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The Principles

— Be Aware, Not Afraid

— Monitor and Get Involved

— All About E.V.E.

— Prepare to Surrender Control
— It’s Not About You
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Each is explained in detail in the presentation



Qﬁﬂnse of Digital

Be Aware, Not Afraid
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Be Aware, Not Afraid

The #1 objection to social media
among healthcare companies:

Adverse Event Reporting

The definition of "adverse event" for both nonprescription drugs and dietary

supplements is "any health-related event associated with the use of a

[ nonprescription or dietary
manufacturer, they have to report it to the FDA. This is standard and done quarterly
or yearly for every drug. Companies worry that if commenting is allowed people will

post

statements that

qgualify

supplement] tha

as

an

adverse



Be Aware, Not Afraid

The Myth:

If given a forum, patients will post
“adverse events” that need to
reported to FDA.
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The Reality:

1 in 500 posts actually contain all
the information required for an
adverse event report.
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But how often do posts include adverse events? Nielsen decided to take a look at
thisr at her than simply assume it was 0 a | ot
manage. Nielsen looked at Yahoo Health boards and took 500 postings. Of these,
only 1 contained enough information to qualify as an adverse event that needed to
be reported. Thatdos 0. 2%. Why so | ow? Turns

your drug caused them to have a headache is
event. Nielsen summed up the pieces of information required to report an adverse

event and there are four pieces: dA(i) an id
reporter; (iii) a specific drug or biologic involved in the event; and (iv) an adverse

event or fatal outcome. 0 The study showed t
often available, but not all four. In addition, they found that it would be impossible to

get all four even with some effort. aln fact

report on the incident should not be submitted to the FDA because reports without
such information make interpretation of their significance difficult, at best, and
i mpossible, in most instances. 0



Be Aware, Not Afraid

niclsene,

Required for reporting:

1. anidentifiable patient
2. an identifiable reporter
3. a specific drug or biologic involved

) 494 messages mention an identifiable patient

B) 100 messages mention a specific medication in the event
@ 56 mesmges rantion an dentifae repor 4. an adverse event or fatal outcome
o L@;gmnmm-wmmaNuum

4 s mention an adverse experience and include an
D ritis petiont and s spaiic edieats

© 1 message lsoincludes anidentifabe reporter Only 1 in 500 posts have all this info.

Among 500 messages analyzed, one message
Incorporated all four AE reporting criteria
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Get Nielsen’s Whitepaper: http://bit.ly/YgmrD

Vi sual d
c

piction of Nielsenbés study showing
they | a e

d. Get Nielsenbds Whitepaper: http



Be Aware, Not Afraid

Summary

— Very few posts will ever have a reportable adverse event

— Use adverse events as a “canary in the coalmine” to identify
issues before they become too large to manage

— Develop a simple policy for handling these issues
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You can actwually use adverse events to see
product before it affects millions (and you
incorporate i1t into your normal reporting p
there to report adverse events and in cases

not reportable.
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Monitor and Get Involved




You have to be part of the community if you expect to want to comment someday. If

you join a social media property on the day a crisis shows up on that property,
youodbre too |l ate. No one wil/| |l isten to vy
and youbre not an fAacceptedo member of t
good and you can start to understand where you need to look for trouble and where

you might better connect with your customers.

ou
he

Monitor what people are saying about your brands before it turns into a firestorm.
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