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Susan Fitzpatrick-Napier has worked in healthcare for the past 20 years including Communications Director for the Royal Women’s and The Royal Children’s Hospitals in Melbourne, before forming DMG Media Marketing which delivers trial recruitment solutions for USA, Asia and Australia and New Zealand based trials. Susan has presented at many conferences and meetings on social media and PR and is a guest lecturer at Stanford Graduate Business School.
The Mayo Clinic recently recruited patients into a study in one week using a rare disease-specific social networking site.

Recruitment is rapidly transitioning to online, offering unprecedented opportunities to connect with people who may be eligible for specific clinical trials. New tools and add-on are evolving on a daily basis so the message here is to start exploring the online world. Assess which tools might work, and most importantly consider developing or sourcing staff skills to maximize these opportunities. 

From our experience there are two key ways to leverage online communication to get in front of people that matter to a trial.

Advertising

Online advertising on social networks such as Facebook, Linkedin, and YouTube, and search engines such as Google, offer exceptional geographic and demographic targeting. For example ads can appear only on computers that are located within10km around trial sites and filtered further by sex and age – some such as Linkedin even give employment status.

The secret to online advertising is the Test Measure Revise (TMR) tactic. Set and forget is not an option. The ability to run five or more ads to see how they perform is one of the major advantages of online over print advertising. Advertising is free until someone clicks on the ad and comes through to the trial website. A click may cost $1-2 depending on the value assigned to the trial keywords. This may seem a lot but always compare with the cost of print advertising.

Content

Content is still King. People are searching for health information online so by providing valuable information about a condition or trial, people will find the content and can be directed to a relevant clinical trial website or phone number.

Twitter, blogs, forums, articles, Youtube interviews, slideshare presentations, webinars – these are all ways to share health information and connect with target audiences. 

The keys to a successful online campaign are:

1. align the online content with the print ad campaign

2. get all the online advertising and content approved by EC right from the start

3. use a call centre to ensure accurate recruitment source data

4. consider online forms – some people prefer this to phone calls

ARCS Member special.

 20% off the price of the new e-handbook Clinical Recruitment Opportunities in the New Media Landscape which is a step by step guide to proven tools and tactics for online recruitment based on real life experience at the Agency over the past 5 years and more than 20 successful trials. (RRP $299 plus GST)

Please email team@dmgmediamarketing.com for your order.
