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Euro RSCG Life Presents Proprietary Survey Insights at Food and 
Drug Administration Hearing on Pharmaceutical Promotion via 
Online and Social Media

Euro RSCG Life Joins Panel of Industry Leaders to Present Key Findings 
From Survey of More Than 1,700 Social Media Users

NEW YORK, N.Y. — Nov. 12, 2009 — Euro RSCG Life today presented findings and insights from proprietary research and analysis of 1,700-plus social media users at the United States Food and Drug Administration hearing “Promotion of Food and Drug Administration–regulated medical products using the Internet and social media tools.” 

The research, first consisting of a survey of 1,228 social media users, analyzed thousands of verbatims and other conversations across blogs, Twitter and online forums. A follow-up survey of more than 520 social media users was also conducted, with a focus on health-related information.

“This research further underscores the value of online and social media and confirms it is not just a fad for a select group of consumers,” said Donna Murphy, worldwide managing partner of Euro RSCG Life Worldwide. “Social media has instead become more relevant in consumer communications, not only supporting offline social dialogues but also allowing people to research and seek out proper health care. This FDA hearing has arrived at a critical juncture of social media’s upward trajectory and health care’s emergence as a major political issue.”
The survey found that consumers use much more electronic communication than 10, five and even one year ago, and that digital socialization has become a part of their daily lives. Only 12 percent of those surveyed thought social media was just a fad, and one-third believed it would become an even greater part of their lives in years to come.

Additional findings from this research include:

· Nearly nine out of 10 surveyed said they consider the Internet a reputable source of health-related information and would use it as a resource.

· More than 80 percent had previously turned to the Internet for information about a particular treatment, and 44 percent stated they would also turn to social media for similar information.
· Safety information is a significant determining factor for consumers: Twice as many respondents said they would click a link that promised to provide additional safety information than one that did not make such an offer.
· Of those who had previously researched treatment information online, 28 percent are comfortable with the level of safety information currently provided. 

· However, more than a third of those surveyed would like to see more safety information made available, if possible.

· Nearly one-third of those surveyed take the information they find online to initiate a conversation with their doctor, while another third use that information to develop their own health plan.
· Even when it was not the direct catalyst for doctor-patient dialogue, two-thirds of all surveyed stated they found social media a helpful source of health information when they eventually spoke to their physician on the subject.
“Until the FDA’s official guidance is issued based on this week’s hearing and information exchange, the pharma industry, and those of us who communicate on its behalf, will continue to monitor this subject very closely,” said Doug Burcin, worldwide managing partner of Euro RSCG Life Worldwide. “These statistics suggest that once this guidance is in place, there is an audience ready to use social media to help them make more informed decisions about their health.”

For more information, please visit www.eurorscgworldwidepr.com.
About Euro RSCG Life 

Euro RSCG Life aligns the company's 60 health-focused agencies in 50 countries. It creates a single network with over 2,000 employees offering clients comprehensive communications disciplines, including advertising, public relations, event promotion, medical education, digital marketing, direct to patient and consulting services. The network's client roster includes GlaxoSmithKline, Novartis, Pfizer, sanofi-aventis, and Schering-Plough. Euro RSCG Life is part of Euro RSCG Worldwide, a leading global marketing communications agency, and the largest unit of Havas, the world's fourth-largest communications group (Euronext Paris SA: HAV.Pa).
About Euro RSCG Worldwide 
Euro RSCG Worldwide, the parent company of Euro RSCG Worldwide PR, is a leading integrated marketing communications agency and 2006 Global Agency of the Year in Advertising Age and Campaign. Euro RSCG is made up of 233 offices in 75 countries throughout Europe, North America, Latin America, Asia-Pacific and the Middle East and provides advertising, marketing, corporate communications and interactive solutions to global, regional and local clients. The agency’s client roster includes Air France, BNP Paribas, Charles Schwab, Citigroup, Danone Group, Heineken USA, IBM, Jaguar, Kraft Foods, Lacoste, L’Oréal, Pernod Ricard, PSA Peugeot Citroën, Reckitt Benckiser, sanofi-aventis and Schering-Plough. Headquartered in New York, Euro RSCG Worldwide is the largest unit of Havas, a world leader in communications (Euronext: HAV.PA) (Paris: HAV.PA).
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