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Executive Summary p. 1

Survey Methodology and Demographics

Survey was executed online using SurveyMonkey, and a list of the questions can be
found at hitp://comprendia.com/images/Issmsurvey.pdf Responses were elicited from
marketing, sales, management, and business development professionals working in life
science companies whose products are not FDA regulated. Respondents were vetted
to remove agencies and those that didn’t qualify or didn’t finish the survey. Thirty-three
respondents resulted, with 70% being in a marketing function (slide 4). Company size
varied, with four bins from small (1-10 employees) to large (1000+) all being roughly
equal (slide 5). Products that the respondents manage or sell were well distributed as
well (slide 6), with Services and Protein-based Consumables leading with 27.1% and
"\ 18.1% responding, respectively. Customer base for most is very broad, with a rough
\ average of 75% of respondents marketing or selling to different types of work places
\ and levels of researchers/managers (slide 7).

It should be noted at this time that the respondents likely represent a somewhat ‘social
media savvy’' group due to the way that they were recruited (e.qg., Twitter, LinkedIn, or
those already having an interest in social media). In addition, the number of
respondents (33) is small and is not intended to be statistically significant, but rather a
small sampling for demonstrating possible needs and trends.

Advertising Strategies

. For what the survey considered to be fraditional, or broadcast, forms of advertising,
respondents indicated the strongest preference (37% of respondents) to keep the
same level of advertising, with the next preference (29%) to increase levels (slide 8). A

dramatic difference can be seen with regards to new media advertising planning
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Executive Summary p. 2

(slide 9). with 52.9% indicating they will increase and a miniscule 1.3% indicating they will
decrease levels. Moreover, when asked about shifting budgets to online and social
media, all respondents indicated making or having already made a shift, with 52%
indicating a shift to both online and new/social media (slide 10).

Advertising Tactics

Life science marketers gave a mixed response regarding the monitoring of their brand
externally (slide 11), with 60.4% indicating that they monitor social networks, and 42.4%
indicating they don’'t monitor at all (a few respondents chose incorrectly on this
question, resulting in these two summing to >100%). Brand monitoring using Google Alerts
was mentioned several times in the ‘Other’ category. When asked about their ufilization

: of company branded social media (slide 12), respondents indicated that Twitter and

" Facebook are the most popular choices, with 58% and 39% using them daily or 1 or 2

\ times a week, respectively. When asked how their group will adjust to the increased
content needed for social media (slide 13), a maijority, 66.7%, feel as though their existing
staff will be able to allocate time, with a much smaller number looking to hire new staff
(12.1%) or to sponsor external websites (3.0%).

When asked generally which life science web 2.0 sites they would consider sponsoring

(slide 14), interest was low, with social networks, forums, and product listing sites being

top ranked. The overall interest was split equally between Not Interested/Don’t Know,
~Somewhat Interested, and Interested. Inferest in sponsoring specific sites (slide 15) was
also low, with an overall 50% being ‘Not Interested/I Don’t Know' in the sites or events we
presented, with the BenchFly website and ScienceOnline event marginally leading the
others. Despite this low enthusiasm for established sites, respondents had a high level of
interest in several of the types of advertising we proposed (slide 16), with ‘Ask an Expert
Forum’ and ‘Text Ads’ being of interest to half or more of the respondents.
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Survey Demographics: Role

Please indicate yourrole: C-level

Management
Product 3%
Manager
5% \
Marketing
Business Manager
Development 29%

\

1%

Other:
researcher
VP MKT

Bus Dev &
Marketing Marketing in the
Director US

13% Advertising
Coordinator

Sales &
Marketing
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Other (please
specify)
13%

Sales
13%

Marketing
Communicatio
ns
13%
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Demographics: Co.Size

Please enter the size of your organization:

1-10 Employees

21% T

1000+ Employees
31%

100-1000
Employees

24% 10-100 Employees

24%
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" Demographics: Products

Please describe the products you manage or sell (check all that apply):

Services 27.1%
Protein based consumables

Other (please specify)
Instruments priced <$10,000

Target-based products

DNA/RNA based consumables

Chemistry consumables 5.4%
Instruments Priced $10,000+ 6.0%
Inert' consumables 6.4%
o.(l)% 5.(I)% 10.0% 15.0% 20.0% 25.0% 30.0%

% of Respondents
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‘Demographics: Customers

Please choose all of the customers that you sell products to (check all that
apply):

Bench level scientists in

Biotech/Pharma 78.8%

Principal Investigators in Academia 5.8%

Bench level scientists in Academia 5.8%
Lab managers in Biotech/Pharma 7%
Lab managers in Academia 7%
Upper Management in
Biotech/Pharma
Other (please
Other (please specify) specify)
0.0% 20.0% 40.0% 60.0% 80.0% 100.0% NIH, NSF and
any other
Title funding
agency ;-)
Graduate
students, post-
docs
Government
agencies
C}; Comprendia
- Bioscience ! Consulting Grou
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" Traditional Advertising in 2011

©Comprend

Please indicate how your utilization of traditional forms of advertising
and marketing will change in 2011 compared to 2010.
Webinars 2.61
Online Banner Advertising 2.58
Conference Posters
Press Releases
Conference Exhibition
Print Advertising
0.00 1.00 2.00 3.00
Decrease Stay the Same Increase
Overall 201 1Traditional Advertising
Planning
40% 37%
35% 29%
30% °
25% 20%
20%
15% 14%
10%
5%
0%
Decrease in 2011 Stay the same in 2011 Increase in 2011 N/A
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‘New Media Advertising 2011

Facebook Pages
Linkedln Groups

Search Engine Optimization
Twitter Accounts

Company Branded Forums
Company Branded Blogs
Inbound Marketing

Google Adwords

Company Branded..

©Comprend CONFIDENTIAL
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Please indicate how your utilization of the following marketing
tactics will change in 2011 compared to 2010.
2.9
2.8
2.8
2|8
2|8
2.8
2.7
2.7
2.6
0.0 1.0 2.0 3.0
Decrease Stay the Same Increase
Overall 2011 New Media Advertising Planning
60.0%
52.9%
50.0%
40.0%
0.0% 33.3%
30.0%
20.0%
12.5%
10.0%
1.3%
0.0% - : .
Decrease in 2011  Stay the same in 2011 Increase in 2011 N/A
g’ BIOSCIence TConsunimng.
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2011 Marketing Budget Shifts

How does your marketing budget in 2011 compare to

20107
Not shifting
Shifting to more 0%
online
advertising.
3%

Shifting to Shifting to online
new/sc?cml advertising &
media. new/social
18% media.
52%

Have already
made shift
27%
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" Brand Monitoring

Do you currently monitor mentions of your brand on sites
external to your website and respond to them where
appropriate?
70.0%
60.6%
60.0% -
50.0% - Other
2 42 4%, Don' know
[}
2 400% 1 36.4% Published
3 papers
[}
& 30.0% - Monitor
g 24.2% 24.2% with
° Google
_ 18.2%
20.0% Alerts
Google
10.0% - Alerts for
all
0.0% - Google
Social Networks We don't monitor Blogs Wikis/Wikipedia Forums Other (please keyword
specify) alerts
online
directories
C Comprendia
Bioscience ! Consulting Group
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Company Hosted Social Media

Twitter Accounts

Facebook Pages

LinkedIn Groups

Company Branded Blogs
Company Branded Communities

Company Branded Forums

Please indicate how often your company utilizes the following branded
social media (hosted or maintained by your company)
3.45
0.00 1.00 2.00 3.00 4.00 5.00
Don'tUse  Monthly Weekly 1-2 per Daily
week

Twitter We don't
use \
18% Daily
34%

Once
every few
months
9%
1or2

Once fimes a

every few week
weeks

24%

CONFIDENTIAL

Facebook Pages

Daily
18%
We don't
use \
37%
Once 1 or 2 times
every few a week
months \ 21%
6% Once
every few
weeks
18%
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‘Creating 2.0 Content

If you're shifting your marketing budgets in 2011 towards new and social
media, how will you create the additional content required for blog
posts, status updates, etc. (check all that apply)?

existing saffwil allocate time. NN <

N/A--we're not shifting budgets. _ 18.2%

We haven't allocated any resources. _ 18.2%

We're hiring additional staff. - 12.1%

We're looking to sponsor external

blogs, forums, wikis, etc. S0

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0% 70.0% 80.0%
Title

\s -
5@ c /|] )l“:‘]“‘«ﬂlh}
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Sponsoring 2.0: Genera

Interest in Sponsoring Life Science 2.0

Social networks
Forums

'i., - Product listing/rating sites
Publication sharing sites
Protocols

Blogs

Web 2.0 events/unconferences
Video resources/sharing

Wikis
0.0 1.0 2.0 3.0 4.0
Not Somewhat Interested Very
Interested Interested Interested

Overall Life Science Web 2.0 Interest

Very
interested Not

8% \ interested/I

don't know
29%

Interested
33%

Somewhat
interested
30%
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Sponsoring 2.0: Specific

Please indicate your level of interest in working with or sponsoring the
following life science-specific new and social media (click on item
and it will open in another window):
Benchfly 1.9
ScienceOnline 118

LabSpaces 1.7
Science 3.0 1.7
Scientopia 1.7
Jove 1.7

0.00 1.00 2.00 3.00 4.00

Not Somewhat Interested Very

Interested  Interested Interested

Overall Interest in Specific Life Science Web

Very 2.0 Sites

inferested
3%

Interested
18%

Not
interested/!I
don't know

50%

Somewhat
interested
29%
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" Types of Sponsorships

For external new and social media applications or events, please indicate the
kind of sponsorships you are most interested in (check all that apply):

Ask an expert' forum managed by company 53.3%

Company provides text Ads 50.0%

Banner Ads

Sponsorship of topic

Sponsorship of events

Company provides content (blog posts)
Company provides video content

Provide content together with application owners

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0%
Title

yrendia
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