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EXECUTIVE SUMMARY
The pharmaceutical industry, a typically late adopter of new technologies, 

has been making signi�cant investments to position their brands, educate 

physicians about the product, and interact with patient groups to 

understand treatment experience for product improvement. The push 

toward on-demand, high-quality content, which may require 

personalization, has necessitated the expeditious activity to develop and 

maintain information channels. Integration, a critical focus area for pharma 

marketers in the last decade, has thrown up the challenge of creating an 

unforgettable experience for visitors across all channels.

A company’s product website is a critical piece in the multichannel 

marketing landscape. With the singular focus on impressing visitors, the 

design and development of websites and mobile apps have come a long 

way. A website in many cases may perhaps be the �rst point of contact 

between a potential customer and a pharmaceutical brand. Unfortunately, 

in today’s tech-driven world, de�ning and creating an unforgettable 

interactive experience is easier said than done. A superlative web 

experience is a blend of strong creative elements and technical ingenuity. 

While some companies excel in design and others are better in analytics 

and technology, very few companies are able to seamlessly combine 

technology, design, and analytics to o�er their customers a great 

experience.
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To understand the pharma web maturity 

landscape, we scrutinized the top 30 pharma brand 

websites in 3 therapeutic areas using our iDiscover 

methodology. The relevance of a website (desktop- 

or mobile-based) in the multichannel landscape 

cannot be understated. The adoption of dedicated 

apps in the pharmaceutical space is not as 

widespread as in the other sectors such as 

e-commerce or banking. Pharmaceutical 

companies have to factor in the continuing role of 

their product websites to help physicians, patients, 

and patient groups. 

A website in many cases may perhaps be the first point of contact 

between a potential customer and a pharmaceutical brand. 

Unfortunately, in today’s tech-driven world, defining and creating 

an experience is easier said than done.

The decision to focus on endocrinology, neurology, and oncology therapeutic areas was due to 

the scale of investments made by pharmaceutical companies in those 3 therapeutic areas. We 

evaluated the leading brands of AstraZeneca, P�zer, Novartis, Bristol Myers-Squibb, 

Sano�, GlaxoSmithKline (GSK), and Arbor in the respective therapeutic areas to ascertain 

the value that the websites give to their respective audience. Our objective was to assess the 

websites from a technological and from domain perspective based on our expertise in setting 

up a multichannel infrastructure, which incorporates a quality content, analytics, and a highly 

aesthetic design philosophy.

Using our experience in supporting, pharmaceutical companies reach out to their key 

demographics, we developed a framework that allowed us to benchmark a brand website with 

competitors within the same therapeutic area.
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OVERALL WEBSITE DIGITAL MATURITY

A great website is not just a pretty looking one, 

it must also be the one that o�ers great 

content, is readable, renders well on all 

platforms such as desktops, tablets, and 

mobiles, and is analytics-enabled and built on 

cutting-edge technology. A total of 68 di�erent 

parameters were considered to arrive at the 

�nal recommendation. To structure the study, 

we divided the 68 parameters into 4 broad 

dimensions such as experience, technology, 

search engine optimization (SEO), and 

analytics.

WEB DIGITAL 
MATURITY 
DIMENSIONS
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CONTENTS
Novartis

Novartis

Rydapt

Extavia

Oncology

Neurology

0.72

0.52

0.76

0.58

0.62

0.42

0.77

0.75

0.75

0.45

1.00

0.89

0.50

0.33

Company Brand Website
DM Experience SEO Analytics PerformanceAccessibilityTechnologyTherapeutic

Area

This table shows the overall 

score that the website has 

received. The brand Rydapt 

leads the pack with a total 

rating of 0.72 (out of a 

maximum of 1) while the 

brand Extavia scored the 

least with a score of 0.52. 

Interestingly, both the best 

performing and the worst 

performing brand websites 

belong to Novartis. While 

the Extavia website lagged 

behind the leaders in 

almost all aspects, the 

performance and data 

stewardship of the website, 

in particular, impacted their 

ratings drastically.

 EXPERIENCE 
A website loaded with all the latest technological innovations is meaningless if it does not o�er its visitors a great 

experience. A great experience is a function of Accessibility, Performance, and Content and Presentation.

 ACCESSIBILITY
In today’s multiscreen world, a website must render an accessibility just as well on a tablet and mobile as it does on a 

desktop; it should also be design-friendly for di�erently abled visitors.

 PERFORMANCE
With the ever-increasing mobile broadband usage, a website’s loading speed on mobile data networks such as 3G 

and 4G is crucial to gauge its performance. Furthermore, the interactivity of the website after loading is critical in a 

time of short attention spans and the eagerness to quickly access content.

 CONTENT AND PRESENTATION
A website’s content and its presentation are perhaps the most important criteria among all the factors. A website that 

doesn’t o�er the right content to its target audience has failed in its primary objective, which in the pharmaceutical 

industry means that the website failed to inform and educate their visitors. However, good content alone doesn’t 

make it a great website. The material must be structured and presented well. The choice of images, font, font weights, 

colors, and even the amount of white space on a website are areas that must be considered.
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TOP 5 AND 
BOTTOM 5

Most of the websites coming under the top 5 and 

bottom 5 in the list scored high on the accessibility 

parameters. All the websites ensured that 

elements were well structured, have discernable 

names, and used attributes correctly. Furthermore, 

the meta tags were used well throughout the 

websites to aid search engine crawling and 

indexing.

Except for the websites of Extavia, Tagrisso, and 

Levitra, the content and presentation in the 

remaining websites attained scores in the range of 

0.65 to 0.75 (out of a maximum score of 1). One 

aspect of the presentation of content that requires 

a remark was the short names of the apps. In all 

cases, the number of characters in the name 

exceeded 12 characters which truncated the name 

of the app on the home screen of a mobile phone. 

Another parameter that many in the top 5 and 

bottom 5 websites have not factored in is the use 

of passive event listeners to improve scroll 

performance. The scroll performance of the 

website was more pronounced when it was 

browsed on a mobile phone.

EXPERIENCE
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A leading area where the websites failed to rack up their 

scores was performance. The websites in the lower end 

of the spectrum failed in the key parameters that are 

considered as fundamental in this day and age. Poor 

page-loading speeds on 3G networks, high scores in the 

Perceptual Speed Index, high network payload size, and 

poor optimization of images contributed to a browsing 

experience that left a lot to be desired. The correlation 

between optimized (progressive) rendering and 

reduced bounce rates was not fully factored during the 

design and development as shown by the website’s 

poor performance. The “First Meaningful Paint” time, one 

The other parameter that many in the top 5 and bottom 5 websites 

have not factored in is the use of passive event listeners to 

improve scroll performance.

of the parameters to measure the user-perceived loading experience on most 

websites, was very high, and this further reduced the interest of the visitor to 

remain on a page since the time taken to load meaningful content was long.

The websites that ranked the highest in the assessment are those that had low 

“First Interactive” and “Consistently Interactive” times. The size and number of 

critical resources that needed to be downloaded were optimized to ensure 

that the visitor had access to relevant content at the earliest possible time 

while being able to scroll to other sections of the website with ease. The 

websites were also designed to have the maximum idle time to ensure that 

JavaScript does not spend more than 50 milliseconds at a time to perform 

critical tasks in the main thread.
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The fast pace of technological development 

necessitates a website to refresh every couple of years. 

A website that is compliant to the latest technological 

standards is likely to be faster, responsive, and render 

well in the newest of browsers. Tests in this section 

TECHNOLOGY

TOP 5 AND 
BOTTOM 5

included checks to determine whether the website uses semantic 

HTML and whether or not it is W3C-compliant. Other checks 

include the implementation of https and registration as a service 

broker. Https prevents intruders from tampering or passively 

listening to the communications.

Elitek
0.37

Relpax
0.39

Signifor
0.40

Bexsero 
0.41

Afinitor
0.61

Zykadia
0.63

Lyrica
0.64

Arzerra
0.61

Rydapt
0.62

Levitra 
0.39
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The maximum score that can be obtained by a 

website on any parameter or a sub-parameter is 1. 

Given that 0.64 was the highest score among the 

top 5 websites across the 30 that were evaluated, 

the coding design of the sites may need to be 

relooked. Although most websites met the basic 

expectations of how a website functions, such as 

use of “https” instead of “http” and redirecting of 

“http” tra�c to “https” tra�c, limited or non-usage 

of WebSQL DB (and other deprecated APIs), and 

avoidance of mutation events among other 

parameters; there was a general lack of focus on the 

quality of code or usage of a custom splash screen 

to make a web application more native.

Another criterion to ful�l was the security of the 

web page. The increase of phishing and other 

hacking methods to collect the personal 

information of visitors should be a factor when 

designing a website. Most of the sites that were 

assessed did not use the “rel=noopener” as an 

option to mitigate the possible phishing attempts. 

Furthermore, the use of “rel=noopener” also 

prevented the cross-window access, which helped 

improve the overall performance of the website.

The increase of phishing and 

other hacking methods to collect 

the personal information of 

visitors should be a factor when 

designing a website. Most of the 

sites that were assessed did not 

use the “rel=noopener” as an 

option to mitigate the possible 

phishing attempts. 
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Search engine optimization (SEO) is a vast area; 

a number of volumes can be written about it. It 

is also an area that receives more than its share 

of attention from web designers, developers, 

and marketers. For this report, it would su�ce 

to say that our benchmarking exercise uses a 

comprehensive set of tests and checks to 

gauge the SEO compliance of pharma brand 

websites. Perhaps 1 area that set us apart is the 

tests around social engagement. In addition to 

on-site and o�-site SEO parameters, we also 

look at metrics like the number of social shares 

of a particular web page.

SEARCH 
ENGINE 
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The critical parameters that di�erentiated the top 5 

websites from the bottom 5 were in the areas of social 

engagement. In total, 8 out of the 10 websites that were 

evaluated attained the same scores in SEO parameters 

such as the use of headings, URL formats, and page titles. 

The only exceptions were the Tagrisso and Eliquis 

websites. The scores on the parameters that separated the 

top 5 and the bottom 5 were domain popularity, incoming 

links, freshness, and social interest. To put it di�erently, 

websites that were updated continuously, ranked higher 

than the rest, reiterate the point that the only way to help 

a website rank well in search engine results is the 

continuous activity in and around the website.

A remarkable point about all the websites that were assessed as part 

of the exercise was the absence of a related Facebook page (except 

the Movantik website) and a Twitter account, which had a direct 

impact on the social interest scores. Websites belonging to Lyrica, 

Extavia, and Ibrance, which scored the highest on the social interest 

parameter, evidently, had signi�cant external activities that promoted 

the websites on social media. The absence of dedicated social media 

pages or accounts may also be a re�ection of the website-owner’s 

perception of their intended audience’s use of social media platforms.

Although the domain age of all the websites was measured, it was 

assigned a low weight because of its direct correlation to the time the 

drug was marketed.

A remarkable point about all the websites that were assessed as 

part of the exercise was the absence of a related Facebook page 

(except Movantik website) and a Twitter account, which had a 

direct impact on the social interest scores.
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One cannot change or improve what one does not measure. This section looks at 

analytics from 3 critical dimensions: what to measure, how to measure, and what the 

actionable insights from these measurements are. At the highest level of maturity is the 

ability to make sense of all the data and make actionable recommendations. However, 

this step is not possible without paying su�cient attention to the �rst 2 steps, Data 

Stewardship—The What and Data Enablement—The How.

ANALYTICS
Given the various touchpoints during a patient or 

customer’s direct or indirect interaction with a brand, 

many parameters can be used to evaluate if a website or 

an app is well equipped to understand the visitor’s 

behavior and prepare for personalization of user 

journeys.
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In our analyses, the emphasis was on 5 analytics 

parameters in addition to our webpage and SEO-driven 

analytics assessment. The top tier of brand websites 

focused on using tag managers to track scrolls, form 

submissions and track downloads among other things. 

Furthermore, wherever possible, the interaction of 

visitors with videos was also monitored. Video tracking is 

a critical investment in analytics to detect and re�ne the 

preferred mode of information dissemination factoring 

in age, attention span, and literacy levels (among other 

criteria) of visitors. Also, a fundamental di�erence was 

the tracking of savings cards and “Dr Discussion” guides 

for a focused interaction with a physician.

A fundamental difference was also the tracking of savings cards 

and “Dr Discussion” guides for a focused interaction with a 

physician.

Another parameter of evaluation that brought about intriguing 

insights about a brand’s preparedness for measurement was 

standardization of tracking conventions. A high-level analysis 

indicated that the tracking conventions of the top 5 websites 

were the same or nearly the same in their native mobile apps. 

The use of standard conventions is important when 

enterprise-wide analyses of marketing e�ectiveness are 

performed, especially at a channel level. 

Perhaps 1 parameter for which all the websites didn’t score any 

points was tag piggybacking. Considering the business reasons 

and risks related to it, the parameter was given a low weight and 

hence, does not sway the overall scores signi�cantly.
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EXPERIENCE
ENDOCRINOLOGY

Two trends persisted when a 

comparison of experience parameters 

between the top 5 and bottom 5 

websites of all the brands was 

performed against the top 5 and 

bottom 5 of the websites that 

addressed the endocrinology 

therapeutic area.

First, only 2 of the 9 websites that were 

assessed had been designed with 

performance in mind. The remaining 7 

websites had an average score of 0.46 

(out of a maximum of 1) when 

evaluated against the 

industry-accepted best practices and 

this translated into longer waiting 

periods for page-loading due to long 

“First Interactive,” “Consistently 

Interactive,” and “Estimated Input 

Latency” times. Furthermore, use of 

images that were of larger �le sizes 

impacted the “First Meaningful Paint” of a 

majority of the websites assessed. In some 

cases, poor usage of the “document.write()” 

instruction increased the loading time by 

limiting HTML parsing.

Second, in the area of content and presentation, 

most websites did not prompt their visitors to 

install the web application given the direct 

relation it has to visitor engagement and 

ultimately, the brand loyalty. The complication 

here was the non-usage of passive listeners. The 

poor scrolling experience only exacerbated the 

frustration of the visitor, owing to long loading 

times, as mentioned earlier.

It is recommended to change the color of the 

browser’s address bar to help visitors enjoy an 

immersive “native application experience” and 

subtly increase the design scope. Most of the 

websites had not made this additional e�ort to 

improve the quality of the user journey.

In the area of content and 

presentation, most websites 

did not prompt their visitors 

to install the web application 

given the direct relation it has 

to visitor engagement and 

ultimately, the brand loyalty.

15
© PHARMAFUTURE™. ALL RIGHTS RESERVED.PHARMA WEBSITE DIGITAL MATURITY



TECHNOLOGY

Although the A�nitor website 

garnered the highest overall 

score; it scored the least for code 

quality. The assessment of the 

website gave rise to the belief 

that extensibility was not a 

signi�cant concern. It appears 

that there may be di�culty in 

changing the code, constant 

troubleshooting, and rework. The 

poorly de�ned interfaces also 

could not support a high score 

either. There were 2 outliers. The 

websites for Onglyza and Farxiga 

had a good code quality in spite 

of their average scores. With 

scores of 0.8 and 0.85, 

respectively, their code qualities 

were much higher than the rest 

of the other websites. Therefore, 

it is clear from the above factors 

that the Onglyza and Farxiga 

websites can be e�ortlessly 

improved and scaled up.

Onglyza

Tenzeum

Signifor

Afinitor

Soliqua

Duavee

Lantus

Farxiga

Elelyso

0.400.350.30 0.45 0.50 0.55 0.60 0.65 0.70

0.40

0.42

0.42

0.45

0.52

0.56

0.57

0.59

0.67

None of the assessed websites incorporated the clever use of service 

workers in its development. The registration and management of service 

workers were surprisingly low given the fact that all the websites were 

“https”-enabled domains. The deployment of service workers to help 

showcase content when the app or web page was o�ine is another factor to 

scrutinize. However, short disruptions to networks should not irk a visitor. 

The ability of a website to replicate the experience to the visitor by providing 

enjoyable o�ine browsing support can be easily accomplished by the use of 

service workers (the assumption is that the requested resource is stored in 

the cache).

There was no urgency to develop 

progressive web applications 

(PWAs), which was proved by the 

low scores of the websites’ 

con�guration for a custom 

splash screen. Instead of viewing 

a custom background color 

along with an associated icon, 

the visitor will see a blank, white 

screen for a short duration of 

time, which creates a less than 

ideal experience to extend the 

stay on a given web page.

Except for the A�nitor website, 

no other website used HTTP/2 to 

reduce the loading time of 

pages, which was particularly 

useful for websites that had 

pages with high page weight. 

The implication this had on 

trying to �nd a balance between 

rich content and loading content 

seamlessly cannot be overstated.
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SEARCH ENGINE OPTIMIZATION

None of the websites in the endocrinology 

therapeutic area appeared in the top 5 or 

bottom 5 of our assessment. The absence 

of the websites was re�ected in the score 

range, which ranges from 0.55 to 0.72 (out 

of a maximum of 1). The di�erence 

between the Signifor and A�nitor websites 

was not as substantial as the lowest and 

the highest scoring websites in the 

neurology and oncology therapeutic areas.

Onglyza

Tenzeum

Signifor

Afinitor

Soliqua

Duavee

Lantus

Farxiga

Elelyso

0.50 0.55 0.60 0.65 0.70 0.75

0.55

0.58

0.63

0.65

0.67

0.68

0.69

0.71

0.72

Given the importance of having headings that correlate 

with the content, it was remarkable to recognize the fact 

that websites still had poorly worded headings, which did 

not accurately re�ect the content it was supposed to 

describe brie�y. For example, the Tanzeum and Duavee 

websites scored only 0.5 and 0.48 (out of a maximum of 

1), respectively; unfortunately, since the same websites 

that ranked among the highest in the freshness of content 

parameter had a lot of incoming links and had relatively 

above-average scores on the social interest front.

A notable aspect of the websites’ SEO 

rankings was the consistency of the 

overall ranking with its domain 

popularity. Except for the A�nitor 

website which had a score of 0.55 on 

the domain popularity parameter, all 

the other websites that had high 

domain popularity scores ranked well 

in the SEO assessment. However, the 

dark cloud in the silver lining was the 

average domain popularity score of 0.4, 

which was quite low given that the 

maximum applicable score is 1; a stark 

contrast to the fact that on the 

inbound links parameter, all the 

websites have scored quite well. The 

amount of work required to leverage 

the bene�ts of having signi�cant 

amounts of inbound links by improving 

domain links is not signi�cant and 

should have been addressed during 

the development of the website.

Given the importance of 

having headings that 

correlate with the content, it 

was remarkable to recognize 

the fact that websites still had 

poorly worded headings, 

which did not accurately 

reflect the content it was 

supposed to describe briefly.
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EXPERIENCE
NEUROLOGY

The Bexsero website was very similar to the 

Elelyso website in that it got a very high 

score in the performance and content and 

presentation parameters in spite of trailing 

the competition on the “accessibility” 

criteria. It scored 0.78 (out of a maximum of 

1) while the other websites had an average 

score of 0.83. The website was lacking in 

some ARIA attributes that improved the 

browsing experience for people with 

special abilities. The contrast ratio of the 

background and foreground colors was low, 

which a�ected the readability of the 

website’s content.

The only parameter which highlighted the 

experiential di�erence between the 

Bexsero website and the others in the 

assessment group was its performance. 

One lowlight of the other 7 websites was 

the time taken for a page to load when 

accessed through a 3G network, which 

validated the low scores of the websites in the 

loading parameters such as “First Meaningful 

Paint,” “First Interactive,” “Consistently 

Interactive,” “Perceptual Speed Index,” and the 

poor usage of optimized images for loading. A 

few websites also used the “document.write()” 

instruction that further slowed down the 

loading of the web page. Overall, the critical 

rendering path was not optimized, resulting 

in a weak content interaction by visitors.

The assessment of the websites for content 

and presentation threw up curious facts. 

Although most websites had su�cient 

content and images to engage the visitors, no 

e�ort was made to improve recall and 

increase the time spent on the website by 

requesting for installation of a web 

application. The other impediment to an 

enjoyable experience was the lack of “passive 

listeners” which could have easily improved 

the browsing experience.

The other impediment to 

an enjoyable experience 

was the lack of “passive 

listeners,” which could 

have easily improved the 

browsing experience
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In a few cases, the content 

was not correctly sized for 

the viewport. Hence, 

visitors browsing the 

website on their handheld 

devices had to navigate the 

web page horizontally to 

access and view the 

content.

The �rst parameter where 

all the websites lost points 

was the presence of 

render-blocking resources 

that increased loading time. 

An undesirable outcome 

was that the visitors ended 

up looking at a blank screen 

till the content was loaded. 

The other parameter was 

the mismatch of the color 

of the address bar and the 

brand colors. As indicated 

earlier, the synchronization 

of the address bar color will 

enhance the experience for 

the visitor.

TECHNOLOGY

There was a strong resonance in the 

approaches taken for website development 

when a comparison of the websites of the 

endocrinology and the neurology 

therapeutic areas were made. The areas for 

improvement were almost the same. Code 

quality was abysmally poor, except for the 

Movantik website. Although they were only 

ranked fourth, the site attained a score of 

0.98 out of a maximum of 1. The Relpax and 

Zoming websites fared reasonably well with 

scores of 0.6 and 0.67, respectively. 

Surprisingly, the Lyrica website which had 

the highest average score of 0.64 only 

scored 0.35 on the code quality parameter. 

It appeared that most websites were not 

designed for a long-term use. The websites 

may be replaced entirely with new 

technology and old (or updated) content at 

the appropriate time. It may very well be 

the case that these websites have an 

excellent documentation and a long-term 

access to the website developers and are 

therefore, to a limited extent, “future-proof.” 

However, the relation between a �awless browsing 

experience and the quality of code should not be 

underestimated. A poor experience on one website may be 

used by a visitor to judge another website, which belongs to 

the same manufacturer. The coding quality of a website does 

play an essential role in maintaining a coherent brand 

experience and therefore, it necessitates the application of 

strong coding standards across various websites belonging 

to the same manufacturer.

Relpax

Levitra

Bexsero

Extavia

Movantik

Horizant

Eliquis

Lyrica 

0.30 0.35 0.40 0.45 0.50 0.55 0.60 0.65

0.39

0.39

0.41

0.42

0.53

0.55

0.58

0.64
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The websites belonging to Bexsero, Relpax, Levitra, and Zoming 

did not adopt measures to switch from “http” to “https” or use 

“http/2” to load their content quickly. Given that functions such as 

service workers require “https” protocols, the overall experience 

for the visitor will continue to decline, both online and o�ine.

The other security measure that was not adopted was the use of 

”rel=noopener” for external links. As mentioned earlier, with 

phishing being an ever-present danger, website developers 

should have employed readily available security measures to help 

visitors, especially those who may not be technologically savvy.

Another indication of non-modernization of websites is the 

ongoing use of deprecated APIs. Horizant and Movantik websites 

used relic APIs which could contribute to the overall degradation 

of a visitor’s experience.

SEARCH ENGINE OPTIMIZATION

During assessment of the websites in the neurology therapeutic area, the 

scores of Movantik website across the various parameters proved to be of 

interest. The only website that had a dedicated Facebook page was its inability 

to complement its social media advantage because of non-adherence to the 

most fundamental practices to lift SEO scores. The website fared poorly in the 

parameters of heading (poor relation between heading and content), URL 

formats (search engines prefer human-readable URLs), and domain popularity. 

In fact, the Eliquis website which was ranked last had a better domain 

popularity score than the Movantik website by a factor of 10 points.

Along with the Movantik website, the websites of the Levitra and Bexsero 

brands do not have user-relevant URLs which impacted their overall rating. 

Not using relevant URLs (a static component of SEO) and low content 

freshness (a dynamic component of SEO) a�ected their overall scores.

The freshness of content is another parameter that threw up mixed results. 

Levitra and Bexsero website scores indicated that the content change was 

more frequent compared with the Horizant website which happened to have a 

higher overall rating.

The social interest parameter was what separated the “men from the boys” in 

this group. Most of the top-ranking websites in the neurology therapeutic area 

had an average score of 0.74, while the lower half had an average score of 0.41, 

a di�erence of over 30 points.

The coding quality of a website does 

play an essential role in maintaining a 

coherent brand experience and 

therefore, it necessitates the 

application of strong coding standards 

across various websites belonging to 

the same manufacturer.
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ANALYTICS

Our analysis of the websites in the neurology therapeutic area 

followed a pattern very similar to the trends observed in the 

analysis of the top 5 and bottom 5 websites across the 3 

therapeutic areas. Careful use of tags and standardization of 

metrics across channels was the key reason for high rating in 

this category. With the use of non-branding websites to 

educate patients or their caregivers and direct them to 

product websites, the combination of intelligent tagging and 

data collection helps with easy identi�cation of the user 

journey across websites and the related highlights.

The websites with lower scores weren’t geared to track “Dr 

Discussion” guides or savings cards. Both measures were 

useful to convey an intention for a deeper relationship with 

the visitor beyond that of product education. Given the 

paucity of time for healthcare physicians and the rising costs 

of healthcare, any help will only encourage visitors and 

patients to be loyal to a brand in spite of having alternative 

options.

The ability to track interactions with video assets has 

improved over time. Websites that can convey product 

information e�ectively in the age of short attention spans 

tend to resonate longer with visitors.

Extavia

Movantik

Bexsero

Relpax

Horizant

Eliquis

Levitra 

Lyrica 

0.35 0.40 0.45 0.50 0.55 0.60 0.65 0.70 0.75 0.80 0.85

0.45

0.55

0.65

0.75

0.75

0.75

0.75

0.85

The websites with lower scores weren’t geared 

to track “Dr Discussion” guides or savings cards. 

Both measures are useful to convey an intention 

for a deeper relationship with the visitor beyond 

that of product education.
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EXPERIENCE
ONCOLOGY

The most compelling aspect of the analysis 

of the websites in the oncology space was 

the lack of performance and the quality of 

the content and presentation. There was a 

clear similarity with the assessment results 

of the websites that were focused on the 

neurology therapeutic area. A simple 

comparison of the leading website in each 

therapeutic area indicated that Rydapt 

website score of 0.5 (out of a maximum of 1) 

was far lesser than Bexsero and Elelyso 

website scores of 0.75 and 0.75, respectively.

The Rydapt website compensated for its 

underperformance by having a content that 

was optimized for quick loading and 

excellent accessibility. In fact, the website 

had a perfect score in all evaluation areas 

that included mobile rendering, accurate 

attribution of elements, naming of 

elements, content description by elements, 

color contrast, usage of meta tags, and 

adherence to ARIA attribute guidelines. All the 

other websites in the oncology space didn’t 

have signi�cant color contrast. In total, 2 of the 

10 websites may need to be revamped or 

recoded for a better mobile rendering.

As highlighted earlier, the performance of the 

websites left much room for improvement. 

Most websites had not addressed the 

requirement for a website to be able to 

download quickly to engage the visitor. The 

websites scored poorly in areas such as “First 

Meaningful Paint,” “First Interactive,” 

“Consistently Interactive,” and the “Perceptual 

Speed Index.” Furthermore, websites in the 

bottom half of our rating did not use images 

that were optimized for easy downloads. 

Consequently, the e�ort in reducing the 

network payload size or discretion in using the 

“document.write()” instruction could not realize 

its value because of the non-optimization of 

loading procedures of the webpages.

Jevtana

Zykadia

Ibrance

Opdivo

Elitek

Besponsa

Arzerra

Rydapt

0.50 0.55 0.60 0.65 0.70 0.75 0.80

0.65

Empliciti 0.65

Tagrisso 0.61

0.67

0.67

0.68

0.68

0.70

0.74

0.76

Most websites had not 

addressed the requirement 

for a website to be able to 

download quickly to 

engage the visitor.
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TECHNOLOGY

The assessed websites in the oncology 

therapeutic area were a bit di�erent from 

the ones evaluated in the endocrinology 

and neurology therapeutic areas. The 

server behavior of the leading websites 

was not at par or better than those of their 

competitors. The behavior ratings for the 

websites for Zykadia, Rydapt, and Arzerra 

were lower than that of the websites that 

appeared in the middle of the pack. The 

low behavior scores were o�set by their 

adoption of “https” protocols and “HTTP/2” 

to provide a relatively more secure and 

content-rich experience. Also, all websites 

have e�ectively redirected “http” tra�c to 

“https” pages, which was perhaps the only 

indication of updates that had been made 

to secure the website from external threats.

Another and the most common scope for 

betterment for all the websites that were 

assessed was the journey experience. None 

of the web pages were con�gured for a 

custom splash screen to provide an 

Jevtana

Ibrance

Opdivo

Empliciti

Besponsa

Arzerra

Rydapt

Zykadia

0.35 0.40 0.45 0.50 0.55 0.60 0.65

0.53

Tagrisso 0.52

Elitek 0.37

0.54

0.55

0.56

0.58

0.61

0.62

0.63

None of the webpages were 

configured for a custom 

splash screen to provide an 

experience more in-line with 

use of a native application or 

in the area of effectively 

using service workers to 

create and sustain a 

memorable browsing 

experience online or offline.

experience more in-line with use of a native app 

or in the area of e�ectively using service workers 

to create and sustain a memorable browsing 

experience online or o�ine.

The non-use of the “rel=noopener” to improve 

the performance of a web page with links that 

pointed to an external website was something 

that could have been considered as an easy �x. 

As indicated earlier, using “rel=noopener” instead of 

‘target=”_blank”’ also helped addressing a security 

vulnerability.

Given the increased usage of Google Chrome to visit 

websites, website developers can help visitors by 

factoring in the best coding practices, when changes 

such as conversion to “https,” use of service workers, 

and custom splash screen con�guration are made.
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SEARCH ENGINE OPTIMIZATION

All the websites in the oncology therapeutic area fared well in the 

design of the website for SEO. When evaluated for the quality and 

use of headings, URL formats, and page titles, most of them scored 

near-perfect scores. At 0.02, Tagrisso website was the only 

exception. Hence, even websites which ranked low were easily 

navigable with su�cient correlation between the heading and the 

content body to put the visitor at ease.

Given that none of the evaluated websites had any dedicated 

social media accounts or web pages, the parameters that 

highlighted the di�erences between the best and the rest were 

domain popularity, content freshness, and social interest. The top 

4 websites had an average score of 0.6. A notable mention is the 

Rydapt website which scored 0.7 out of a maximum of 1 for the 

domain popularity parameter. On the other hand, the average 

score of the websites at the bottom of the pecking order for 

domain popularity was an abysmal 0.15. The websites had little or 

no links to the primary domain from other websites, which is a 

surprising fact, since it is possible to create links between websites 

that belong to the same pharmaceutical company and help 

improve SEO scores.

Based on the website analyses for content freshness, it appeared 

that the content in the websites of Tagrisso, Bespona, Elitek, and 

Jevtana did not undergo any signi�cant change, which caused the ranking of the 

website to drop and made it di�cult to be discovered from a general search. Given 

that most search engines had content freshness among the top 3 criteria for SEO 

activity e�ectiveness, the change of content was almost a necessity.

The scores related to the social interest of websites was an excellent indication of 

an ongoing activity to help improve rankings. In addition to the creation of a new 

content or updating of existing content, social interest generation was another 

Besponsa

Tagrisso

Arzerra

Zykadia

Opdivo

Empliciti

Ibrance

Rydapt

0.35 0.40 0.45 0.50 0.55 0.60 0.65 0.70 0.75 0.80

0.53

Elitek 0.50

Jevtana 0.41

0.54

0.58

0.64

0.73

0.74

0.74

0.77
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Empliciti

Ibrance

Besponsa

Tagrisso

Jevtana

Zykadia

Arzerra

Rydapt

0.45 0.50 0.55 0.60 0.65 0.70 0.75

0.65

Elitek 0.55

Opdivo 0.55

0.65

0.65

0.75

0.75

0.75

0.75

0.75

activity that needed to be done on an ongoing basis. 

Given the possibility of patient experience to initiate 

discussions about a drug’s e�cacy, social interest 

generation activities help spread real-life experiences, 

which is directly linked to the presence of social media 

accounts or web pages to promote new or updated 

content that could reach the intended audience who 

will be critical to the propagation of the drug’s 

e�ectiveness from a holistic perspective, such as the 

impact on the quality of life during and after the 

treatment lifecycle.

ANALYTICS

The distinction of the 

websites in the 

oncology therapeutic 

area from their peers in 

other therapeutic areas 

was their preparedness 

to track registration 

forms. It was the same 

case with most of the 

websites that were 

assessed in the 

oncology therapeutic 

area. By extending the 

relationship with new 

content or encouraging 

a focused discussion 

with a physician by way 

of a “Dr Discussion” 

guide sent via email, 

the brands would have 

been able to extend 

their relationship with 

visitors beyond the �rst 

visit to the website.

Websites that are not able to track video content 

e�ectively may do so for 2 reasons which o�er them 2 

opportunities; one is the non-availability of video 

content and the other reason is the lack of analytics 

itself, even though videos are available. The 2 

occasions that the companies at the bottom of the 

table had are the creation of fresh video content and 

inclusion of the latest analytics which would have 

improved the overall maturity score.

The websites had little or no 

links to the primary domain 

from other websites, which is 

a surprising fact, since it is 

possible to create links 

between websites that 

belong to the same 

pharmaceutical company and 

help improve SEO scores.
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SUMMARY
Assuming that the survey indicates the areas 

that pharmaceutical companies usually 

focus on while developing their dedicated 

product websites, it appears that customer 

experience and analytics are given the 

highest priority. Emphasis on SEO initiatives 

is not the same across websites belonging to 

the same manufacturer. The performance of 

websites may not have been given much 

consideration during their development. 

Given that the average score of all the 

websites is only 0.52 (out of a maximum of 

1), there are many opportunities for 

pharmaceutical companies to scale up their 

existing websites. There is also an 

opportunity for websites to improve their 

analytics by using tag managers and 

understand their visitors better. 

It is heartening to see that content 

presentation and site accessibility was given 

due importance. 

However, as mentioned earlier, the creation of 

content in video format and its tracking can help 

brand managers relate better to their provider 

stakeholders and associated patient groups or 

forums. 

In our HCP Survey 2017, AstraZeneca, P�zer, GSK, 

and Novartis were among the highest-rated brands 

for their adoption of multiple channels to 

disseminate information by physicians. Our 

Website Digital Maturity Survey corroborates our 

�ndings. The same brands ranked high in their 

scores across the most critical parameters. It is 

di�cult to ascertain whether apps will be the 

preferred channel to gain product knowledge by 

HCPs or patients. Whether it completely replace 

websites is a question as well. Many things remain 

unanswered. However, if there is 1 takeaway from 

this, it would be that manufacturers have to exert 

emphasis on maintaining uniformity of experience, 

performance, and analytics across their product 

websites to consolidate their brand value.

Multichannel marketing is evolving into 

multichannel engagement. Relationships forged by 

o�ering content of interest at various points and 

particular times are typically based on the online 

behavior of visitors. Data derived from visitor 

behavior is quite often the basis of the 

engagement with an emphasis on 

knowledge-sharing and loyalty. As the customer 

de�nition broadens and integrations between 

channels continue to take place, data enablement 

and increased use of analytics will rede�ne the 

design language of websites and apps. The need 

for standardization of data elements will be vital to 

create a data enablement hub that can help track 

activities downstream more e�ectively. The hub, in 

addition to the consolidation of business initiatives 

around customers via the multichannel route, will 

set up a scalable, �exible, and agile framework that 

can easily support new channels, brands, and 

relationships while ensuring a standard across 

various channels to measure the e�ectiveness of 

channels and engagement initiatives.
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KEY TAKEAWAYS
SEO initiatives: Companies need to 

standardize their SEO activities across all 

their brand websites

Standardization of analytics parameters and 

better use of tag managers can derive the 

most out of analytics investments

Emphasis on video content creation and tracking 

should continue to help HCPs to remain 

informed given the constraints of time
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