube.com/excedrinexpressgels) . The company challenged users to send in videos of them-
selves performing “an amazing feat of speed”, focusing attention on the speed with which the gels work. The 
contest generated 251 user-generated videos, and the winner (with a video showing a hang gliding experiment) 
received $15,000. The Express Gels channel has over 170,000 views. 

AstraZeneca·  created a branded channel for the Asthma treatment, Symbicort, called My Asthma Story (http://

www.youtube.com/myasthmastory) . The channel features video testimonials from patients with Asthma who have suc-
cessfully used Symbicort, and actively seeks submissions from users to tell their own story. Videos are still in the 
acceptance and screening stages as this goes to press, but the channel already has 46 subscribers and 39,000 
channel views. 

OPPORTUNITIES AND USES

The examples of Pharma and other companies using YouTube to inform, educate and entertain, all the while building 
brands, are wonderful models for other marketers just diving in. YouTube is not a place to simply dump current com-
mercials and straight marketing messages, as these initiatives show. Instead, it should be used as social media, as a 
means to start conversations, involve viewers and add value. 

The ! rst step for any company looking to create a presence on YouTube is - just as it is for any other type of market-
ing - planning. What do you want to focus on with YouTube? How will you create something unique, useful and even 
important? Who do you want to reach and what messages do you want to use? How can YouTube help you reach out 
in a different way than any other media? How can you inform, entertain or otherwise satisfy your customers while 
achieving your goals by using it?

Your YouTube strategy should start with creating a channel. Consider the channel your home base on YouTube, your 
mini Website that can include some company info and all your videos. It acts like a Facebook or MySpace pro! le page, 
which you can customize with your business image and brand. Through the channel, you can also interact with view-
ers and prospects. YouTube users can subscribe to your channel, receiving instant noti! cation when new videos are 
posted. They can leave comments on your videos and on the page itself. It’s your hub for the YouTube community and 
your content. 

What content should you create? The best branded videos come in three categories: 

INFORMATION· . Present to viewers something informational, useful and even helpful to their lives. In as creative and 
compelling a way as possible, show off your brand and demonstrate why viewers should care. Some companies use 
existing or ‘director cuts’ of commercials; some produce entirely new marketing messages for YouTube. 

EDUCATION· . These types of videos go beyond information, offering viewers education for things that are important 
to them. How-to videos, interviews and testimonials from patients or physicians can be immensely impressive and 
effective, reinforcing to prospects that you care about them above all else, and improving their brand experi-
ence.  

ENTERTAINMENT· . Think about all the content that catches your eye on a daily basis when it comes to video, and 
the highly entertaining (and highly viewed) examples here. Here’s where you let loose, branding in as distinctive 
and entertaining way as possible.

FREE CONSULTATION - SEE END OF REPORT

CHAPTER 12: 
MAXIMIZING THE USE OF YOUTUBE

By Dr. Andrée K. Bates
May 2009
www.eularis.com



14© Copyright 2009 Dr. Andrée K. Bates

Companies do worry about private wikis in terms of the control. Many Managers are uncomfortable with the notion of 
employees making changes without authorization, and some wonder who does and should have access. Managers also 
may try to make wikis happen through company edicts, rather than letting them develop naturally as viral marketing 
efforts. With these worries stopping them, companies may be missing out on productivity gains through increased col-
laboration, more informed employees, and a sense of community. 

WIKIS FOR BUSINESS

For many businesses, and particularly Pharma companies, the best brand building use of a wiki is in the corporate 
setting. Companies that opt to create private wikis for internal business ! nd that wikis are an inexpensive way to 
facilitate the exchange of information within and between teams. 

For large projects, in which a large number of recorded ideas mean it’s easy to get out of sync, a wiki provides valu-
able shared memory and keeps all participants on the same page. Wikis can also centralize all types of corporate data, 
such as spreadsheets, Word documents, PowerPoint slides, PDFs - anything that can be displayed in a browser. A wiki’s 
functionality is limited only by the programming skills of the person who implements it. 

Wikis offer companies even more: 

T IME SAVINGS· . Wikis have a collaborative advantage over email and better tracking functions than Microsoft Word. 
They can cut down on meetings, conference calls and emails, resulting in quicker project completion. 

REDUCED EMAIL· . Since groups can collectively edit and develop documents, hundreds of back-and-forth emails can 
be eliminated.

REDUCED MEETINGS· . A wiki is a great place to store meeting topics, minutes and plans, or even provide a place to 
meet online independent of space and time. 

IMPROVED DOCUMENT MANAGEMENT· . Even one team project can result in nightmarish document management is-
sues. Emails follow divergent paths. Spreadsheets and Word documents get passed around, and nobody’s quite 
sure who has the most recent version. Files are stored on local drives, and the owners are out. Wikis can cut 
through the clutter and provide a central location for all project ideas and communication. 

ENHANCED GLOBAL COMMUNICATION· . To keep employees around the world informed and connected, a global wiki 
can allow team members to work together seamlessly. 

KNOWLEDGE BASE· . Many HR Departments use a wiki to maintain up-to-date employee handbooks, dispense infor-
mation about health and 401(k) plans, and make general of! ce announcements. Any department can do the same, 
providing a spot for FAQs and Q&As. 

To develop a wiki, software exists through inexpensive hosted solutions, a program installed on your company network 
or free, online, open source programs. Companies offering various wiki models are SamePage (http://www.same-page.

com/) , eTouch (http://www.etouch.net/home/) , Socialtext (http://www.socialtext.com/) , PBWiki (http://pbwiki.com/) , Atlas-
sian (http://www.atlassian.com/software/con !uence/) , and more. The best place to learn more and compare and contrast is 
WikiMatrix (http://www.wikimatrix.com/) .  
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EXECUTIVES

Executives usually want bottom line results, and many of the approaches shown in social media are not always mea-
sured in those terms (although they can be!). Executives are wondering ”What is this Social Media thing anyway?”, and 
I have seen many dismiss it as the latest fad that won’t go anywhere, so why bother. 

The issue, of course, is that the " gures are showing that it is not a fad and not going away. Look at " gure 42 below to 
show the power of social media numbers. 

Of course, executives also want to know the ROI of social media. This is certainly easy to do, but many marketers are 
not measuring this. In addition, executives are concerned about the impact of a negative comment or feedback since 
most other marketing did not allow the target audience to talk back so easily. 

The key issue is a lack of understanding of the media, and a lack of understanding of the impact and ROI of it. These 
are surmountable issues.

Figures 42: Comparison of Traditional and Social Me dia Consumption
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CORPORATE/ENTERPRISE 

This can be divided into Legal/Regulatory and Federal Regulations (e.g. FDA, DDMAC).

LEGAL/REGULATORY AND FEDERAL REGULATIONS

Some of the key questions often asked here are: 

o “What about Fair Balance?”
o “What about Adverse Event reporting?”
o “What if you get off label discussions?”

THOUGHTS ON FDA’S APPROACH TO REGULATING PHARMA’ S USE OF SOCIAL MEDIA FOR THE PROMOTION OF DRUGS 

Part of the problem is the uncertainty due to vague Industry regulations. However, the FDA is certainly starting to 
examine this. In 1996, the FDA hosted a 2 day public hearing on FDA AND INTERNET: ADVERTISING AND PROMOTION OF 
MEDICAL PRODUCTS. At that hearing, dozens of experts were organized into several panels and participated in Q&A 
sessions with representatives from the FDA and attendees. Panelists included representatives from organizations such 
as the following:

o Advertising Agencies
o Consumer Advocacy Groups (e.g. AARP, Public Citizen, etc.)
o Health Websites
o Interactive Media Agencies
o Legal Firms
o Medical Communications Companies
o Medical Journal Publishers
o Medical Journalists
o Pharmaceutical Companies
o Physician Organizations (e.g. American College of Cardiology)
o State Attorney Generals
o Technology Companies

In his opening remarks at the hearing, Bill Schultz, who was Deputy Commissioner at the time, said “ With the in-
creased popularity of the Internet, it’s not surprising that questions would begin to be raised about how the laws 
pertaining to drug and device advertising apply to the Internet. FDA has no question but that they do apply and, in 
fact, the Agency has issued a number of warning letters during the past six months. However, we also recognize that 
the Internet raises some new and important, and very different, issues regarding the regulation of promotion ”.

Although the FDA has often issued speci! c guidance with regard to TV and print advertising, it has never issued any 
guidance to the Industry on how it will enforce its regulatory authority over Internet-based promotions. Instead, FDA 
seems to depend entirely on formulating policy by issuing warning letters. This became quite evident on April 2, 2009, 
when the FDA issued 14 letters to as many drug companies citing violations related to paid ads on search engine sites 
such as Google. At issue was the so-called ‘one-click rule’, which many Pharmaceutical companies assumed was ac-
ceptable by the FDA.
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WHAT NOT TO DO 

Knowing what to do and how to get started will get you on the right path to an effective social media campaign. But, 
just as critical, is knowing what NOT to do. No matter what tools you use, throughout your entire campaign, there are 
key things you can’t do if you expect it to be effective. 

JUMPING IN WITHOUT A PLAN

Let’s say you dabble in Facebook, and Tweet in Twitter, and throw up a few videos in YouTube. That’s great – but 
what’s the plan? Are the actions you’re taking working together? Are they focused on your customers and their 
needs? Are they geared towards business and marketing objectives? As we said in Chapter 2, if you can’t answer 
these questions, your social media campaign will be haphazard and ineffective. 

SPEAK WITHOUT LISTENING

If your social media campaign consists of announcing your blog posts in every single community and nothing else, 
you’re doing too much talking. If you’re focused on sending out content and offering no way for users to respond, 
you’re doing too much talking. If you’re entering blindly, without any idea of key blogs and bloggers, speci! c com-
munity netiquette, or what is being said about your brand or company, you’re doing too much talking. Listen ! rst 
and listen often. Remember that social media is about two-way communication and not simply a platform for you 
to jabber on. 

HARD SELLING

Nearly every online community will slam the door in your face if you insist on the pitching your product. Don’t en-
gage in Twitter conversations, Facebook posts or blog comments simply to extol the virtues of your brand. You will 
lose followers, and negative word will spread. 

MANIPULATE THE SYSTEM

Don’t, don’t, don’t secretly hire people to evangelize products or companies. Every company that has engaged in 
these ham-handed tactics has experienced major backlash. Be upfront, and be organic. 

BE CONTROVERSIAL, JUST BECAUSE

Some individuals and companies think the best way to get attention is to attack or otherwise create controversy. A 
negative focus like this will result only in negative feedback. 

BE UNORIGINAL

Don’t simply parrot what others say online. Don’t write blog comments that consist of “Me too"” Focus on contrib-
uting something to the community. 

Ultimately, remember this. You’re creating your brand through every action you take. If you engage in inappropriate 
communication, or otherwise abuse the system, your brand suffers. 
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PART ONE: SIMPLE USAGE MEASUREMENT APPROACHES

We can start by examining the metrics available for different social media tools, determining what data is available 
for analysis right off the bat prior to planning additional data collection and analysis.

SPECIFIC TOOL METRICS 

For each social media tool, a host of measurement options exist. Below, we discuss a few key tools and their built-in 
usage measurement options. 

Blogs  

With free accounts through Feedburner  (http://www.feedburner.com/) and Google Analytics (http://www.google.com/analyt-

ics/) , you get access to tremendous detail and statistics on your blog. Sure, traf! c is good. But it’s not the only useful 
statistic for blogs. 

Some other metrics through Feedburner and Google that can give you ! gures to use in measurement and insight for 
the future are: 

SOURCE OF TRAFFIC· .  Study referrals to determine which sites are sending traf! c your way. This can give you a great 
idea of where to spend your social media time – other blogs, other tools, and other sites. This also gives you an 
idea of bloggers to follow and interact with, for community building and for increasing links. 

WHEN IS TRAFFIC ARRIVING?·  Keep a close eye on when your traf! c jumps. This can help you create a posting sched-
ule – if most of your readers are coming on Tuesdays, post then. You can maximize the exposure of new posts, train 
your blog readers when to expect new posts and increase the likelihood of their visits. 

HOW MANY SUBSCRIBERS?·  When users subscribes, they’ve decided they like your content so much they want it de-
livered as soon as it’s available. Track how many subscribers along with your traf! c. Subscriber numbers can help 
describe your blog readership, their desires and their actions. 

WHICH POSTS GET THE MOST COMMENTS?·  Engagement is even better than increased traf! c. Ensure your visitors are 
! nding value in the content by tracking comments. 

WHICH TOPICS GET THE MOST FEEDBACK?·  This can help you create posts that are interesting and increase blog 
traf! c. 

BOUNCE RATE.·  A bounce rate measures how many people stop at your blog and then bounce to another site. Either 
they check out one speci! c post and leave, or they decide your blog is not for them. 

LOYALTY.·  What is your new versus returning visitor count? What about time on site, average page views, and over-
all visitor returns? 

All of this data is available through Google Analytics, and can provide great metrics and terri! c insight for campaign 
review.
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This kind of approach is commonly used in eMarketing due to the very trackable nature of online media. Examples of 
this have been discussed throughout this report, especially in the eDetailing chapter which offers simple ways to do 
this.

PART FOUR: OTHER STATISTICAL APPROACHES

GENERAL STATISTICAL PROCEDURES 

There are many statistical approaches taken in eMarketing analytics. The majority of these are focused on the com-
parison of multiple channels to see the ! nancial impact of the different channels, and to gauge where the greatest 
return is being seen. These can be used when comparing eMarketing channels with great effect. The stages that can 
be taken for these when utilizing statistical approaches are essentially as follows:

1.  EVALUATION

Evaluation of the campaign will involve pinpointing objectives and expected outcomes, both in terms of qualitative 
parameters and quantitative KPIs. With this evaluation, marketers can then perform some ! ne tuning and modi! cation 
of the campaign and the KPIs themselves. For these multiple channel campaigns, KPIs can include:

o Post campaign outcomes (market share change, RX share change)
o Change in relative ! nancial impact across channels
o Change in effort of direct promotion 
o Improvement in reach and coverage
o Access rate of Internet tools by physicians

How this evaluation process works is depicted in the ! gure below.

Figures 45: Example of evaluation of a campaign
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EULARIS 94.8 APPROACH 

The Eularis 94.8 Approach  is another approach that can be easily employed to analyze the ! nancial impact of social 
media on the bottom line for your company or brand. To illustrate this approach, we will share a case study using social 
media where the ! nancial impact of each social media channel was carefully measured.

CASE STUDY

BACKGROUND

This speci! c brand was spending signi! cantly on advertising. The 94.8 Analytics , conducted by Eularis for the 
brand on its non-eChannels, showed that, in its category, advertising was highly impacting return for the therapeu-
tic category but the cost was also extremely high. 

The brand, like many in its company, was facing budget cuts in the marketing budget. The team wanted to explore 
social media approaches that were able to stretch the budget to get more ‘bang for their buck’ for the brand than 
traditional advertising alone.

The brand was in the Cardiovascular ! eld and the company decided they also wanted to grow market share using 
social media channels, in addition to getting more ‘bang for their buck’. The team went through a sensible planning 
process, as outlined previously in this report, including setting objectives, deciding what social media made most 
sense for their target audience, listening to the target audience using the social media, planning their approach 
and executing it. A fusion of different social media was used, including a Community Platform around the condition, 
Blogging, Twitter, Facebook and YouTube activities. Using many other trackers of behavior, as described earlier in 
this chapter, the results were looking extremely positive. 

However, these trackers did not show ! nancial impact of each social media channel for the brand, and that was 
what the Marketing Director wanted answers on for the CFO. The team decided to use the Eularis 94.8 Advertising 
Analytics  to ! nd the answers to these questions:

How effective are our social media messages and should these be changed?· 
What kind of ! nancial impact is each channel giving our brand?· 
Are any of the channels far outperforming the rest?· 
Are any of the channels far underperforming the rest?· 
What is the overall ! nancial impact from all the social media channels?· 
How does this compare to the ! nancial impact from our non-social media channels?· 
What is the best budget allocation of social media versus traditional media?· 
Within each group, what is the best mix of media to grow the market share optimally?· 
What is the best allocation of media budget within each group (i.e. traditional versus social media) to grow · 
the market share optimally?

What do we need to change to be able to do better?· 
How does our social media agency compare to our competitors’ social media agencies in terms of ! nancial · 
results for their clients?
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