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Cybercitizen Health™ Research Methodology 
“Frequently Asked Questions”

How many consumers were surveyed?

In total, 8,714 U.S. adults (age 18 and over) were surveyed.

When was the survey fielded?

The Cybercitizen Health™ v8.0 survey was released in Q4 of 2008.

How do the consumers surveyed compare to the overal l population?

The resulting data is weighted and benchmarked to age, gender, education 
and region from the latest U.S. Census Bureau normative data. The data is 
representative of both online and offline consumers.

Is the data statistically significant?

Yes. The margin of error for the telephone data set is +/- 1.6% at the 95% 
CI, and +/- 2.1% at the 95% CI for the online data.



The Online Health and Online Rx Segment, 
Approaching 150 Million U.S. Adults

All Adults

230 million

Online Past 12 Months

Current Market Sizing Trending Online Health Info Seeking

15% annualized 
growth over 6 years

Online Past 12 Months

170 million

Online for  Health

145 million

“eHealth”

Online for 

Rx Info

95 million

“ePharma”

24% annualized 
growth over 6 years

Source: Cybercitizen Health™ v2.0-8.0



Internet Leads in Terms of Reach for Health Informa tion Internet Leads in Terms of Reach for Health Informa tion 
Sources Used, but Doctors Still Hold Top SpotSources Used, but Doctors Still Hold Top Spot
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Source: Cybercitizen Health™



Any Video Use at Almost 80%, Almost Half of Online 
Consumers Using Social or Blogs  

* Data not available

* Data not available

Source: Cybercitizen Health™
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Rapid Increase in 2.0 Segment, ADHD, Acne, IBD, Pai n, Migraine, 
and Fibromyalgia Most Likely to Engage in “Health 2 .0” 

Over 60 Million U.S. Adults use Over 60 Million U.S. Adults use 
Health 2.0 Content and ServicesHealth 2.0 Content and Services

Rank Condition*

1 ADD/ADHD
2 Acne
3 Inflammatory Bowel Disease
4 Acute pain
5 Migraine
6 Fibromyalgia
7 Anxiety Disorders or Social Phobia
8 Bipolar Disorder
9 Irritable Bowel Syndrome9 Irritable Bowel Syndrome
10 Eczema
11 Generalized anxiety disorder

12 Type 1 Diabetes

13 Allergies

14 Restless Leg Syndrome

15 Age-related Macular Degeneration

16 Insomnia/Sleep Disorder

17 Arrhythmia

18 Asthma

19 Shingles

20 Depression

Source: Cybercitizen Health™



Understanding the 20+ Million Adults 
Posting Health-related Content Online

Over 20 million U.S. Over 20 million U.S. 
adults have ever posted adults have ever posted 

health content onlinehealth content online

Comments on message boards

Comments on other people’s blogs

Social networking sites 
(Facebook, MySpace, etc.)

Where do you post health-related content online?

My own blog

Social bookmarking sites 
(like del.icio.us or Digg)

My website

Audio/video sites

Twitter

Source: Cybercitizen Health™



Consumers with IBD, Fibromyalgia, and Pain are the Most Likely

to Post or Search Product Reviews/Ratings Online

0% 5% 10% 15% 20% 25%

Compare prices…

Posted or searched for Rx
product reviews…

Posted or searched for a doctorPosted or searched for a doctor
review…

Online prescription drug refill
reminders

Online service to track when
you’ve taken Rx…

Online caregiver support groups

Source: Cybercitizen Health™



Approximately 1/3 of Consumers Want to Connect and Share 
Information Online with Other Health Consumers Onli ne 

Want Community OnlineWant Community Online

Extremely Important

Extremely Comfortable

Not at all Important

Not at all Comfortable

Source: Cybercitizen Health™



Approximately 1/4 of Online Health Consumers Say Th at 
Consumer Content Impacts Rx Treatment Decisions

User Content Impacts Health DecisionsUser Content Impacts Health Decisions

Strong ImpactNo Impact

Source: Cybercitizen Health™



Approximately 1/3 of Consumers Want Pharmaceutical Companies 
Involved in Health Discussions and Communities Onli ne

Want Pharma Involved in Social MediaWant Pharma Involved in Social Media

Strongly AgreeStrongly Disagree

Source: Cybercitizen Health™
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� Twice as likely as the average health consumer online to 

Why Connected Consumers Matter to 
Brand Teams Today

� Twice as likely as the average health consumer online to 
request a branded Rx

� Twice as likely to report others rely on them to make 
health decisions… they are influencers

� Over 60% discussed information they found online with 
their personal physician

Source: Cybercitizen Health™



Why Connected Consumers Matter to 
Your Brand Teams Today

�� So What Can We Do About It?So What Can We Do About It?�� So What Can We Do About It?So What Can We Do About It?



� Understand YOUR Audience, 
Not THE Audience Online Today

Three Actions Items for Pharmaceutical 
Marketers 





� Understand YOUR Audience, 
Not THE Audience Online Today

� Make It a Policy to Address Social Media and User -

Three Actions Items for Pharmaceutical 
Marketers 

� Make It a Policy to Address Social Media and User -
Generated Content



Air Force Releases Their 2009 'Counter-
Blog' Marching Orders…



� Understand YOUR Audience, 
Not THE Audience Online Today

� Make It a Policy to Address Social Media and User -

Three Actions Items for 
Pharmaceutical Marketers 

� Make It a Policy to Address Social Media and User -
Generated Content

� Understand, Educate, then Influence…
Court the Consumer Opinion Leaders



The Coming Age of the Chief 
(or Brand) Conversation Officer? 

“Markets are conversations –
talk is cheap, silence is fatal” talk is cheap, silence is fatal” 



The Coming Age of the Chief 
(or Brand) Conversation Officer? 

As Blogs Expand the Reach of a Single 
Voice, Firms Monitor the Internet 
Looking for the Dissatisfied…

C.C. Chapman noticed a blemish in his HD 
television's reception during the NBA television's reception during the NBA 
playoffs so he blasted a quick gripe about 
Comcast using the social network Twitter. 
Minutes later, a Twitter user named 
ComcastCares responded, and within 24 
hours, a Comcast technician was at 
Chapman's house.
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White Paper available at….
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Web Communications: The Evolution

Michelle Blechman
Director, Consumer Insights



Web Communications:  Past

• Early uses of web-based communications followed 
the path of traditional one-to-many industrial-age 
mass marketing



Web Communications:  Present

• The old model has given way to multiple points of 
creation and distribution, making the traditional 
marketing funnel more difficult to manage. Also 
generates tremendous SPEED, DIVERSITY, and 
INTEGRATION



Web Communications:  Future

• In the future, engagement and sustainability will be 
fused into a seamless content and distribution flow 
in an “Always-On” network.



So, how do we make it happen in 
pharma?



Reinventing the pharma model

Health Care ValuesHealth Care Values Web 2.0 ValuesWeb 2.0 Values

Risk averse Risk taking

Information comes from authoritative sources Informa tion judged based on social networking

Privacy and security are regulated Anyone can create  an account

Long lead times for deployment Quick deployment

Controlling data Information contributed by and distributed to all

Intellectual property closely guarded
Follow existing standards, and use licenses with 
as few restrictions as possible



Potential applications:  content



Example:  Unbranded Psoriasis site



Real-time consumer insights



Managing a mindset change



Tapping into existing conversations



Creating advocacy



Encouraging community leadership



Providing disease info and support



Providing support services that increase 
adherence



Dealing with real conversations



When patients control your brand content



Program planning guidelines



Moving from insight to strategy

• What is my customer’s social media profile?
• Where are my customers talking?
• What are they talking about?
• If I could start a conversation, what would the topic 

be?
• Who would be a credible participant in that 

conversation?
• What do I do if the conversation goes off topic?
• What do I want them to do as a result of the 

conversation?



Context for measuring new media



One approach to measuring impact

• Crawl the entire 
Internet

• Find relevant data
• Categorize the data• Categorize the data
• Analyze it and draw 

implications for action



Discriminate by types of community

© Abbott Laboratories



Sample measurement:  volume and sentiment

• Analyze by category…and by brand

© Abbott Laboratories



Sample measurement:  content providers

• Examine not only what is 
being said, but who is 
saying it

– Degree of category 
involvement

– Level of experience

© Abbott Laboratories



Close the loop

• Identify properties for future programs



Close the loop

• …or properties to avoid



Additional considerations
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