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It’s hard to believe that many of the things 
we take for granted in our lives today did 
not exist, or at least were not used by most 
people, just 10 years ago. Think of all the 
social media sites you use everyday. Do you 

or Wikipedia? If yes, then you are one of the 7 
in 10 North Americans who use social media 
in one form or another on a regular basis. 

Today, social media is not the developing mar-
ket everyone is waiting for; it’s here, and your 
customers are actively looking to pharmaceuti-
cal manufacturers for support. They are looking 
to see what you have to say about your drug 
and disease state, and, if you’re not the one 

who are they listening to? Your competition? 

The pharmaceutical industry has been lag-
gard in adopting the social media revolution.1,2 
Despite the tremendous need for customer, 
competitive, and campaign effectiveness 
insights, only a small fraction of total market-
ing budgets has been spent on inbound social 
media listening and analytics. Even less has 
been spent on outbound social media programs 
that directly engage patients and physicians.3

The challenges the pharmaceutical industry 
faces in fully adopting social media as part of 
its business strategy include the ability to dem-
onstrate value and return on investment; pro-

-
able insights; overcoming regulatory anxiety; 

1 
Pharma Executive Magazine. http://3blmedia.com/blog/
Pharma-Executive-Magazine/Health/Advancing-Pharmas-

2 Grant. B. eMarketer. http://www.emarketer.com/Ar-

Social/1009805. Accessed: Nov. 2013.
3 

Analytics. (September 6, 2012). PharmaExecBlog. http://
blog.pharmexec.com/2012/09/06/advancing-pharmas-
social-media-listening-analytics/. Accessed: Nov. 2013.

and planning and implementation. Despite the 
obstacles to fully embracing social media, the 
rewards are too great for the pharmaceutical 
industry to overlook the opportunity. 

Issue 1: Social Media  
Will Overwhelm our Adverse 
Reporting Team
This is one of the issues that organizations 
always get concerned about. “If adverse 
events (AEs) increase dramatically, the orga-
nization could not keep up. We just don’t have 
the headcount to handle hundreds of new AEs 

example of a 12-month study conducted from 
2012 to 2013. In this US-based study, there 
were between 10,000 and 15,000 social media 
posts on the key topic, yet, despite this inten-

This resulted in less than one new AE per 

expect to have less than one a week. 

Issue 2: We Can Not  

Adopting Social Media
This issue is probably the one issue that has 
stopped the marketing teams from pushing 
social media forward. After all, if there is a 

Believe it or not, one of the best case studies 

what was going on in the social media world 
could really have helped a company. In this 
instance, PRADAX™ had been introduced 
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switches) from warfarin. Then, sometime in late summer/fall 
of 2008, concerns surfaced about the safety of PRADAX™. 
Within weeks of this news, a nearly 200% increase in 

™ occurred. 

sites looking for information to aid them in their decision 
making regarding PRADAX™. Unfortunately, there was no 
social media presence to provide reassurance and informa-
tion, except for those individuals, in this case conspiracy 
theorists, who played on the deepest fears of consumers. 
Within two weeks of the increase in chatter, IMS Brogan 
began to see a shift in patient starts from PRADAX™ back 
to warfarin. This shift, as you can see from the chart below, 

to the brand team and company. 

So, is bad news the only news we have on the value of 
social media? No. Social media can and should be used 
to drive a brand strategy and sales forward. One simple, 
but effective, method brand managers can use to evaluate 
whether their strategy is working is to monitor their social 
media share-of-voice, both in their category and within the 
broader market. If we use the broader term contraceptive 

information on IUDs is searched three times more often 
than information on birth control pills, and patients making 
the treatment decision to switch (or who ask their MDs 

market, we need to look at social media like any other 
marketing channel, and managing your brand’s image 
to all your customer bases, not just physicians, needs to 
become your number one priority. 

Issue 3: My Patients Are Over  
65-Years-Of-Age and Are Not Going  
to Use Social Media for Health 
According to Pew Internet Project’s research related to 
health and health care, over 70% of online patients use 
sites like social media to look up health care information, 

a patient, it can be as simple as looking up a drug on 

Patients aged 57 to 65 are actually the most active age 
group to look up health care information online, with 
83% searching for health care information on a regular 

patient asks for it by name. Are you ensuring they ask 
for your brand? 

Issue 4: I Have Limited Resources 
and Need to Keep My Marketing-
Spend Focused on MDs 
One thing that we tend to forget is that physicians are no 
different than their age-matched group when it comes to 
social media. In fact, 87% of MDs use social media sites 
for personal use, and a surprising 67% use it for profes-
sional purposes. So if you truly want to direct spending 
to your targeted customers/physicians, you need to be 
looking at social media sites.

INVESTIGATION OF CORRELATION BETWEEN SEARCH AND WEB TRAFFIC AROUND 
PRADAX™ IN CANADA AND FALL IN NEW PATIENT STARTS
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How Do Physicians Use Social Media?
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For further information regarding this article, please contact 
your local IMS Brogan representative or send an email to 
info@ca.imsbrogan.com.

A Look at the Future:  
Rise of the Epatient/Physician 
Today’s patients and physicians, both your key customer 
groups, are much more engaged and informed than ever 
before. Patients are now fully participating in their medi-
cal care and looking up data online. Referred to as epa-
tients, or Internet patients, they are empowered by the 
Internet and digital technology to seek out educational 
material, medical information, emotional support, and 
treatment guidance. Social media is enabling them to 
take a very active role in their own health care, giving 
them a voice to share their experiences and communicate 
thoughts and opinions within a support community. 

This rise of the epatient is creating a tremendous oppor-
tunity for every brand manager and pharmaceutical com-

a “managing the patent cliff” mindset to a “let’s grow 
the business approach,” there has never been a better 
time to take the initiative. 

The easiest way to start this process is by listening. Many 
companies are beginning the debate on how to engage 
the patient and how this can be leveraged as a longer-
term strategic goal. Our recommendation is to start at 
the beginning by listening. After all, as every national 
sales trainer will tell you, “you can only meet your cus-

offer a solution.”

We know that getting your organization and team aligned 

if you are at the beginning stages. If this is your case, feel  
free to contact your IMS Brogan representative at any 
time to learn more about how we can help you leverage 
social media to help you understand the opportunity, 
reduce internal workloads, and drive near-term revenue. 

42% of consumers look up reviews for  
health providers, treatments, and products
Almost 30% of consumers support a  
health-related cause
Nearly 1 in 3 consumers discusses  
health-related issues
Nearly 25% of Internet users with  
chronic conditions  with similar 
health issues
23% of social network users follow a  
friend’s health experiences or updates
20% of consumers join an online  
health forum or community

Source for statistics provided:
http://www.screwpilecommunications.com/screwpile-marketing-blog/
bid/304723/Infographic-How-Patients-and-Providers-use-Social-Media. 
Accessed: Nov. 2013.

SOCIAL MEDIA PLAYS A KEY ROLE AT EVERY STEP IN THE PATIENT JOURNEY 

MAP THE PATIENT JOURNEY: AN INCREASING NUMBER OF PATIENTS ARE LOOKING AT SOCIAL NETWORKS 
FOR PEER ADVICE AROUND DISEASE MANAGEMENT

“Google it!”
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