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Introduction
> Intouch Solutions
> 11 years of online pharma

> 100+ pharma Web sites 
> ~3 million visits in 2009

> Sites, search, banner ads, 
social media, mobile, email, 
databases

> Consumer & professional
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Influence of Internet 
on Public Health
> Consumers have 

unprecedented access 
to health information 
via the Internet
> Accurate 
> Inaccurate

> The Internet is:
> Consumers’ #1 source for health info
> Referenced before and after Dr. visit

> At every stage of condition
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The Influential Internet

Obama stimulus package allocates 
$20 billion to healthcare IT
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Over ½ of Adults Spend > 20 
hrs/week Online

Source: Cybercitizen Health™ v8.0—Q3 2008

Among those who are online
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Internet: #1 Source for Obtaining Medical Info 
(Past 12 Months)

Source: Cybercitizen Health™ v8.0—Q3 2008

Among those who are online
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Online Research Comparable to Family 
Consultation

When you become aware of a health or medical issue what is the first thing you do? 

Source: Cybercitizen Health™ v8.0—Q3 2008

Among those who are online
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During which of the following situations have you looked online for health-related information? 

Patients Online at Every Stage of 
Condition

Among eHealth Consumers
Source: Cybercitizen Health™ v8.0—Q3 2008
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Have you used this source to gather additional information relevant to the prescription drug(s) 
that you saw or heard advertised? 

Among those who recall DTC ads

Online: #2 Post-DTC Source to Gather 
Additional Information

Source: Cybercitizen Health™ v8.0—Q3 2008
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Not All Information is Reliable
Not All Recommendations are Safe
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Notices of Violation

> March 2009: 14 Notice of Violation Letters 
for Search Advertising

> Pharma co’s left with 2 choices:

1. Place 
unbranded search 

ads only; remove all 
ads that mention 

brand names

1. Place 
unbranded search 

ads only; remove all 
ads that mention 

brand names

2. Remove all 
search advertising 

altogether

2. Remove all 
search advertising 

altogether
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Unbranded Ads Only

> Unbranded vanity URLs link to branded 
sites
> Search engines made exception to 

pharma
> Largely considered a “worst practice”

> Consumers consider bait-and-switch
> Don’t land where they thought they 

were clicking
> Trust is eroded
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In the Absence of Pharma Ads

13

Unbranded ad 
leads to a 

branded site 
(bait-and-

switch)

Canadian 
pharmacies, 

online 
pharmacies, 
holistic and 

other 
unregulated 
entities  now 
own the ad 

space
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Conservative Interpretation
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Conservative Interpretation Affects 
Consumers Negatively: Web sites

Important Safety InfoImportant Safety Info Important Safety InfoImportant Safety Info

Important Safety InfoImportant Safety Info

Prior to Warning Letter Post-Warning Letter

Product Received Warning Letter for 
Non-Internet Advertising
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Product.com: Reactions to 
Revised Safety Info 

My hubby said who the 
heck would go through 
all that?? I agree…I'm 
hoping those are the 
really rare side effects 

they legally 
have to disclose. 

It reads like a what’s what 
of scary side effects.  I’m in my 50s now, 

and don’t have arthritis, but if I did, I think this 
disclaimer doctrine 

would scare the crap out of me.
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New home page launched April 15th

Bounce rates spiked in May of 2009, increasing by nearly 20%
Average industry bounce rates range from 35-55%

Product.com Home Pg Bounce Rates

Revised home page 
went live mid-April
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TV as Unique Medium

1. Guidance for Industry, Consumer-Directed Broadcast 
Advertisements, (Aug. 1999)

> In 1999, FDA issued guidance for industry on use 
of TV as a separate medium, as an exception1.

> By issuing this provision, FDA recognized TV’s 
importance and influence.

There are no guidelines specific to the Internet. Yet.

vs.
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Opportunities
connected

linkable

Opportunity to inform, connect

infinite

deep

interactive

engaging
dynamic

The Internet
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Opportunities

How can pharmaceutical co’s …
> provide product information to 
consumers …
> when and where they are 
seeking that information online …
> in a responsible and balanced
manner  …
> when there can be space
limitations in this medium?
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Solutions
> We need one consistent way 

to show product indication & 
risk information across Internet, 
social media channels.

> Flag to consumers that:
> There is a specific indication/s 

associated with this medication
> There are RISKs associated with 

taking this medication
> The information is there for every 

consumer to learn more about 
those RISKS
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The RxRISK Internet Provision

Components:
1. RxRISK Visual icon

> In mediums that support it
2. RxRISK standardized link

> For limited-space mediums 
that disallow graphics

3. RxRISK Educational campaign
> So consumers understand it
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RxRISK: Web Sites
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RxRISK in Limited Space

=Short-form 
channels

Short-form 
channels

Doorways to 
deeper 
content

Doorways to 
deeper 
content
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RxRISK: Search Advertising
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RxRISK: Banner Advertising
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RxRISK: Mobile Communications

Remember to take your 
Producta today at 5 p.m. 
Read about risks at 
ProductaRISKS.com
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RxRISK: Microblogging

[ProductName]RISKS.com

Name Producta

Location NYC

Bio Providing info 
and support about 
Producta. Please 
also see 
ProductaRISKS.com

36 Following 
20 Followers 
0 Listed 
35Tweets
Favorites

ProductaPRODUCTA

Providing 
information and 
support about 
Producta. 

Please also see 
ProductaRISKS.com
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Why will RxRISK Work?

1. Elevates fact that RISKS exist
2. Reduces consumer confusion
3. Presents a consistent, standardized 

approach across products
4. Immediately recognizable
5. Leaves little room for misinterpretation
6. Has longevity
7. Can apply to current and future

Internet uses, channels and even 
mobile technologies
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Summary

1. The Internet and social media are critical to 
consumer’s health information-seeking 
behavior.

> There are no guidelines, yet guidelines have 
been issued in past for special media

2. Consumers can be misled in the absence of 
pharma advertising

3. Consumers can be confused when pharma 
is forced to interpret (lack of) guidelines

4. A simple solution must exist that can work 
across platforms, now and in the future.
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Questions?

Thank you


