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Twitter Accounts for the Majority of All Online
Activity

The data clearly shows that Twitter by far carries more
comments than any other social media platform.

Of the 5265 comments for Ambien:

* 3666 (70%) came from Twitter

o 226 (4%) came from ehealthme.com

e 89 (2%) came from bluelight.ru

e 78 (2%) came from community.babycenter.com
o other

Of the 764 comments related to Lunesta:
° 3666 (46%) came from Twitter

e 70 (9%) came from ehealthme.com

e 25(3%) came from omgili.com

* 24 (3%) came from cafepharma.com

o other

What’s interesting is that after Twitter, there is then a
divergence in terms of what other sites are most important
in terms of volume. And we can see that for the month we
looked at, a full 3% of Lunesta activity occurred on the
pharmaceutical rep gossip site cafepharma.com.

No Patient Opinion Leaders Emerge

We dug deeper to try to identify who are the most influential
bloggers and Twitterers but no clear pattern emerged. In
this particular drug case, in this particular month, there was
nobody that emerged high on the “influence scale.”

Ambien Has More Positive Sentiment Than
Lunesta

Not only are there a lot more people talking about Ambien
than Lunesta, what they are saying is more positive too.

Much of what people say about a brand is neither positive
nor negative, so it’s just classified as “neutral.” There are far
fewer neutral comments as a percent for Ambien, 41%, than
there are for Lunesta which has 84% of all comments being
neutral.

For Ambien, 34% of the chatter overall or just over 50% of
the non-neutral chatter is positive. For Lunesta about 4% of
chatter overall, or 25% of the non-neutral chatter is positive,
with 75% being negative.
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Comments Reveal DTC Ad Confusion &
Pregnancy Questions

When reviewing the comments for Ambien, many consumers
are seeking additional information and clarification.
Common topics:

» Confusion by the Ambien TV commercial and all the side
effects listed — with an ongoing debate over whether the
ad announcer is saying “aggressively normal” or “more
aggressive than normal”

» Confusion exists over the safety of taking Ambien while
pregnant, with chatter focused on “new mommy” blogs.

o Others complain about the “Ambien Hangover.”

o 5%—7%ofpostsdiscussed “whatIdid on Ambien”including
sleepwalking and unintentional communications.

monitoring, you can quickly and easily see the perceptions
of a much wider cut of customers. In the case of Ambien you
can literally listen in on over 60,000 comments per year!

Second, track macro results over time. With ongoing analysis
you will be able to see:

e Is our total number of mentions going up or on the
decline?

 Is our share of voice compared to our competition
increasing or decreasing?

» Is our positive sentiment increasing or decreasing?

« Does a change in sentiment correlate to a new marketing
strategy or tactic?

Third, review comments for actionable issues. Not every
comment or topic will require
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action, but using Ambien as
the example, if a there is an
ongoing debate over what the
DTC ad announcer is actually
saying, you have to wonder
if many thousands of other
viewers out there aren’t also
unclear as to what is being
said. This could easily be an

Withless volume, it was harder to pick up trends in comments
for Lunesta. What was noted:

e Comments about Lunesta being less effective than
Ambien

* Lunesta leading to feelings of depression

* And Lunesta reps (supposedly) chatting on blogs about
how to push Lunesta to doctors

issue not picked up by focus
group panels, but is revealed when you can listen to 60,000
people.

Fourth, if you promote or engage on just one platform,
make sure it’s Twitter. We suggest that brands can progress
in social media first by listening, then by promoting (one
way communication), then by truly engaging (dialogue and
relationships). With limited time and budgets, this can seem
like an awesome task (how
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do you respond to various
blogs, user groups, YouTube
comments, etc.). But we can
see that Twitter accounts for
the vast majority of user-
generated comments. So if
a brand is going to promote
or engage, focusing on
Twitter will cover most of
the bases.
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Conclusions

First, you must monitor. Our strongest recommendation is
that every marketer use a listening platform to monitor social
media comments. Marketers have long invested in 12 person
focus groups or thousand person surveys; with social media

NOTE: For more
information on the ListenLogic social media listening
platform that was used in this study visit: www.ListenLogic.

com. [d

NEXT UP! Social Media Faceoff: Lipitor versus Crestor in
the cholesterol market.
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Reach Empowered, Digital Health Consumers
with e-Marketing & Social Media

E-Patient Connections 2009 is the one conference you need to attend to make sense of
the radical changes taking place in health marketing. Spend two days in October — get
breakthrough results for a year.

LOOK WHAT YOU GET FOR YOUR MONEY...

° BONUS 1: An 8GB iPod Touch, a $229 value (that’s not a mistake, everybody gets one!)
BONUS 2: Best-selling books including Groundswell by Bernoff and Li, Tribes by Seth
Godin, Here Comes Everybody by Clay Shirkey, and Wikinomics by Don Tapscott
BONUS 3: Video recordings of all plenary sessions (10+ hours, sells for $195)
Conference Access: Attend all keynotes, case studies, and panel discussions
DemoPit Access: Expo access with exclusive launch sessions and demos

Private Coaching: Join the in-crowd and get lessons on Twitter, Facebook, SecondLife,
more

1:1 Pitch: Sell your idea or yourself and get advice from venture capitalists, reporters,
and career recruiters

Conference Themes Case Studies

Avoiding Legal Tripwires: Adverse ¢ J&J on Twitter

Events, HIPAA, FDA Letters * McNeil Pediatrics ADHD Facebook Group

ROI of Social Media Marketing * CDC eWidgets for HIN1 Flu

Twitter, Facebook & YouTube * Mayo Clinic Social Media Marketing

Optimizing Website Conversions ¢ sanofi-aventis Patient Innovation
[ ]
[ ]

Games for Health J&J on YouTube

Virtual Worlds Novo Nordisk & JDRF Diabetes Community

Patient Opinion Leaders WomenHeart & Bayer on Facebook
Insomnia123.com Unbranded Site

No Boring Lectures!

° Rapid-fire Keynotes — jam packed schedule to maximize speakers and content

* Mini Case Studies - designed to give you tactics and lessons you can apply
immediately

PowerConnect — your personal network is critical to professional development and
future career options; our raffles, activities and breaks are designed to get you new
connections automatically, with no awkward “networking” required!

DemoPit — we are selecting only the most interesting, innovative companies to launch
their newest solutions and showcase their best case studies

Pecha Kucha - creative people talking about interesting things, all in 20 slides with 20
seconds per slide!

Register Now For Huge Early-Bird Discount!
www.ePatient2009.com
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FEATURED SPEAKERS

Thomas Goetz

Editor, Wired Magazine &
Author, The Decision Tree

Susannah Fox

PEW Internet & American
Life Project

Jay Bernhardt PhD, MPH

US Centers for Disease
Control and Prevention (CDC)

Lee Aase
Mayo Clinic

Marc Monseau

Johnson & Johnson

Dennis Urbaniak

sanofi-aventis

Kerri Sparling
SixUntilMe.com

Lisa Tate

WomenHeart

Joe Shields
Wyeth

Kevin “Nalts” Nalty

Formerly Merck, now
“Viral Video Genius”




