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Executive Summary

Best Practices and Strategies

Pharmaceutical Industry Trends

How do we
benchmark social
achievements?

\.
Benchmarking social

media ROl shows
achievement builds up
in phases

Where are pharma’s
social media
success stories?

SANOFI

Sanofi, AstraZeneca,
Pfizer, Roche, and
J&J dominate
pharma’s social

faes CED @cEDNC Feb27
%eod Anne Whitaker of @SanofilS says theyre focused on allaboration
and that £LSC2013 is the perfect place to engage - we agree!
Expand

e 2
involvement from Sanofi this year and
1

Where on social
media should
pharma engage?

Pharma’s audience is
larger on Facebook
but Twitter yields
higher ROI

What drives
consumers to be
social about health?

Empowered Patients

&

Medical
Professionals

Open Education
+

Co-Operation

|-

Consumers are drawn
to official healthcare
providers on social
media because they
crave more care




Marketing is turning social—even in the pharma industry

US Pharmaceutical and Healthcare Industry Online Ad
Spending, 2009-2014
billions and % change

2009 2010 2011 2012 2013 2014

Note: inciedes grug manufacturers and marketers, doctors, hospitals amd
ather entities that deliver health senvices, such as health maintenance
arganizations

Source eMarkater, July 2070

e ——
117976 wiwrreMarketer. com



Part | — What is social ROI?

[ Best Practices and Strategies ]

How do we

benchmark social
achievements?

Benchmarking social
media ROI shows
achievement builds up
in phases

Definitions:
» Social feedback

* Engagement and trust

* Proxy ROl model for Twitter

very high Conclusion:

— Sanofi and AstraZeneca
attain highest levels of

engagement and trust




Social investment generates its own feedback

Consumers
engage
content

— —
—
-

content

more content < .
Pharma can review

comments, fine tune
messages, and release
more content



“Engagement” and “trust” are proxies for return on investment




Pharma engagement levels develop in phases

90percentile

very high AstraZeneca

Glaxo-Smith Kline [ 2

Merck | 1.8
Roche [ 1
Pfizer [0 1
low 1
Novo Nordisk [T 1
Johnson & Johnson [ 1

Boehringer-Ingelheim [ 1

EliLily B o8

very low Astellas _ 0.8

9
All Twitter pages over 24 months(Jan 2011- Dec 2012) T8




Sanofi & AstraZeneca’s trust level is superior

90percentile

Sanofi 65.6
AstraZeneca 64.6
Novartis 48.8
Glaxo-Smith Kline 45.8
Merck 37.6
e PR 38 .
Johnson & Johnson 30.6
Roche 25.8
Novo Nordisk 25.4

Boehringer-Ingelheim 24.2

Astellas 11.6
Eli Lilly 9
Bausch + Lomb 6.8
Amgen 6

Hospira 2
Gilead 2
Baxter 2

Merck KGAA 1.8
All Twitter pages over 24 months(Jan 2011- Dec 2012)




Engagement & trust depend on content over volume

[High Engagement] i g [High Engagement]
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Part Il —Where does pharma have social success?

s

"

Best Practices and Strategies ]

4 )
Definitions:

e social feedback loop
* engagement and
trust

* proxy ROI model for
Twitter

Twitter findings:
Sanofi and Roche
attain high levels of
engagement, highest
level of trust

Where are pharma’s
social media
success stories?

Early adoption is key
strategy to attain high
fidelity presence

FOR USS.
nnnnnnnn

SSSSSSSSS

Sanofi, AstraZeneca
Pfizer, Roche, and
J&J dominate

_n Q@harma’s social
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Early adoption is a key indicator of dominance on social media

]
[
@ geﬁmon‘go&mcn % geﬁmen«agoﬁmweu AstraZen eca§ novo nordisk
. . Novo Nordisk and Bayer
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i i st to join Pinterest ~ :

Pharmaceuticalas start blogging and product blog % branded Youtube ) " Boehringer
Johnson & Johnson’s JNJBTW : channel _ v Ingelheim
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: . : channel & facebook : GAME.
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Success is influenced by early social media initiation

facebook search

25,000 .
Audience Growth on Facebook
20,000
Boehringer i lh
15,000 ) s
i B

0000 /e
2 Boehringer’s social presence
S 5000 drives more fans to Facebook over
= _ Sanofi, a competitor and a
8 Sanofi . . .
= 0 relatively late social media entrant

9:»":»"’»":»”0:»"’000&00
& & & 06*’ & & \o“ V&o & &
“j ’~— L$

=60—Roche -i—Boehringer == Sanofi ’ Q g ey ctwbhOOkr 91 upfor Facebook toda:
i

v A diversified

global healthcare

leader, focused

Boehringer enjoys benefits of early ﬁ Ky X ‘

J

social media initiation on its NP convs

main corporate page

[ tike | [# ~|

Data from main corporate Facebook page for three companies



Part lll — Where and how can pharma engage?

N
Best Practices and [ Pharmaceutical Industry Trends ]

[ Strategies

Definitions: \

« social feedback loop

* engagement and
trust

 proxy ROl model for
Twitter

Twitter findings:
Sanofi and
AstraZeneca attain
high levels of
engagement, highest
level of trust

How to win:
Early adoption is key
strategy to attain high

@elity presence )

Where on social
media should
pharma engage?

* Facebook has biggest audience

Influence is better
than audience:

* Twitter has biggest influence

Pharma’s audience is
larger on Facebook

but Twitter yields Smart behavior:
higher ROI * Ask questions
el * Be personal
! ﬁ %{‘“"“; .
L?“Z e Calls to action
e |
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Pharma’s popularity is larger on Facebook

“Audience” on Facebook and Twitter
-0-Twitter -B8-Facebook

7 80
=]
Facebook s
. - (]
au.dlence.~ E 62.0 64.0
‘Likes this = 57.5 “,
page! 3 60 ./—/T—'
[ =
2
\_ n Y, = T J&J (34%) J&J (33%)
< J&J (38%) Pfizer (28%) Pfizer (28%)
] Pfizer (33%) GSK (14%) GSK (14%)
Twitter 40
audience =
‘Followers’ 1&J (27%) J&J (27%) J&J (27%)
GSK (14%) GSK (14%) GSK (13%)
\_ ) 20 Pfizer (9%) PfizeI (8%) Roche (10%)
3.0 3.1 3.1
L o o
0 T T
Nov-12 Dec-12 Jan-13

TF15

Average audience per page over all pages from Nov2012 - Jan 2013



Pharma’s influence is superior on Twitter

Twitter has power to influenceits  “Influence” on Twitter and Facebook

audience beyond Facebook
-0-Twitter -@-Facebook

me’s - / \47.1
. y / ~No
40 4

4 Facebook ) ] P

E 80
Twitter § 76.0
influence = 2 7
Retweeted per 'a_-, / \
1K audience = 60
3
[ =
%]
=
=

D

w

influence = 30 34.7 il —a
‘Talking about o 4.2 32.3
this’ per 1K 20
audience
10
8
0 T T
Nov-12 Dec-12 Jan-13

TF16

Average influence per page over all pages from Nov 2012 - Jan 2013



On Twitter, asking questions generates more feedback

Impact of Interactivity on

Volume of Feedback
60
Interactivity
50 T calculated from /

tweets with /
40 .

questions / T
30 |

Boiling down industry
20 / data yields positive
10 /

correlation between
0 50 100 150 200 250

User Tweets

interactivity and user
engagement

0

Company Tweets with Questions

Only about 13% of pharma tweets only
contain questions

Data trend from all pages Nov 2012 - Jan 2013

Interactivity encourages feedback
Responses

09 Questions

Good news: responses
are not typically
inquiries requiring
company action

= Non-
Questions

For example @Diabetes_Sanofi asks questions in
22% of tweets but questions are less than 1% of
user tweets

Diabetes_Sanofi

@Diabetes_Sanofi

An official Sanofi US Diabetes Twitter feed. Laura, Lindsey, Susan &
Michele tweet on diabetes info & tips to live a healthier lifestyle.

thedx.com

418 1T L~ W Follow

Tweets

« Diabetes_Sanofi @Diabetes Sanofi 2 hrs
“_‘}’ What kind of medical ID jewelry do you prefer to wear? Vote in our
#dblog Speak Up poll & let us know! ow ly/hV7GC T17

Expand



On Twitter, p alization and calls to action have an impact

Pharma can improve user
engagement on Twitter with
interpersonal content and
calls to action

Personal content includes
words like ‘you’

Calls to action include
words like ‘do’ or ‘go’ or
‘watch’ or ‘see’ or ‘visit’

alli

Favorites
2'@3 Lists

User Engagement as Percent of Total Tweets

6%

5% -

4% -

6.42%

3% -

2% -
1% -
0% -

with personal words without personal words with call to action

myalli
(@IVEL

alli is the only FDA approved over-the-counter weight loss aid. For

Tweet to myalli

FOR EVERY 2 LBs YOU LOSE
ON YOUR OWN, WE CAN
HELP YOU LOSE ONE MORE.

@

e
@

myalli

Who to follow - Re

CoolBabyRat
Follow

Glempner
by

MR i meats

every 2 Ibs you lose, alli can help you lose 1 more. Go to myalli.com

for more information
http:/fwww. myalli.com/twitter

azs 2~ ¥ Follow

Tweets

myalli
Thinking about joining a gym? Check out these questions to ask
first: shout It/gk7m #FitnessFriday

myali hrs

Expand

y408 We can help #inspire you to #EatHealthy! Here are
some recipes to get you started:shout It/fY6N

® View conversation

myalli
samz_{ aine We can help you get on the healthy wagon

Follow us for advice and tips on eating healthier.

® View

onversation

1.98%

without call to action

EXCEDRIN

Tweets

Following

Followers

Favorites

| Lists

Excedrin® @
@Excedrin

http://www facebook.com/excedrin

Tweet to Excedrin®

@Excedrin

http://www. excedrin.com

L~ ¥ Follow

Tweets 21/ No replies

@Excedrin has more calls to action than other feeds

s

im wheels

Follow Excedrin® edrin Feb 11

exmen Excedrin an Nalgreens are excited to announce Lauren E.. Kyle
liyelll -0 @dinosaurii ——= G, Francesca V., JT M., and Daniel L. as our #Migraine Relief Story
Follow winners!

Excedrin® in Shrs
exaoen Excedrin and @Walgreens are excited to announce the first winner
—w of our #Migraine Relief Story contest! facebook.com/photo._php?

foid

Expand

Excedrin® &

Flowers, wine, and chocolate are common on #ValentinesDay —
which can trigger migraines. Do you celebrate without these holiday
treats?
Expand

wheelyapple

T18



Part IV — What drives consumers to pharma?

N
Best Practices and
Strategies

Definitions: \

« social feedback loop

* engagement and
trust

 proxy ROl model for
Twitter

Twitter findings:
Sanofi and
AstraZeneca attain
high levels of
engagement, highest
level of trust

How to win:
Early adoption is key
strategy to attain high

s

"

Pharmaceutical Industry Trends

(

Influence is better
than audience:

- Facebook has
biggest audience

- Twitter has
biggest influence

How to win smart:

- Be personal

- Ask questions

- Use calls to action

@elity presence J

~

What drives
consumers to be
social about health?

Empowered Patients

2.
e o
%, Pharma
)

Medical > =
-~ & )| 1§
Professionals pen Education

Consumers are drawn
to official healthcare
providers on social
media because they
crave more care

~ “ *‘(gﬁ b

X

—

* Therapies
triumph over
brands

* Diabetes and
cardiovascular lead
the pack

* Targeting geo-
segments pays off

e Customer-
oriented activities
create interest

19



ROI for therapy pages 10 times more than corporate pages

Consumer engagement peaks at higher level when content addresses specific therapy focus

Boehringer-Ingelheim Johnson & Johnson
16 .
12 e o—@ ® ) Therapies
8 ° ] [
4 @ @ @ ® ) Therapies o—0—0
0 .‘"'O—_."‘."'._—.-_'H_‘_H"—-. general H"_H_._."'.--H—.'—"._."-. general
Pfizer Roche
16
12
O ]
. ®—@ @] .
g ) @ @ Th
. ; 10— Therapies o o—o erapies
° @ @ oo @ Roche has no general pages so all pages
0 @ o000 ® genenal reflect elevated consumer interest
Sanofi
B general
16 [ Therapies
12
g General pages = Corporate Brand Pages
A 0—@ Therapics Therapies = Campaign, Biotech, Therapy,
D L] L] - L] L]
) o0 000 gt e 06 g .mm Prescription, Diagnostics, Devices, etc.
Q1 Q2 Q3 Q4 Q1 Q2 @3 Q4 Q1 Q2 Q3 Q4 Q1 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1
2010 2011 2012 2013 2010 2011 2012 2013

Facebook data 2010-Jan 2013 F20



Diabetes and cardiovascular are top therapies on social media

General Therapy Focus (14 %)
Others(14%)

Skin care (8 %)

Vaccines (4 %) s - Vitamins / Supplements (6 %)

Respiratory (6 %)
Oral care (4 %)

Oncology (5 %)

.b ---------------

% acmmuwmﬁﬂ
Foot care (5 %)

F21

Social Media data from Oct 2011- Jan 2013



Roche’s diabetes content is very geo-specific

Germany (11 %)

France (9 %)

Others (36%)

: Others (36%)
patient portal (4 %)

job listings (4 %)

Canada (7 %)

news (16 %)
———-——-—___ Europe(4%) g ’
United States (40T = = — 2 % rwav (7 %
etherland 4 %) Russia (495 " )

22



Sanofi’s Power2EndStroke cardiovascular page attracts
consumers from many countries globall

TO END
SANOF| sz

Official Page. Power To End Stroke is a stroke education &
awareness campaign embracing & celebrating the culture, energy,

Map | Satell

creativity & lifestyle of Americans.
USA - hitp:fferww powertoendstroke.org

2,797 1606 2028 L~ | W Follow

Tweets
i/ Power2EndStroke @FowsrZEndStroks
[ ' R u a #go=spel 2inger & haven't joined the Most F‘m-.-erful‘-.-‘uu:es
| competition? Cnly few days left mostpowerfulvoices.org @gmcty
i "nghtF‘.&curds

i’ Power2End Stroke @FowerZEndStroks
Change vour work envirenment, get healthy!

pm.'ertu endstroke.orgfarticledetails. ..

—

@Power2EndStroke on Twitter is
Pamela G. Johnson PGuJohnson 12 hrs
|ntended for Us fans to Share |nf0 | H Minorities rush to Twitter, Instagram, smﬂrtphunes usat./Ukoiny via

"USATDDA\ "pm.'erzendstruke @tmodom

[ Wisw :errr;r"-,

Sanofi maintains content for stroke and Atrial | ElacKDOGOr0rg = et erie
Fibrillation awareness and education on ﬂ Ef“gl.T;Si.‘n”..iisﬁ_;"q“‘;‘n”.?fj}'i,"j}-?—.ﬁ;P””'”E”d5"”‘““‘ O cht
@Power2EndStroke -

T23



AstraZeneca engage audience with

customer oriented activities like Live Twitter chats

A | Z AstraZeneca
AstraZeneca hosts 1-hour live N
Twitter chat promoting prescription
- R ™

savings program ‘AZ& me’
EalbE Prescription Savings program

Live interaction with the company for people without Insurance

generated a positive feel and

ﬁ AstraZenecal$ @AstraZenecalls Feb 16, 2011
otential opportunity to expan AY) ou have guestions on medicines or diseases, please contact
potential opport to expand If you have g d d ol AZ
*at http/fow ly/3Xyxi or 1-800-236-9933 (more) #rxsave
customer base -
. (A AstraZenecall$ @astraZenecalls Feb 16, 2011
AstraZeneca wins Healthcare 2 Reminder: The #rxsave Twitter chat is tonight at 8 p.m. EDT
Engagement Strategy 2012’s open * http:/fow Iy/3Xyru It's great to see so much interest
Expand

Dialogue Award for its experiment
in Live Twitter chats

AstraZenecals tstraenecalls

Thank youl BT (v (o Astrasenecalls Thank yau for helping so
marny people get the prescription meds they need. “rasave

uninsured
Expand

T24



Pharma Benefits from Social Media

4 N\ [ )
Best Practices and Pharmaceutical

Strategies )L Industry Trends

\_ y
Definitions: \ Gfluence is better \

* social feedback loop than audience: o Ste_p 1: Start E.arly

- engagement + trust . Facebook has Being first in market gives pharma

« proxy ROl model for biggest audience companies an advantage
Twitter » Twitter has Step 2: Start Smart

biggest influence Even a company not starting early

Twitter findings: can join the race and win by being

Sanofi and How to win smart : smarter
AstraZeneca attain - Be personal _ ,

high levels of + Ask questions Step 3: Don’t Stop
engagement, highest - Use calls to action ROl advances as consumers

level of trust

become more and more keen to

Consumers prefer: connect with the source of their
* Therapies over healthcare via social media

4 ) brands

How to win first: * Diabetes and

Early adoption is key cardiovascular

strategy to attain high * Geo-specificity

fidelity presence  Consumer focus
" VAN Yy,

25



Our social media data, analytics, and trends

for all major pharmaceutical companies is comprehensive

AstraZeneca‘% - )
Bauschs Lomb astellas

Leading Light for Life
AMGEN
GlaxoSmithKline

"~ Boehringer ﬂ)

W 1ngelheim 0 L Hospira
NSO T MERCK Baxter

1
O
€ MERCK (o S e

o novo nordisk”

Daiichi-Sankyo % Brisml'Mm Sq“ibb ;M}ﬂhﬂmh

’, H NovAaRrTIS @ m ¥J GILEAD
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