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Digital Marketing, Privacy & the Public Interest
Protecting Privacy, Promoting Consumer Rights

and Ensuring Corporate Accountability

Perhaps the most powerful - but largely invisible - force shaping our digital
media reality is the role of interactive advertising and marketing. Much of
our online experience, from websites to search engines to social networks,
is being shaped to better serve advertisers. Increasingly, individuals are
being electronically "shadowed" online, our actions and behaviors observed, collected, and
analyzed so that we can be "micro-targeted.” Now a $24 billion a year industry [2008
estimates] in the U.5., with expected dramatic growth to $80 billion or more by 2011, the goal
of interactive marketing is to use the awesome power of new media to deeply engage you in
what is being sold: whether it's a car, a vacation, a politician or a belief. An explosion of digital
technologies, such as behavioral targeting and retargeting, "immersive" rich media, and virtual
reality, are being utilized to drive the market goals of the largest brand advertisers and many
others.
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FDA Asked To Probe Drug Companies' Use Of Behavioral
Targeting

Wendy Davis, Mar 01, 2010 08:28 PM

The watchdog group Center for Digital Democracy has asked the
Food and Drug Administration to investigate whether

~ pharmaceutical companies are unfairly using behavioral targeting
technigues to market drugs online.

"Digital marketing applications for selling cars, food, and financial
products have already raised privacy and related concerns at the
FTC. When applied to digital pharmaceutical and health
marketing, such practices call for an even higher level of scrutiny and policy intervention,” the
advocacy group says in a new FDA filing.

The privacy organization is asking the FDA to take a host of steps, including examining data
collection practices by pharmaceutical advertisers, reviewing privacy policies of such marketers as
well as publishers, and requiring companies that use behavioral targeting to spell out their
methods. "Consumers need to know whether and how they are being tracked and targeted --
including via ‘condition-specific’ channels,” the filing states.

Jeff Chester, executive director of the CDD, adds that a "highly targeted, purposely immersive and
subconsciously guided digital marketing apparatus” can be unfair to consumers when it comes to
health marketing. "We want the FDA to make some policies related to pharmaceutical marketing
that reflect the distinct nature of interactive marketing,” he says.

Ad executives also say that behavioral targeting -- or serving ads to people who have already
demonstrated an interest in particular medical conditions by reading about them -- benefits readers
by providing them with relevant information. "Behavioral targeting is used across all verticals
online, whether travel, banking or health,” says Debrianna Obara, vice president of media at
RazorfishHealth. "Pharmaceutical companies, or wellness clients, are not trying to do anything
underhanded. They're really just trying to give hand-raisers the information that they're looking
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Big Ad Spending

More than $ 4.5 billion DTC in 2009
Network TV: $1.68 billion

Cable: $641 million

Online: $137 million [up 128%]

Magazines: $1.33 billion

Newspapers: $209 million




Search Engines Provide Access to Useful Health Information

all

' [neadache] ‘
N ..\x\—— l/’/’
Searches on Individuals Searched Using
Health Keywords Health Keywords

Google Proprietal 3
Source: Patient Pathway Study, Google & April 2008; i Data, Total Intemet Users, Oct-Dec 2007, (27,404) s P &4




The pharmaceutical industry ranked as the sec-
ond-largest advertising sector, trailing only the auto-

mobile industry in 2009.
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Everyday Health, WebMD Top Sources for Consumer
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dealth Info

Everyday Health and
\WebMD saw the
highest number of
unique visitors in
December. Each
achieved the highest
reach percentages
as well - with Everyday
Health reaching 11%
and WebMD reaching
9% of the total
Internet audience.




Top Pharma Product Sites in Terms of
Percent of Traffic Driven by TV Ads
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Health Audiences

The Health Category consists of a Diet and Fitness Enthusiasts segment as well as a Health & Wellness Advocates segment. The people in this
segment take an active interest in their health and well being by reading expert advice on news sites and researching specific health conditions

and medicines. These segments are powered by AudienceScience’s leading audience targeting technology.
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Cymbalta.com Sees More Than Six Times the Number of Unique Visitors
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GHM Has Vast Yet Targeted Reach

Large health portals | ose audience to di
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GHM Contextual GHM Behavioral Custom
Targeting Targeting Targeting

AHealth condition AReach consumers AGHM can offer
content on top as they search for ARoadbl ockso
sites specific health Sponsorships on

information top health sites



Gl ConaitionMatch GoodHealthMedia

Users search for Specific
Health Condition
Information

1. Profiles created based on frequency index
Visit GHM sites 2. Third Party & GHM Owned sites data applied

3. Ads served to high frequency visitors

Condition Match serves the right ad to the in market
audience across Comscore 250 sites
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Gl Rezchnes Too Feaith Condilnn Audunces

CONDITION TOTAL GHM USERS
Diabetes 2.3MM
Allergies 5.5MM
High Blood Pressure AMM
Asthma 3MM
Heart Disease 1.3MM
Depression 3.1MM
Sleep Disorder 2.3MM
Arthritis 3.6MM

Overactive Bladder 1MM




Electronic Health Record

A Utilized
exclusively by
physicians and
nurses in the
work place on
average 8 hours a
day

A Scheduling,
patient
management,
charting and Message physicians while making patient decisions

prescription




