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v-Fluence

It Starts Online
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v-Fluence provides major brands and organizations whose
business success is tied to criticai consumer needs
the online analysis, counsel and execution support they

require to be measurably successful.
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Healthcare

Food & Nutrition Energy & Environment Diversified

v-Fluence is a recognized leading online market analysis and Internet
services provider in health, food, nutrition, environment, and related
consumer spaces online. Our research services are used by the leading

pharmaceutical, food, agriculture, energy and business services

organizations for a range of issues management areas as well as by major
advocacy, professional groups and trade associations. Global brands

similarly rely on v-Fluence for online brand management, marketing and
public affairs support. A range of corporations and trade associations

also use v-Fluence to support reputation management and public policy

issues online.



Healthcare

Our dedicated health practice team has

‘!Lb_bo‘:t provided research, counsel and online
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pharmaceutical brands, academic
organizations, consumer product companies
and advocacy groups.

Areas of expertise include:

- -
novo nordisk

Mew Medicines. New Hape,

Pharmaceutical brand and issues online monitoring
(including adverse event reporting) and trends
analysis

Online CME and DTC rules and tactics

Internet brand management, corporate reputation and
product marketing

Healthcare policy and regulatory issues

Therapeutic areas including: respiratory ; mental
health; diabetes & metabolic syndrome; oncology;
cardiovascular

Biotechnology/ Nanotechnology issues tracking
Clinical trial online support
Alliance development and online community building
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Significant corporate brand management experience includes AstraZeneca, Pfizer, Johnson
& Johnson and Novo Nordisk. Major pharmaceutical product brand experience include:
CRESTOR; ARIMIDEX; SYMBICORT; ORTHO EVRA; and, SEROQUEL




Today'’s discussion

» Technology and healthcare today
— Consumer behaviors and use
— Basic definitions and tactical consideration
— State of industry

+ Emerging and impactful technologies
— Now
+ Web1.0
+ Web2.0
Emerging term (now — one year to adoption)
+  Mobile
+ The Cloud
Medium term (two — three years)
+  Augmented Reality
+ Location-Based Services
Long term (three — five years)
+ Semantic Aware Applications
+ Smart Objects
Other influential technologies
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Source: www.comedycentral.com




Rationale: It starts online! It Starts Online

For issues affecting reputation, issues and product
marketing, the Internet is no longer an add-on:

. (L_?J-Igbglly, more than 1 billion are online; 245+ million in

» Journalists, analysts, government officials and other opinion
leaders are influenced by the Internet more than any other
medium

» Americans now view the Internet as their most important and
trusted source for news and information consuming more
online content than radio, print and television combined.

; : R

References:

swww.clickz.com/stats
*Nielsen Net Ratings
eHarris Interactive
*Gallup Research

ePew Internet & American Life Project



for technology use and adoption rates
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Behavioral analysis for online influence

Existing and new communication technologies must be evaluated in the context of
base behavioral psychologies — which will be assisted by technology but not
significantly altered.

-

Action:

If urgency
If relevant maintained and
Targeted and relevant and urgent resistance avoided
AWARENESS: FIRST CHOICE WORK:
o EVALUATION: g

(Topic-linked: news,  — (Supplemental,
advertising, social focused search

7 i General search to o
media, and/or peer to ( and topic/ expert
peer-viral)

ation
site)

T

validate urgency portal peers
and need) to compare and
evaluate options)

80v20 Iﬂix

Awareness Phase Opinion Phase Belief Formation

Action:

(Offline)

N

Adapted from the Daniel Yankelovich model of opinion to belief to action process (cite:
http://www.annenberg.northwestern.edu/pubs/violence/viol5.htm )

We overlay the psychological tenets of converting awareness to commitment with well
researched online information gathering behaviors to evaluate and model online
environments and associated technologies from the perspective of how related issues will
be influenced.

Emerging technologies are enhancing, not replacing, these behaviors —in some cases
shortening processes but rarely eliminate core components.



Simple keys to success

Integrate your traditional activities with online resources developed for:
* Visibility

— Content availability and extension in relevant awareness channels
— Content presence in relevant inquiry and opinion formation spaces

« Usability

— Behavioral (audience) usability
— Technical usability for maximum extension of content and tools

+ Measurability

— Actionable content and tools
— Conversions specific to goals

© 2010 v-Fluence 9
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How people use the Web (today)

+ 70-90 percent of all Internet
experiences (still) start with a search
engine - 12 billion searches conducted
monthiy = Google Sites

myahoo! Sites 90%

® Microsoft Sites

+ 90 percent still email - 47 billion “non-

i _ i W Ask Network
spam” emails generated daily A
= Other
« 82 percent view online video — 16.5
billion videos viewed monthly Nielsen/Netrating June 2008

* 68 percent have visited a social 30%
networking destination — 400 million
facebook members, more time spent
social networking than all other online
activities

25% Soclal Netwarks

Shepping & Classiti

Market Share of Pages
]
-

* More people turn to the Internet for

. " g
news than newspapers and radio i Search Engines
News & Media
o S -] : N ’ " . m = = =
+ 35 percent use mobile devices for T A A T
online activities
& 2010 v-Fluence 10

In August 2009, there were 2.8 billion searches conducted monthly on YouTube (only 2.6 billion on Yahoo!)
Time spent and content consumed on social media sites exceeds traditional news pages by more than 8 to 1

The places where people start, spend their time and eventually end online will determine how they form their beliefs about your brands,
products or issues. People engage in path-finding online in identifiable manners based on types of activities and desired outcomes. v-Fluence
research marries these well research behaviors within the specific environments that influence your brand, products and related issues.

Citations and notes:

Nielsen NetRating June 2008 http://www.nielsen-netratings.com/pr/pr_080718.pdf
www.comscore.com December 08 search data report (11.5 billion searches conducted)
http://www.pewinternet.org/pdfs/PIP_Generations_2010.pdf

While behaviors show people starting with search they are now spending more time on social network pages. News and mainstream media

space “time spent” is now less than 3 percent, although “mainstream” news presence (placements) in search and social networks have

gﬁlueﬁce —k_the degree of which can be determined by specific keyword, category and topic pathway research provided in v-Fluence i-Map
enchmarking.

Various studies found at http://www.clickz.com show between 73 and 90 percent of all Internet homepages and user experiences start at a
search engine (most research shows closer to 90 percent)

A Taxonomy of Web research: www.acm.org/sigs/sigir/forum/F2002/broder.pdf
http://www.searchenginewatch.com

The Deep Web: Surfacing Hidden Value: http://www.press.umich.edu/jep/07-01/bergman.html

Other sources:
http://www.blogstreet.com/
http://www.perseus.com/
http://www.blogherald.com/
http://www.pewinternet.org/
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Awareness pathwayss and destinations

The #1 downstream
destination for all
social networking
channels is still

Google...
VB 002008
Geasil

o le Goose

uOL)SIE Gﬂ*‘dlfgco )glta k'

Google Google

\
social
channels .

Mobile and “point
of consumption”
(POC) content
will alter Google's
current dominant
influence

- © 2010 v-Fluence
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Why the Web matters for healthcare

= More people QO on"ne for health Primary Health Information Resource Used by US

information than any other Adult Internet Users
individual source (Burst Media) (ST T -
* More go online for health mﬁ.
information than seek advice e
from all health care professionals | G —
combined (AMA) (2 Friends and famiy OTeevison
B Newspapers and magazines @ Other

Burst Media August 2007

* Health information online carries
more credlblllt(}/ than television, More people go online for health
online info, 2n only tO information than any other source

physicians (Gallup)

.

Full copies of these and related research reports available upon request to info@v-
Fluence.com




Healthcare behavior facts

+ 80 percent of consumers go online for health-info
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» General health &54%) followed by therapeutic-specific (37%) favored over corporate

(4%) sites for information
Online Health Information Seeking Has More Than Doubled Since 2002
Online Pharma Info Seeking Has Tripled

+ 75 percent of physicians
use the Web weekly

miligns

< aHealth Consumens
for job-related research Lo N, T
—
1000 | - /
+ 94 percent of physicians T/
report having to address 500 3 .
patient concerns based ; -
on information they found o
online °
2002 2004 2006 2008
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Various studies reveal:

¢ For health info, people go online first
¢ Health info online carries more weight

e Television, print and other traditional advertising diminished values — and when not
reinforced online lead to lower ROI

¢ Value ROI online (with targeting) significantly higher than traditional advertising for
conversions (brand awareness can be bolstered with traditional advertising, but customer
conversions happen online)



Healthcare behavior online

.

The number of sites visited by online health consumers looking for disease-specific

When people make health inquiries 66
percent use major search engines
(Google, Yahoo, MNS/Bing) and 27
percent use major Web health portals
(Web MD, CBS Health, etc...)

21 percent use Wikipedia, 34 percent
get health information from social
media and 35 percent are influenced
by what other consumers say about
medication or treatments online

The volume of health content
available online has grown by more
than 75,000 percent between 1999
and 2009

Method Used by US Intermet Users to Begin an Online
Health Information Search, August 2006 (% of
respondents)

p— | .

Web site known
to provide health
information

s

Search engine
B4
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roum:

ng
Source: Pew Internet & American Life Project. "Oniing Health Search 2006,
October 2006
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information has grown by more than 200% in the past two years.

Sources:

Pew Internet & American Life Project (Cybercondriacs)

Harris Interactive

Manhattan Research

Compete.com

Hitwise.com




« 77 percent of primary care
physicians turn to the Web for
medicai information

(SearChMed|Ca.Com) Business | Financial Times

. Between 70% and 90% of Doctors click to networking
physicians use the internet on a By Christopher Bowe in New York
dally basis (Pharmlwebcom) 2:3?5]1(:40 p.m. CT, Sun.. Oct. 14, 2007
. Us dog % Change in Physician Use of
* 45 percent of phyS|ClanS use the afed) Professional Sources from 2005 to 2008

Web specifically to research new el
treatment/product benefits

(Maxwell Group) s v
social | Tl
+ 70 percent of government health Sy
regulators report using the Internet As the| % t
Online

. . . Detailin
to identify issues with new drug P - "
treatments and medical ) caled] i | Mo -
technologies (Journal of Medical spend tetbocks™  Joirasis

than bj -10%
Internet Research) Ammong ot U5, physicians P

Sources:
http://www.pharmiweb.com/pressreleases/pressrel.asp?ROW_ID=1383
http://www.jmir.org/2007/3/e20

http://www.jmir.org/2009/3/e22#ref3

Dickerson S, Reinhart AM, Feeley TH, Bidani R, Rich E, Garg VK, et al. Patient INTERNET use
for health information at three urban primary care clinics. J Am Med Inform Assoc
2004;11(6):499-504 /

Dihealthcare clients A, Griffith R, Ng J, Reinert S, Friedmann P, Moulton A. Patients' use of
the INTERNET for medical information. J Gen Intern Med 2002;17(3):180-185.



Environment for health outreach

Before

* TV, radio and print campaigns
raised awareness of major
conditions and increased demand
for brand name drugs with access
limited to relatively few *
commercial players by costs and
defined regulatory guidelines

+ CME and related outreach

provided direct access to .
prescribers

« Treatment/product-related .
research controlled and access
limited

Now

New media and technoiogies dominate
consumer health spaces with
significantly broader base of influential
participants

Regulation has not kept pace: guidelines
don’t always easily transfer, are
interpreted differently among players
and aren't yet adequately or consistently
enforced

Pharmaceutical and medical device
company access limited by policies and
regulations

Research sources and access opened

.

www.v-Fluence.com




It Starts Online

Definitions: Web 1.0 & 2.0

* Web 1.0 — the Web we * Web 2.0 — emerging

know new and social spaces
eRealEstale | | e-Dialogue “Ret Bl el
\ \ /

L
LS An/interrelated.

\
\_‘//%\ evolution of behavi\c\iﬁsﬁ
|-—Tot a replacement

e-Tools

The evolving 'ﬁeb: multi-platfurn;-, XML-based,
content syndication driven

While many today focus on the latest whiz-bang application, it’s critical to acknowledge
that people use the Internet with well researched and defined behaviors. The behaviors,
which can significantly influence opinion and belief formation linked to actions, do not take
place in the isolation of a single channel or tactic. Understanding how traditional Web 1.0
behaviors such as search and e-mail are being extended to emerging Web 2.0 activities
such as blogging, social networking, multi-media sharing, etc... as specifically relates to
your goals is the key to successful ROI.

The Web today: er driven, HTML Lmd, search driven

Web 1.0: Web sites, news portals, search engines, email listservs (distribution lists),
interactive online survey and calculator tools, etc...

Web 2.0: Blogs, social networks, micro-blogs (twitter), Multi-media indexes (YouTube),
Widgets, etc...

Web 1.0 and 2.0 distinctions are primarily behavioral. Web 1.0 behavior is about
proactively seeking and collecting, while 2.0 is about establishing your interests through
profiles and behavior which then allows content to find you.



1.0 Search visibility still matters first

Gox '3"" e [y e

dusian Times - 3 Cles »
Infection, early birth linked to asthma »€ - Los Angeles Times - 38 related articles »

T
Taro v s
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One consistent and key online behavior is that people don’t read content on the
Web, they scan. Scanning is done with significant speed seeking out key signals
(bold terms, common “signage” or recognizable images) from which they can
continue their “path-finding” to satisfy their needs.

A key to success is optimizing content against relevant keywords with
correspondingly relevant information to appear in these visible spaces. New
challenges and opportunities are evolving with advertising placement options,
Google Health and Bing Health priority placements, News results, image and video
results placements on first page of keyword searches.

Other challenges: On March 26, 2009 DDMAC/ FDA sent letters to 14 major pharmaceutical
manufacturers, stating that sponsored link advertisements for specific drugs were
misleading due to the lack of risk information. (Max PPC space is 12-15 words/ 75 characters)

Research, started at Cornell University, using pupil tracking cameras linking eye
movement to keystrokes shows this behavior. “Heat Maps” reveal how consumers
“scan” versus read Web content. Three types of searches: informational (70%),
navigational (15%), and transactional (15%) — for which informational searches
rarely extend beyond the first page of search results.

Using terms the search engine report that consumers use (not terms marketers
would like them to use) with their corresponding frequency of use we cull the
relevant and visible results found on the various search engines and create a
visibility index of relevant destinations weighted by the influence. Relevant broad

18
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=t While many conversations are moving to
more dynamic social spaces there are still
_ e | over 1 million active listservs with more than
BiaT = = 100 million subscribers and 80 percent of
Batar

] “_-J._!.‘i:-i’_-“';j consumers have visited these spaces....

Peer to peer, viral and participatory (topic or other affiliation-specific) discussion groups
continue to have significant influence online. While moving to new media social
networking platforms, these avenues still exert significant influence. Over 2 trillion e-mail
messages sent annually. Over 1 million active listservs with more than 100 million
subscribers. 80 percent of consumers have visited an online discussion space and over 60
percent have posted comments.

(3 MHLISTSERY Home Page

These spaces generate awareness about emerging health issues such as new treatment
options. This awareness leads to inquiries to evaluate, form opinions and take actions.
Inquiries largely take place in search. The number one downstream destination from
discussions spaces continues to be Google.



2.0 Social and consumer media

WIKIPEDIA
English Eﬂlﬂﬂl

* Media Sharing (YouTube)

AOL .’Vldeo w‘_ ~+ Social Networks

— Social Bookmarking

Consumer Generated Med‘ QQM’: - Social Cataloging/Citations
Often wHere AWAR > . Wikis
ke c""* gﬂ + Blogs
Cyws s Vi

— Micro blogs (Twitter)
*  Virtual Worlds

* Mobile/ WAP

* Mash-Ups & Apps
S ECOND. — QR, RFID, Near Field Communications

tu}lkher l F E - Geo-location

— ® 2010 v-Fluence 20

Definitions, descriptions and examples of the various social and consumer media platforms
and tools, along with best-practice white papers and case studies available to all v-Fluence
clients.




Online multimedia

» 75 percent people have viewed video online

| Video results for diabetes video

g Diabetes - What s Diabetes - R
High Blood Sugar ... “ [ 4 min 11 sec- Jan 15, 2008
4 n video.about.com 1“ www.youtube.com
Cade's Diabetes Video »{
3 min 47 sec - Sep 5, 2007
4 www youtube com '
* 600 million hours of online video viewed monthly

;; s :

Video hosting services (e.g., YouTube) allow users to upload video clips to an Internet
website. The video host will then store the video on its server, and show the individual
different types of code to allow others to view this video. These videos can be “served” via
embedded code to other destinations such as blogs or social network pages.

YouTube alone accounts for 45 percent of all online video today. In over 60 years of
commercial broadcast the three top commercial networks (ABC, CBS and NBC) have
produced 1.5 million hours of video — the same volume posted every six months to
YouTube.

Video results bars are now being incorporated into general search on Google, Yahoo! and
MSN/Bing when sufficient content coded for keywords is available.

v-Fluence Video Sharing White Paper and specific Video Sharing (YouTube, i-Tunes) Best
Practices documents are available upon request

21



Media sharing/ mixing
* Sharing inu :: e b o it
« Aggregating @ IIIIIII
-
+ Syndicating R
* Amplifying
« Mixing

Sharing, aggregating, syndicating, amplifying and mixing includes: video, audio, still images
and various mixed format (e.g., PowerPoint) media. Tactics and sources vary from hosting
platform to hosting platform. Currently there are over 7,000 “health” topic channels on
YouTube and over 1 million health treatment related videos collectively viewed more
than 500 million times.

YouTube digital ethnography defined: http://mediatedcultures.net/youtube.htm

For examples of mixing, see also: Numa-Numa:
http://www.youtube.com/watch?v=600g9gwKh1o and (over 35 million view — and
subsequently remixed over 130,00 times) and
http://djmatman.blogspot.com/2009/03/crazy-youtube-mixing.html



Multimedia amplifying and mixing

Fres Hugs Campaign =a

Traditional multimedia content no
longer “owned” or controlled

+  Commenting

* Video responses

*+ Syndication/ Amplification
*  Mixing

Consider this: 1.5 million hours of
programming (including re-runs) by
ABC, NBC and CBS in past 50
years - 1.5 million hours of unique
programming posted every six
months to YouTube

‘» st )

Free Hugs Campaign — example of commenting (97,000 comments) and video response
(490).

Numa Numa (2004) by 18 year old Gary Brolsma — over 700 million views and 135,000 re-
mix amplifications.




Social networking

« 65 percent of Web users visit

social networking sites — 34 glh =
percent get health information ;m f— P
» Over 100 “SN" destinations with =

200+ million members e WEEES

— Face Book (170,000,000) —
— MySpace (160,000,000) = .
— Linkedin (30,000,000) En 5
— SERMO (30,000%)

— Second Life (5,000,000) -

— Care2.com (10,000,000) i

« QOver 1,000 healthcare related
“communities” with more than 10
million members within facebook
and LinkedIn alone

Networked (XML-enabled) member destinations for topic-category content sharing. A
social network is a social structure made of individuals (or organizations) called "nodes,"
which are tied (connected) by one or more specific types of interdependency, such as
friendship, kinship, financial exchange, dislike, sexual relationships, or relationships of
beliefs, knowledge or prestige. Social network analysis views social relationships in terms
of network theory about nodes and ties. Nodes are the individual actors within the
networks, and ties are the relationships between the actors. The resulting graph-based
structures are often very complex. There can be many kinds of ties between the nodes.
Research in a number of academic fields has shown that social networks operate on many
levels, from families up to the level of nations, and play a critical role in determining the
way problems are solved, organizations are run, and the degree to which individuals
succeed in achieving their goals. In its simplest form, a social network is a map of all of the
relevant nodes between all the nodes being studied. The network can also be used to
measure social capital -- the value that an individual gets from the social network. These
concepts are often displayed in a social network diagram, where nodes are the points and
ties are the lines.

See also Folksonomy - The spontaneous cooperation of a group of people to organize
information into categories; a user-generated taxonomy. (Relates to sub-types of social
networking, e.g., social bookmarking, social directories, social cataloging, etc...)

v-Fluence Social Networking White Paper and specific Social Network (facebook,
Linkedin) Best Practices documents are available upon request

24



Product and sponsored networks

- Patient networks (over (oo (.
100) s
— Depression Understood S ;'.ﬁ =
— Real Mental Health P

o T Say o To Family Members

Schizophrenia.com E= 2 BB &
Depression Tribe E mem
Depression Forums £ =

* Product sponsored
(over 25)

DepNet (Lundbeck)

Heroes of Hope (Genetech)

MS Gateway (Bayer)

MS Watch (Teva)

_ v-Fluence (C) 2010 25
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Professional group networks

Serme

-y
vt

* Physician and HCPs

(over 30) e e
- Sermo nsea e et oot
— Medscape Physicians e

Connect S e

— Nurse Connect
* HOSpitﬂIS, HMOS and Detobar 4, 2009
Insurance groups (over

Hospital Social
Media Accounts

200
— Mayo Clinic S
— Wellbridge

— Kaiser

_ v-Fluence (C) 2010 26

Additional references: http://www.doseofdigital.com/healthcare-pharma-social-media-
wiki/




Wikis
* Wikipedia

— Organization profiles
— Diseases and treatments

— Other related lifestyle
topics

\_vapr_'did.

3 R more than 2,900,000 articles
Mational Allance on Mental lliness of the w.kip.d].

» Other types of wikis
growing in influence

PO S——— 17 T
L4 Categeries
« In the news

% Featured content

— Health wikis W
— Advocacy wikis ] B Pandom i
— Mobile wikis

— & 2010 v-Fluence 27

A wiki is a website that uses wiki software, allowing the easy creation and editing of any
number of interlinked Web pages, using a simplified markup language or a WYSIWYG text
editor, within the browser. Wikis are often used to create collaborative websites, to power
community websites, for personal note taking, in corporate intranets, and in knowledge
management systems. Most wikis serve a specific purpose, and off topic material is
promptly removed by the user community. Such is the case of the collaborative
encyclopedia Wikipedia. In contrast, open purpose wikis accept all sorts of content without
rigid rules as to how the content should be organized.

A sample list of health-related Wikis can be found at:
http://webtrends.about.com/od/wikilists/tp/list_of health_wikis.htm a healthcare
professional edited Wiki is http://www.medpedia.com

v-Fluence Wiki White Paper and Wikipedia Best Practices documents are available upon
request.



Blogs & consumer generated media

It Starts Online

Blog elements & tactics
|Timektate
|stamp

Bmnih
rutipt

[isiclel

| ]
[ttt

Eomment/

feedback..__ -

bption o sogroll
1o related

[What blogs “influence”
Search Results
| Cooge 2= o

- mndicatnel

'Why biogs & CGM malter
Cantent enhanced by Type -
other I:InggElS and ’\.
comment past ig me =

- matter, simple content is
| secondary... without effective

It's about the tactlcs... i
.. Tactics which influence other [ T
“belief formation” channels

et “iluminated”™ infLen axd
larch & news portals

ey matter

tactics, these are simply

< “conversations of one”

“Bloggers have very litihe power. What they have /|
is [nflvence * - Gienn Reynolds, instapundd com o

- e )

A blog (a contraction of the term "weblog”) is a type of website, usually maintained by an
individual with regular entries of commentary, descriptions of events, or other material
such as graphics or video. Entries are commonly displayed in reverse-chronological order.
"Blog" can also be used as a verb, meaning to maintain or add content to a blog. Many
blogs provide commentary or news on a particular subject; others function as more
personal online diaries. A typical blog combines text, images, and links to other blogs, Web
pages, and other media related to its topic. The ability for readers to leave comments in an
interactive format is an important part of many blogs. Most blogs are primarily textual,
although some focus on art (artlog), photographs (photoblog), sketches (sketchblog),
videos (vlog), music (MP3 blog), and audio (podcasting). Micro-blogging is another type of
blogging, featuring very short posts. Blog search engine Technorati tracks more than 110
million blogs.

Blog influence is largely linked to bloggers potential impact on search results and news
portal content visibility. Very few people read or use blogs to form beliefs. However, well
syndicated blogs utilizing effective blogging tactics (including keyword anchor text hyper-
linking — Google Bombing) can influence what people find in search and online news —
areas which can have a significant impact on your brand. Some blogs will achieve direct
visibility in search and must be managed as you would any other media, commercial or
advocacy influencer affecting your brand.



Health bloggers (over 1,500)

1~ Maw Yok Times Haa it icga mimes. com) — Aufhoned 6109 T o = Tara Pamer-Fope
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3 Fsuga hitp:Itsugar com AuthoredBiog  Dietblog Tes Mumpie Ha Tes
1 Badscence hitp badscence net' Authored Blog  Ves Dimovs c:nnn:urn Yes Ben Goldacre, UD  chpicalcases@gmall o o
4 DistBsog hiteoigl-2tog comy Authored Biog Diet blog Mo Yes utipie Ha Yes
& The nitp C \pyre speciYes  Yes Ha Yos
? hitp ] The Editors of Eflect Mea Yes Yes “Orac” (anon) eheeveeomailcom Mo Na
8 Phamalct hitp an¥es  Yes Ed Sibwrman Na Yas
9 Mars Dady Apple  hipPmarkscadyapplecom  Aulhored B9 DailyhesmhandBiness Mo  Yes Mark Sissen mitissongpamail car No o
10 ¥ hitp .00 c \ggregaior The biog of the Caio insir Yes  Yes MuBpie (listed) bisag@cas.ceg o tia
1 hitp: comibiog Yes Abvar Fesnandes mh@cre aliee-wapiog Ho Mo
12 Denisism Blog hitp: Beog of hea No Yes ark Hootnage mak@denaliam com Ho Yes
13 AB comiciack! e L Coturrix (anon) coturnts@omai com NS Yes
14 Heath Blot g y Yes  Saaow solumin@omal com Mo Tes
14 Runeng a Hopssal  hitp. A a :Eomo Yes Paul Levy Ny Ho
18 unifood Soence hitp.junidnodscience biogspot & Auhored Blog Hutron tilog Ho Yes Sandy Sazwarne o ]
17 hitp [ Yes  Yes Fuevere (anan| ‘The editars™ o Yes
18 Mecpadget hitp (= gregator Publish het of Pharma Liar Yes Yes Mumipie isted) Mo Yos
19 Diabetes Mine bt c Bodies Oursehves (OYes Yoz Ams Tendanch chnstne@ourbodiest o Ny
20 Awtul hitp 9 No  Yes padlaas@iniorg  Yes Yeos
21 NHSBlog hitp = \ggregator Amencan i Mo Yos Jnlm cnmn WO (LK) ] Mo
22 Inthe Pipsling hitp.Cpipsling sornte somd Authored Blog  Ablog onthe fuure ofthable  Yes kb o Samal 5 o tia
3 About Pediatrcs hiip Fpekatics aboad com/ cmmwwhwmm o Yes mnun!lamlm [":] Mo Yes
24 Pote Dissert hitp mpoiedissent com sumored Biog  Comics, medicne, leleisho  Yes = | sscti@coitedissantc Mo o
25 Autism Vox hitp AUt s MveE com/ mmqaog Mother of a childwih Autiblo.  Yes Krisina Chew, PhD £madia oo Yes Yos
o6 Trage hiip Mo Na Judith Graham Jegraham@inbune co No Yos
Eod 35S Yeos ltple Shiowlia@meness oo o "o
8 KewnliD nitp:hdnmd comiblog! Conlent sggregalor Comics. medione, polmc Yes  Yas Kain Pha, MD scoliSpoliedissentc o Ho
29 Brainblogger hitp.Mrainblogger com/ Urique Contend Bic Topics fram multdimensional bicg Yas Shahwen Lakhan Ha o
30 Paych Caniral hittp:opsychegniral comy Authored B309  Leaem Share. Grow. Mo Mo o Yas
o htp Beg of subo  Yes Kim lachyab@glenat Mo Ny
32 Dr Sanity it odrsanit y Yos Pat Santy patsanto@acicom Mo o
13 hitp G pgreg medical siudenfs joumYes  Yes Bertatan Mesko Deso mesko@oma ¢ o tia
34 LATimes Bosster sn hatg 9 Mo Yes T tami dennis@latmes No Yes
3 Bog Mo Yes Jake Young jamespoung@igmail 1o Yes
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As with search, health topics are among the most frequently posted in the blogosphere
(mental health and cancer being the most frequent therapeutic-specific topics). v-Fluence
databases include over 1,500 identified and ranked health-topic dedicated blogs and other
social/consumer influencer channels online: discussion groups, listservs, portals, social
networks, multi-media channels, etc...

1,500 health blogs

750 health discussion boards
1,000 + health listservs

200 + health portals
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Microblogging is a form of multimedia blogging that allows users to send brief text updates
or micromedia such as photos or audio clips and publish them, either to be viewed by
anyone or by a restricted group which can be chosen by the user. These messages can be
submitted by a variety of means, including text messaging, instant messaging, email, digital
audio or the web. The content of a microblog differs from a traditional blog in that it is
typically smaller in actual size and aggregate file size. A single entry could consist of a single
sentence or fragment or an image or a brief, ten second video. But, still, its purpose is
similar to that of a traditional blog. Users microblog about particular topics that can range
from the simple, such as "what one is doing at a given moment," to the thematic, such as
"sports cars," to business topics, such as particular products. Many microblogs provide
short commentary on a person-to-person level, share news about a company's products
and services, or provide logs of the events of one's life.

v-Fluence has identified over 500 healthcare professional Twitter feeds.

Other information: http://www.healthtechnica.com/blogsphere/



Virtual worlds
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A virtual world enables users or players to interact in a computer-based simulated
environment populated by avatars (In online gaming, a MUD (Multi-User Dungeon),
pronounced /mad/, is a multi-user real-time virtual world ). Distinction between “real” and
“virtual” is getting fuzzier. “Hyper-reality” (concept of media being more real than real) has
been explored by: GeoSim www.geosimphilly.com and www.metaverse-labs.com.

Many groups are researching and using virtual worlds to address areas health topics (e.g.
diabetes), CME and remote diagnosis.

Healthcare examples:

HealthCyberMap.org (and “SLURLs — second life URLSs).

Second Health in SL: http://uk.youtube.com/watch?v=Qtn5wcDA)

Second Life has Medical and Consumer Health Libraries and “Healthinfo Island”

Twinity.com is another virtual world example www.sloodle.com (SL + Moodle) offer ability
to gain “clinical” skills, attend live events remotely, American Cancer Society raises funds in
SL. Modeling Health Care Logistics in Virtual Worlds: http://vw.ddns.uark.edu

Health Education in Second Life video: http://uk.youtube.com/watch?v=iBj0-mzrAY4 (Cigna
Health Ed)



Awareness leads to 1.0 research/ action
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The #1 downstream
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social platforms is
still Google

Action
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What,s neXt? B Sas On.'n

« Web 3.0

Ubiquitous
Integrated

Free from desktops and
devices

The technologies required
for this all largely exist
today and require minimal
infrastructure investments
to initiate. Consumer
behaviors (willingness)
will define adoption
timelines....

-r i

Microsoft Health Vision Video
http://www.microsoft.com/video/en/us/details/b112dalc-c918-41ee-bb45-d6a553496168




Emerging Technologies - Now

Mobile Cloud Computing

Database

Cloud Computing
everything and the kitchen sink
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Mobile facts

« 58 percent of U.S. consumers own

Web-access capabIe mobile phOﬂES U.5. Mobile Activity - November 2008 Audience| Reach| Growth, %
Sent/received photos or videos 63,736,000 2?{1 5.6

Received SMS ads 54,922,000 23.9 8.2

10 percent of Web-enabled phone Accessed News/iNfo via DIOWSEr 41,594,000) 18.2 9.7
n Used email 38,370,000, 16.7 6.3

i - Ustened to music 21,006,000 9.1 8.5

users have made a mobile purchaser Accessed suc.:lnetwork.ng sites 20,668,000/ E] 14.2
16 percent compare priceS' 16 Played downloaded game 20,468,000 B.9 6.1
A Purchased 19,556,000 B.S 1.1

percent research pl’od ucts Accessed downloaded application 18,337,000 8 158
Watched Video 7,523,000 3.3 5.6

» There are 4.1 billion cell phone users

Top mobile sites Top PC sites
(2008) globally Mobile Operator Sites Google Sites
Google Sites Microsoft Sites
Facebook.com Yahoo! Sites
140 million US consumers will be Yahoo! Sites Facebook.com
H % - BBC Sites EBay
using mobile bro.ad!::and by 2.01 3 e Shegies
by 2020 the 'T'aJO"'tY of online Microsoft Sites AOL (inc. Bebo)
content will be consumed on Sony Online (inc. Sony Ericsson) Amazon Sites
: P Nokia Ask Network
mobile devices AOL (inc. Bebo) Foundation

- S -

By 2020 majority of online content will be consumed via mobile devices. Apple's
iPhone represented 69 percent of U.S. smartphone traffic across mobile advertising
marketplace AdMob's network in May 2009, up from 59 percent the previous month.
According to AdMob, smartphones now account for 37.3 percent of total U.S. traffic--
Research In Motion's BlackBerry devices generated 13 percent of AdMob smartphone
traffic last month, followed by devices from HTC (10 percent) and Palm (3 percent). In all,
AdMob reached 15.1 million unique users on iPhone and iPod touch devices on 2,309
applications in its network in May, with the average iPhone user in AdMob's network
accessing four applications during that time. AdMob adds that five days after the launch of
the iPhone OS 3.0, devices running the update represented 44 percent of iPhone ad
requests, while only 1 percent of requests came from iPod touch devices running the
revamped OS.

By 2013, there will be over 140 million U.S. consumers paying for mobile broadband, which
will extend video, communication, networking, and support services to a range of devices.
Parks Associates forecasts 4.5 bln mobile phone users worldwide by 2013, with many
people using these devices as gateways for entertainment services, community
information, and social networking.

http://www.itfacts.biz/us-mobile-internet-activity-in-november-2008/12556



Mobile/ WAP influencing healthcare

* Over 10 million Americans use cell o500 apps tagged with nealtn
phones or smart devices to look up
heaith information

RelationTips Calarie Abacus Zum Bud

* Add-ons like: Quick Response
(QR) & Bar Code mobile readers,
Geo-location and other tools (e.qg.,
Cellscope) enhance “point of
consumption” decision making

FDA has indicated

it will regulate some =
WebMD Mobile mobile apps as Lcket Workout
=S medical devices -

+ Device targeted — point of
consumption content
— BMI risk calculators

— Physician’s assistant app

— Blood pressure cuff app
— Glucose monitoring

Currently over 1,000 iPhone health-related applications which have been downloaded by
more than 1 million consumers. See also: http://www.v-fluence.com/blog/457/turning-
mobile-consumers-into-food-safety-inspectors-clinical-diagnosticians-and-more

Parents could soon be using their iPhones to monitor a child's blood glucose levels
throughout the day, whether that child is at school or at the beach. Of course, there are
already dozens of iPhone apps available for tracking exercise, diet, and blood pressure—
where you input information yourself. But new tools, like one unveiled in March (2009) by
J&J’s LifeScan, will monitor health information remotely, then share it with family members
or doctors.

And

http://mobihealthnews.com/474/fda-may-regulate-iphone-health-apps/ (FDA to regulate
iPhone apps as medical devices)

http://www.youtube.com/watch?v=0cUYo5Erxto



Cloud Computing

» Access to the “deep web” (600

— & NNN timeae larnar than
Cywww WSS idirgern wian

current “surface” indexed by

Google) expanding data - ] smert Appiances
availability exponentially PC N, 7

+ Remote programs and shared = ~ Motebiook
resources enables enhanced Mobile

computing and processing _

capabilities ol ‘ (-]
aa : Remote
Database EE!E Desktop

Remote Server

+ Removes “device” limitations
and lowers pipeline (data
stream) requirements

s :

Cloud computing is a new generation of computing that utilizes distant servers for data
storage and management, allowing the device to use smaller and more efficient chips that
consume less energy than standard computers. Cloud computing services often provide
common business applications online that are accessed from a web browser, while the
software and data are stored on the servers.




Cloud computing healthcare

= PHI: Today, people who manage
their personal health information (30
percent of all consumers) one-
quarter do so via the Web or
computer desktop applications — 40
million by 2010

e e e

+ Research: Increased access and
lower costs via virtual data analysis
clusters will influence and expand
drug safety, efficacy and related
inputs

« Existing Data Access:
governments, universities and other
sources are opening data sources
via APIs to product (e.g., “app”) >3 1150
developers and the public (NIH S “\‘? q:-:#, |
currently offers over 50 “catalogues” ) Copernicon Shi -
of information)
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Chilmark research — consumer personal health information data.
http://chilmarkresearch.com/2009/01/12/cloud-computing-in-healthcare-a-presentation/

Health research cost example:
http://www.sciencedaily.com/releases/2009/04/090410100940.htm

The NIH, FDA and other US government agencies are currently soliciting public comments
on data formatting and related elements which will enable broader public access via
http://www.Data.gov.



Emerging Technologies - Soon
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Augmented Reality

* Virtual, computer-
generated imagery
which creates an
enhanced (mixed)
reality.

» Currently over 100
augmented reality
applications available
for the iPhone — largely
geographic in nature.

Augmented reality (AR) is a term for a live direct or indirect view of a physical real-world
environment whose elements are merged with (or augmented by) virtual computer-
generated imagery - creating a mixed reality. The augmentation is conventionally in real-
time and in semantic context with environmental elements, like for example sports scores
on TV during a match. With the help of advanced AR technology (e.g. adding computer
vision and object recognition) the information about the surrounding real world of the user
becomes interactive and digitally usable. Artificial information about the environment and
the objects in it can be stored and retrieved as an information layer on top of the real world
view. The term augmented reality is believed to have been coined in 1990 by Thomas
Caudell, an employee of Boeing at the time. Augmented reality research explores the
application of computer-generated imagery in live-video streams as a way to expand the
real-world. Advanced research includes use of head-mounted displays and virtual retinal
displays for visualization purposes, and construction of controlled environments containing
any number of sensors and actuators.

Additional information: http://www.augmented.org



Augmented Reality Healthcare

» Visualization and
reality interfaces for
medical procedures
and diagnoses for
HCPs

* Consumer aids via
mobile devices and
smart appliances

4 F, 4
_ 41

Over 200 augmented reality-related published research papers in health journals.




Location Based Services
- GPS and mobile device |7
enabled content “mash
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A location-based service (LBS) is an information and entertainment service, accessible with
mobile devices through the mobile network and utilizing the ability to make use of the
geographical position of the mobile device. LBS services can be used in a variety of
contexts, such as health, work, personal life, etc... LBS services include services to identify a
location of a person or object, such as discovering the nearest banking cash machine or the
whereabouts of a friend or employee. LBS services include parcel tracking and vehicle
tracking services. LBS can include mobile commerce when taking the form of coupons or
advertising directed at customers based on their current location. They include
personalized weather services and even location-based games. They are an example of
telecommunication convergence.

Good source for latest LBS health info: http://www.ij-healthgeographics.com/



Location Bases Services Healthcare

* Local drugs/drug trade names and
prices (in local currency)

Fraud detection, recalls and digital
rights management

Local disease rates and information
maps and guidelines

« Targeted health education
+ Addresses of local healthcare facilities
Local health news (alerts)

Local health risks and travelers' health
information

.
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For more information: http://healthcybermap.semanticweb.org/ and
http://www.ncbi.nlm.nih.gov/pmc/articles/PMC149402/

Also: International Journal of Health Geography

http://www.ij-healthgeographics.com/
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Early semantic application examples:

Pandora (March 2010) had 48 million users who listened to an average 11.8 hours per
month

Netflix (Jan 2010) has 14 million subscribers now downloading more content than
consuming via mailed disks.

Semantic aware applications allow meaning to be inferred from content and context. The
promise of these semantic-aware applications is to help us see connections that already
exist, but that are invisible to current search algorithms because they are embedded in the
context of the information on the web.

http://horizon.nmc.org/wiki/Semantic-Aware_Apps

http://www.trueknowledge.com/

Smart objects are the link between the virtual world and the real. A smart object “knows”
about itself — where and how it was made, what it is for, who owns it and how they use it,
what other objects in the world are like it — and about its environment. Smart objects can
report on their exact location and current state (full or empty, new or depleted, recently
used or not). Whatever the technology that embeds the capacity for attaching information
to an object — and there are many — the result is a connection between a physical object
and a rich store of contextual information. Think of doing a web search that reveals not
pages of content, but the location, description, and context of actual things in the real
world.



Semantic Aware Applications

* User (e.g., patient) specific data
compiled, organized and delivered
based on specific profile and
available meta data

o .

» Portals aggregate content facilitate
highly customized research

« Topical search integrates media i :
(video and image) with text results . -

* The Cleveland Clinic is using ' _
semantic web concepts to search o B e s Bt e

onmsanysn Jommmininyes [om smstes [ i s [impassons [rmptoms

patient data to improve care B Foveesorm e

Semantic aware applications allow meaning to be inferred from content and context. The
promise of these semantic-aware applications is to help us see connections that already
exist, but that are invisible to current search algorithms because they are embedded in the
context of the information on the web.

http://horizon.nmc.org/wiki/Semantic-Aware_Apps

http://www.w3.0rg/2001/sw/sweo/public/UseCases/ClevelandClinic/

http://www.trueknowledge.com/



Smart Objects

« Physical objects embedded with
unique identification technology

« RFID, QR, smartcards, smart-chips

* Object communicate with readers or
with each other

* University of Arkansas researchers
have created a simulated
environment in Second Life to test the
practical and social implications of
tagging and tracking patients, hospital
staff, supplies, and locations

* Purdue testing micro wireless devices
implanted in tumors to direct therapy
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Smart objects are the link between the virtual world and the real. A smart object “knows” about itself —
where and how it was made, what it is for, who owns it and how they use it, what other objects in the world
are like it — and about its environment. Smart objects can report on their exact location and current state
(full or empty, new or depleted, recently used or not). Whatever the technology that embeds the capacity for
attaching information to an object — and there are many — the result is a connection between a physical
object and a rich store of contextual information. Think of doing a web search that reveals not pages of
content, but the location, description, and context of actual things in the real world.

http://wp.nmc.org/horizon2009/chapters/smart-objects/
http://www.sciencedaily.com/releases/2008/04/080408120106.htm
http://www.rfidjournal.com/article/articleview/4326/2/1/



Other technologies to consider

Examples of new technologies unlikely . - 4 .- ~
to change behavior but strong s
opportunity to enhance them.

* Flexible Screens

* Video tele-
presence

« Data visualization
technologies

© 2010 v-Fluence a7

Flexible screens (will enhance the Internet of Things/Smart objects):
http://gizmodo.com/5273364/flexible-oled-screens-are-really-coming-now

Telepresence (will accelerate augmented reality into the home via VOIP and related
applications) : http://en.wikipedia.org/wiki/Telepresence and
http://www.cisco.com/en/US/netsol/ns669/networking_solutions_solution_segment_hom
e.html

Data visualization (will be used to enhance and access cloud computing content):
http://www.smashingmagazine.com/2010/09/11/25-useful-data-visualization-and-
infographics-resources/



It Starts Online

Social engagement ROI opportunities now

1. Peer-to-peer (viral, e-mail) 4. Media sharing and mixing
— Up to 90 percent CTRs — Broader audiences, limited participants
— Highest credibility — Strong viral and engagement
- Strongest ROI potential opportunities
— Facilitated with online tools — Extendable for amplification into social
networks and other Web 2.0 channels
‘ o (blogs)
2. Social networking direct earned
— High credibility, moderate CTRs 5. Mobile tools
— Peer profile/ update driven — High growth opportunities (early mover
— facebook, MySpace, LinkedIn advantages)
— Facilitated by client or partner social — SMS/MMS content

profile content and tools — QR code integration

— Smart phone apps
3. Social networking indirect earned

- High audience relevance 6. Targeted influencer outreach

— Organization or topic group driven — Discussion group leaders/ participants
— Expanded channels — Care2, Sermo — Bloggers

— Client or partner profile content/ tools — Micro-bloggers (Twitter)
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Social media engagement is, by definition, “peer” relationship driven. Resources need to
be developed which “arm” people with both information and tools which support (belief
defining) actions linked to information that they can share... If an organization cannot
easily transform and define itself into a “peer” role, it’s influence must be developed as a
support role for peers.




Behavior & digital communications

Technologies must be evaluated in the context of base behavioral psychologies
— which will be assisted by technology but not significantly altered.

Opinion formation space

Action:
If urgency
Targeted and relevant if;e!evant maintained and
AWARENESS: and urgent resistance avoided

: FIRST CHOICE WORK:
(Topic-linked: news, EVALUATION:
advertising, social
media, and/or peer to
peer-viral)

(Supplemental,
(General search to vertical search
validate urgency topic portals to

and need) compare and
evaluate options)

Action:

[Offline)

70-90% online

Belief formation defined by action

80-90% online
50/50 online

- off line

Adapted from the Daniel Yankelovich model of opinion to belief to action process (cite:
http://www.annenberg.northwestern.edu/pubs/violence/viol5.htm )

We overlay the psychological tenets of converting awareness to commitment with well
researched online information gathering behaviors to evaluate and model online
environments and associated technologies from the perspective of how related issues will
be influenced.

Emerging technologies are enhancing, not replacing, these behaviors —in some cases
shortening processes but rarely elminiated core components.

49



Simple considerations for success

Integrate your traditional activities with online resources developed for:
* Visibility

— Content availability and extension in relevant awareness channels
— Content presence in relevant inquiry and opinion formation spaces

+ Usability

— Behavioral (audience) usability
— Technical usability for maximum extension of content and tools

* Measurability — beyond HITS

— Actionable content and tools
— Conversions specific to goals
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Discussion &
Thank You

For more information:
jay.byrne@v-Fluence.com
chris.jones@v-Fluence.com (therapeutic areas)
shae.johnson@yv-Fluence.com (policy & issues)
www.v-Fluence.com
(877) 835-8362
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All inquiries are welcomed at info@v-Fluence.com
(877) 835-8362

¢ Corporate Headquarters: general mail and deliveries to 4579 Laclede Ave #275, St. Louis,
Missouri 63108
0 Visiting our headquarters offices — 356 North Boyle, 2" Floor, St. Louis, Missouri 63108
¢ Administrative, contracts and billing address: 7770 Regents Road, #113-576, San Diego,
CA 92122

© v-Fluence Interactive Public Relations, Inc. 2010



