
Oncologists encountered an average of 177 different brands of drugs while engaging with
content on healthcare websites and display ads across various online platforms in 2023. This
significant volume highlights a saturated market, emphasizing the critical need for brands to
stand out strategically.  

In this paper, we analyzed data from 170 oncologists over the entire year, from January '23 to
December '23 to understand - 

 How brands in the HR+/HER2- Breast Cancer (BC) space attracted online attention 1.
 How these brands fared against each other across key digital channels, and 2.
 The differences in strategies and messaging they used in their digital campaigns 3.

 
The data used in this study is gathered through Perxcept, an omnichannel tracking tool by
ZoomRx that observes the online activity of healthcare professionals (HCPs). The study
examined HCP online behavior, their exposure, and interactions with certain key channels –
product websites, display ads, and emails during these twelve months. Twelve brands from the
HR+/HER2- BC space were included in the study - Lynparza, Afinitor, Ibrance, Kisqali, Piqray,
Trodelvy, Verzenio, Talzena, Femara, Arimidex, Aromasin and Faslodex.

Oncologists’ Digital Engagement in the 
HR+/HER2- Breast Cancer Space in 2023 
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BRAND ATTENTION WHILE BROWSING



Of the time spent browsing healthcare-relevant content, oncologists spent 15% of the time
exploring content related to breast cancer, the most extensively read-about therapy area. This
was followed by lung cancer and prostate cancer content which each claimed 12% and 10% of
their browsing time, respectively. Brands targeting HR+/HER2- breast cancer comprised 43% of
all breast cancer brand-related browsing. This aligns with the prevalence of HR+/HER2- breast
cancer among breast cancer subtypes, as it stands as the most common type, accounting for
nearly 70% of all new breast cancer cases each year. TNBC-related and HER2+ BC-related
content accounted for 25% of browsing time each, while the remaining 7% stemmed from
drugs approved for ER+ BC and other chemotherapy drugs. 
 
Oncologists spent the most time online reading about Verzenio (21% of attention), followed by
Lynparza (%13), Faslodex (11%), and Kisqali (11%). 
38% of the time spent browsing Verzenio occurred on news websites, driven by its approval for
node-positive high-risk early breast cancer in March of this year. Kisqali secured its presence in
the news through the release of data from the stage 3 NATALEE trial for adjuvant treatment in
patients with HR+/HER2- early breast cancer. 50% of Kisqali's total engagement time originated
from new websites, with 70% of this concentrated during May and June, coinciding with the
ASCO 2023 timeframe. 
  
Oncologists read about Lynparza and Faslodex primarily through online medical journals like
uptodate.com and nccn.org for treatment protocols and information about effectiveness. 
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PRODUCT WEBSITE VISITS



Oncologists visited trodelvy.com the most across all breast cancer types by oncologists. The
top three brands in this regard – trodelvy.com, lynparza.com, and verzenio.com comprised 79%
of all visits in the market. Each of the top three brands that had the most visits garnered a
considerable share of visits from both paid search ads and organic search results. All three
brands had around 40% of their visits directed from paid search. All three brands also had 20%
of their visits from a click on organic search results. This underscores the importance of a well-
structured SEO strategy in driving traffic. 
 
More than 80% of the sessions involved visits to the home page of these three websites, and
within this group, 33% also explored other sections of the website, with the efficacy section
being the most popular choice. 
 
A mere 1% of visits within the entire HR+/HER2- space resulted from clicking on a display. This
suggests that display advertising has a limited impact or reach in attracting engagement
within this specific context. Other sources like paid search were more influential in driving visits
or interactions. 

Of the ads that oncologists were exposed to, only 4% were centered around breast cancer, with
90% of the BC-related ads featured a brand. BC was the top therapy area followed by Multiple
Myeloma (3%) and Non-Small Cell Lung Cancer (3%). 
  
In the HR+/HER2- market, Trodelvy led the pack with a 35% share, followed by Verzenio at 30%,  
Kisqali at 13% and Ibrance at 10%. Trodelvy adopted a diverse advertising approach, appearing
on over ten healthcare websites and a lot more non-healthcare websites, ensuring widespread
reach and share. Interestingly, ~50% of Verzenio's ads were encountered on onclive.com.
Oncologists however encountered 85% of Ibrance ads on asco.org, with the remaining 15% on
breastcancer.org and healio.com. 
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DISPLAY ADs



Verzenio's display ads highlighted efficacy in patient treatment, its recent phase 3 data release,
and HCP support through its ‘Verzenio Continuous Care’ program. Trodelvy's ads focused on its
approval for pretreated HR+/HER2- metastatic breast cancer, with some being indication-
agnostic, urging exploration of its approval for various indications. 
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EMAILS
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Within the spectrum of healthcare-related emails received by oncologists, 9% of these emails
spoke about BC, and 72% of these were identified as branded sponsored emails used as
promotional material to convey information. As a benchmark, 10% of the emails pertained to
NSCLC, with 65% of them being branded sponsored emails. 
 
Breast cancer emails targeting the HR+/HER2- market comprised 42% of all branded emails.
Kisqali led with 42%, followed by Verzenio (27%), and Trodelvy (13%). Kisqali and Verzenio
employed a balanced approach, using both direct and third-party sources to enhance reach
and credibility, averaging 42% direct communication. In contrast, other brands either relied
solely on third-party sources or exclusively sent direct emails. Emails sent by ClinAlert and
WebMD had the highest reach among oncologists in the study.  

Verzenio's emails highlighted side effect management and resources for patients and HCPs,
emphasizing coverage for 95% of commercially insured patients. Like Verzenio’s ads, their
emails also highlighted the ‘Verzenio Continuous Care’ Program for HCPs. Kisqali's emails
focused on NCCN Category 1 updates, positioning it as the preferred first-line treatment for
HR+/HER2- metastatic breast cancer. Additionally, Kisqali emphasized its recent phase 3 trial
data, its status as the first CDK46 inhibitor superior to chemotherapy, and the availability of
patient support resources. Like the messaging on its ads, Trodelvy’s emails focused on its
recent approval for pretreated HR+/HER2- metastatic breast cancer.  
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Effective strategies in each channel need to be employed by brands to stand out. Brands need
to target HCPs through display ads on diverse websites to ensure extensive reach, with a focus
on platforms with lower competition. They’ll have to adopt a balanced approach, using trusted
third-party senders for emails, enhancing credibility, and leveraging paid search to optimize
engagement with product websites. This multi-faceted strategy positions these
pharmaceutical brands for sustained success in the evolving HR+/HER2- breast cancer market. 

With many pivotal events expected in 2024, including the impending entry of Keytruda and the
anticipated NATALEE trial results from Novartis, it could lead to promising opportunities.
Keytruda's third-phase trial indicates potential market expansion, while the NATALEE trial
outcomes may influence strategies for brands in this space next year. 

CONCLUSION


