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Pharma Tapping Into Social Networking Sites
B Y  A L I C I A  A U LT

WA S H I N G T O N —  Pharmaceutical
companies are turning to social net-
working to reach their customers—both
physicians and patients—as it’s become
increasingly difficult to market using tra-
ditional approaches.

At a meeting sponsored by a Wash-
ington-based public relations company,
Waggener Edstrom Worldwide, staffs
from drug companies and public relations
firms brainstormed on how to maximize
opportunities presented by social-net-
working sites like Facebook and Twitter
without running afoul of regulations.

The Food and Drug Administration
has not determined where—and exactly
how—social networking fits into its reg-
ulatory construct. Sanjay J. Koyani, di-
rector of FDA Web communications,
said that the agency was using social
networking tools to advance its own
goals—for instance, with a Twitter page
devoted to tweets (messages of 140 char-
acters or fewer) about agency recalls—

but that it is still working out how it
would regulate messages presented by
pharmaceutical companies.

Even so, the FDA tends to apply cur-
rent regulations to digital communica-
tions, according
to an analysis by
Waggener Ed-
strom. Compa-
nies are required
to present a fair
balance between
benefit and risk,
and may not
promote off-la-
bel uses.

Mark Gaydos, a senior director of
regulatory affairs at Sanofi-Aventis, said
he is heading an informal task force of
representatives from five drug makers
seeking to create voluntary guidelines
on the industry’s use of social media.
The companies have talked with the
FDA Division of Drug Marketing, Ad-
vertising, and Communications about
their efforts, Mr. Gaydos said.

“We’re trying to influence the envi-
ronment [and] shape the policy in some
way, because the guidelines aren’t out
there and it’s really preventing a lot of
companies from participating, so we’re

hoping we can
move that
along,” he said. 

Drug makers
know that their
customers are
increasingly on-
line, and that’s
where the drug
makers need to
be, too, said Mr.

Gaydos, who pointed out that he ex-
pressed his own opinions, not those of
Sanofi-Aventis. “The traditional massive
sales force approach is really not doing
the job anymore,” he said.

Even if the industry figures out how
to stay within the confines of eventual
FDA rules, it will still face a balancing act
when it taps into social media. 

Promulgating announcements about

products—even approved therapies—
through regular social media messages
could end up just annoying recipients.
And participating in patient-led chats or
“friending” a Parkinson’s disease patient
group on Facebook, for example, could
present perils. Drug makers don’t want
to be seen as predatory. 

“A company has to tread lightly be-
cause [it doesn’t] want to be perceived as
using a social media venue as just an-
other way to promote,” Mr. Gaydos said. 

Some drug makers—including Astra-
Zeneca Pharmaceuticals LP, Boehringer
Ingelheim GmbH, Novartis, and Vertex
Pharmaceuticals Inc.—have begun using
Twitter. Only Boehringer seems to be
fairly active; even so, it sent only 33 up-
dates via Twitter since last November.

Companies seem to be using Twitter
primarily to follow others on the service,
said Jenny Moede, who advises drug
companies on digital media for Waggen-
er Edstrom. That said, no one at the
meeting expected drug makers to follow
passively for too much longer. ■

Drug makers know that
customers are online, and that’s
where the drug makers need to
be. ‘The traditional massive
sales force approach is really
not doing the job anymore.’
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PROFESSIONAL  OPPORTUNITIES

BC/BE Dermatologist for South-Central PA

Rapidly growing, highly regarded system owned practice pro-
vides general cosmetic and surgical dermatology in new state-
of-the-art facility with office-based surgical rooms and On-site
medical spa. Competitive compensation guarantee and impres-
sive array of benefits.

Located in South-Central Pennsylvania, minutes from the Mary-
land border, the area is a bedroom community to the
Baltimore and DC metropolitan area, each just 90 minutes
away. Philadelphia and Pittsburgh are 2 1/2 hours; New York 
City is a 4-hour drive.

The 16th largest growing mircopolitan in the US, visitors to the
area are roused by its natural beauty and intrigued with the his-
tory and architecture. Often described as warm and friendly,
businesses are drawn to the area, located within a 500-mile
radius of 50% of the U. S. Population. Residents appreciate a
moderate cost of living, varied recreational opportunities and
secure neighborhoods. We offer family-focused communities
with many leisure choices including shopping, golf, snow skiing,
jogging/hiking/biking trails, boating, and fishing. Educational
opportunities include five colleges/universities, private sec-
ondary schools and several high schools ranking in the top 1600
in the nation.

Visit our website as www.summithealth.org

For immediate consideration, please forward your CV to
smccleary@summithealth.org

LABORATORIES

PRACTICES FOR SALE

LUCRATIVE SOLO PRACTICE

• 1 1/2 hour drive east of Houston

• Majority of patient base with photo damage

• Procedure oriented

• Large office / suite  that will accomodate a 
second physician and/or practitioner

FOR SALE
Serving “The Golden Triangle” Texas
(Beaumont, Port Arthur, Nederland, Port Neches, Orange, 
& other smaller surrounding communities.)

CONTACT: M. Geisendorff (409) 729-2262

Recycle Life

Donate Blood


