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Welcome and Introductions - overview

* Your views on social media.
* Why social media is commercially beneficial.
* The social media engagement checklist.

 Success stories.
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Your views on social media
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Welcome and Introductions - overview

* Do you use social media in your personal life?

* Do you believe social media is useful in business?
* Do you use social media for business?

* Does your company use social media for business?

* Do you feel in control of your social media use?



phamaphoru G

Some mythsand facts about socialimedia

“Social media is free marketing”

“Qur industry is too regulated to allow us to use social media”

“Social media is for personal life, not work”
“You can’t measure the ROI of social media”

“People will say bad things about us on social media channels”

“We /| someone we know tried it and it didn’t work”

“You can't say / convey anything meaningful through short posts”
“None of our competitors are using social media”
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SOCIalimedia isia channel’—manage it as such

banquet.html,

-even-greater-

Image refs: The HoneyBuzz http://thehoneybuzzblog.blogspot.co.uk/2011/02/great-race
Anton Koekemoer http://www.antonkoekemoer.com/social-media/beware-of-a-social-media-burnout/,

About.com http://politicalhumor.about.com/library/images/blbushphoneupsidedown.htm
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Why social media is
commercially beneficial

Image ref: TrueNorth http://iimbaker.wordpress.com/2011/04/20/small-vs-big/
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Socialimedia providesitremendousiamplirication:..

pharmaphorum
3,723 followers

50 tweets
29/30 June

33,007 114,088
accounts impressions

Image ref: Stadium Wallpapers http://www.stadiumwallpapers.com/american-football/
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...and great customer feedback on your proposition

Then Now

advertiser advertiser

Source: Seth Godin (www.sethgodin.com) -
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The social media engagement
checklist
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Planisocialimedialike other "marketing activities

 What social media channels are you going to use?

* Who is going to conduct your social media activity?
* How are you going to engage?

* When are you going to do this?

* How are you going to measure success?
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What socialimediachhannelsiare you going to use:

The Conversation

The Ant

Eat the elephant one chunk
at a time...

...and fish where the fish are!

Source: Brian Solis, The Conversation Prism: http://www.theconversationprism.com/
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[IFsocialimedia activity=

A team approach is easiest.

Within the team, companies
may have individual leaders
too.

|ldentify those with authority.

Coordinate with those who
are good communicators.

Have a policy around the
rules of social media
engagement.

Develop your expertise in-
house, social media is not
going away.

13
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Develop clear guidelinesaroundisocialimedia use

7 Rules for PERSONAL online activities 7 Rules for PROFESSIONAL online activities

Speaking “about” Roche Speaking “on behalf of " Roche
= Be conscious about mixing your personal and = Follow the Roche Group Code of Conduct and
business lives. Communications Policy.
* You are responsible for your actions. = Follow approval processes for publications and

*  Follow the Roche Group Code of Conduct. communication.

- Mind the globel audience. = Mind Copyrights and give credit to the owners.

= Use special care if talking about Roche products

= Be careful if talking about Roche. Only share :
or financial data.

publicly available information.

= Be transparent about your affiliation with Roche S EETI DRC SRl Il e R E

and that opinions raised are your own. = Monitor your relevant social media channels.

= Be a “scout” for sentiment and critical issues. = Know and follow our Record Management
Practices.

Source: Roche: www.roche.com/social media guidelines.pdf/

Copyright pharmaphorum media limited, please do not redistribute or sh



http://www.roche.com/social_media_guidelines.pdf/
http://www.roche.com/social_media_guidelines.pdf/
http://www.roche.com/social_media_guidelines.pdf/
http://www.roche.com/social_media_guidelines.pdf/
http://www.roche.com/social_media_guidelines.pdf/
http://www.roche.com/social_media_guidelines.pdf/
http://www.roche.com/social_media_guidelines.pdf/
http://www.roche.com/social_media_guidelines.pdf/
http://www.roche.com/social_media_guidelines.pdf/

pharmaphorumq

pringing h

HOW areyou going toengages

* Seek permission to market by
splitting your social media
activity into:

* Personality

Personality Promotion

* Interaction
e Useful information

* Promotion - Useful

Interaction . 4
) ) information
* Remember, interaction and

useful information will lead to
interest in your products &
services too if done correctly.

: : Split of time on social media
* Personality also gains you trust.

Copyright pharmaphorum media limited, please do not redistribute or share 15
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TweetDeck-,-u:u_:-::s.| @ ° °
From: -E] + 9

SQen

All Friends 8 Mentions 8 Scheduled Updates @ Direct Messages

,  Future Expectations For Dividend Paying ; Promoting promotion - lessons for the ‘B g Hereisascheduled Tweet set to go
J.M. Smuckers Company developing world bit.ly/LaCGLZ #hcsm | 4 tomorrow!
seekingalpha.com/a/ewa5 $5JM #hcsmeu @pharmaphorum

Mpha, [+] Sun 01 Jul 16:10 Alpha # H20hu, [+] 5at 30 Jun 17:57 ck © scheduled for: Mon 02 Jul 16:10

.
m J Whether you're going to the beach or Good article. RT @pharmaphorum: "Why
1 overseas, these toys and apps will make the § Pharma Needs Wikipedia" - valid arguments

"5es ™ trip seem faster. wapo.st/OQWfZI ¢ 8 from @EileenOBrien bit.ly/LU94gG #pharma P H I
BMLSMaG tphama rivate!

#washingtonpast, [+] S5un 01 Jul 16:09 via SocialFlow L)

Fab piece by @Atul Gawande on the pharmaphorum @PharmaNewsViews
- #SCOTUS #healthcare decision il @RedEmpressC @TazzyWazzyFrazz
m nyrkr/L T1gf7 Healthcare as a "wicked . gridbio @richmeyer @S pitzStrategy
at, thoughtful read
& timorei ish) Sun 01 Jul 16:09

* |dentify the key times for reaching your audience and engage accordingly.
* Use tools such as Tweetdeck and Hootsuite to schedule updates.

 BUT — beware of automation in social media as it can appear very unfriendly
and alienate people.
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HOW are you going to'measure succes

Gox J'SIE Analytics Visits 3
e ——
1. tco 6,356 °
2. linkedin.com 2,469
3. facebook.com 2,225
4. scoop.it LT
5 m.facebook com 618 °

Search for people, places and things

q | Pharmaphorum Timeline ~ | [ J

People Who Like Your Page (Demographics and Location) See Lkes

Gender and Age?

Femzle 45.7% 1.3%
317 1824 534 3544 4554 Sogd g5+
| T
Male 53% Tk i 7.2% Lo 0.8%
[}

Countries?® Cities? languages?

86 United States of America 31 London, England, United Kingdom 215 English (US)

82 United Kingdom 7 Mumbai, Maharashtra, India 103 English (UK)

60 India 6 Paris, Ile-de-France, France 10 French (France

Copyright pharmaphorum media limited, please do not redistribute or share

Audience demographics
and inbound traffic can
be easily tracked with
free tools.

Followers, ‘likes’, +1s etc.
are free for all to see!

You can use tracking
URLs, such as bit.ly, for
specific posts or make
unique offers through
certain channels.

BUT beware of chasing
numbers!
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Success stories
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QuintilesMedia's channel

Featured Feed Videos

m About QuintilesMedia's channel
Comments

Quintiles is the only fully integrated biopharma

senvices provider offering clinical, commercial,

consulting & capital solutions worldwide.

L. Driving Results with Data Driven Our network of 23,000 engaged professionals in
Solutions Powered by Quintiles more than 50 countries around the globe works
T undstr esents "Driving Results with Data Drive: with an unwav.
olutions Powered by Quintiles Infosario(TM)" at DIA 2012
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Boehringer
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This i the offical Facebook page of the Boehrger - 16,559
Ingehem group of companies. We have setup thispage to s == —_ | &

help share our message of ‘more health for the family’ as we = R

ur page!  Making m

11 views more v
== QuintilesMedia uploaded v
R itiaablocs (posde & #QDIA on Facebook

¥ Quintiles on Twitter

mething Stimpy Elgato
B Or cat(s)...

Stimpy Elgato
N e ——- 1 Five months ago today, Boelvinger Ingeheim, you kiled

ﬁ Doctors.netuk
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bringing healthcare together
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Questions?
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Email: paul@pharmaphorum.com Twitter: @pharmaphorum
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