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This is Not a “New” 
Internet – Just an 
Evolved Version of 
the “Old” One  

 

By now those who have even a casual 

interest in the online space understand that 

“Web 2.0” is really nothing more than a 

buzzword used to refer to the collective 

shifts, trends, and popular technologies that 

define the Internet today. This new age of 

the Internet  is characterized by the rise of 

user participation and user generated 

content, integrating content across sites, the 

rising popularity of social networks, and the 

demand for portable content in a market that 

increasingly expects accessibility across a 

wide range of devices beyond the desktop or 

laptop PC.  

The time-tested model of innovation 

diffusion has been in play for decades and 

will be in play for decades to come. 

Technology and Internet innovation will 

occur in waves, and as a market we 

frequently like to describe these waves 

using terms that describe specific 

technologies which drive the user 

experience, or even companies that seem to 

symbolize these trends. While YouTube 

certainly served as the early poster child for 

Web 2.0, this could be largely attributed to 

the fact that the company proved this new 

wave represented a fundamental shift and a 

market where the early leaders of the next 

wave are worth millions to the established 

giants (in this case, Google). While the 

companies, technologies, and applications 

help us to explain the Web 2.0 collective 

experience, it is more important to 

understand that this wave is simply a logical 

extension of the first wave of Internet 

innovation. There will be a second wave, 

third wave, and fourth wave, and each 

successive wave will introduce a new way of 

thinking. As can be seen with the Web 2.0 

evolution, these waves may not be heralded 

by drastic innovation in the types of content 

and applications available; but instead by 

shifts in how we use the very same features 

we have been using for years. Factors such 

as convenient access to content, user-

friendly Web development making content 

generation possible for even the most casual 

novice, and the ability to distribute that 

content across social networks in seconds, 

are all moving us toward the ultimate 

evolution of the online space… the 

intelligent Web.  

 

 

Think in Terms of 

Broader Trends– Not 

Just Cool Companies 

and the Latest 

Buzzwords   
 

There is a fundamental need to recognize 

this Web 2.0 shift is based upon many 

smaller shifts that are having a significant 

impact on the overall online experience 

today. Users accessing the Web via 

increasingly mobile devices; “connecting” 

with others in their social networks; the 

increasing ease of submitting content 

online with no publishing acumen (for 

better or worse); and participating in online 

communities with others with a common 

interest or shared background–all of these 

examples are not revolutionary shifts in 

technology, but they are revolutionary 

shifts in application of technology. In fact, 

while some would equate trends with 

specific companies such as MySpace, 

perhaps the most telling trend is how 

companies such as Facebook and Plaxo are 

increasingly seeking to serve as 

networking “platforms” rather than 

destinations with their own unique 

branding. So what does that mean? Look 

for technology that drives fundamental 

shifts rather than just serves as a 

destination content site for a targeted 

demographic.  

Any conversation about Web 2.0 typically 

involves a discussion of how the end-

users–specifically referring to physicians 

in this review–are using specific sites and 

technologies today. In fact, perhaps the 

most common questions (not to imply the 

most relevant) posed by those seeking to 

identify and roll out new strategies 

targeting a physician audience can be 

summed up with the acronym “VBP”– which 

stands for Video, Blogs and Podcasting. 

Given the buzz surrounding  

these terms, everyone wants to know if  
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physicians are using them and how things  

are changing. The reality is that these  

technologies are important–not so much  

for the specific technology or application,  

but rather for what they represent on a 

larger scale. The latest findings from 

Manhattan Research (Taking the Pulse® 

v7.0) reveal that 508,000 physicians are 

using online video today (for any reason); 

this is very important to know. However, it 

is more important to think about the larger 

shift from text and image-based content 

online to that of full-motion video content 

as a preferred format already used by the 

majority of physicians. Do you have digital 

assets that are relevant in a world where 

almost every physician is comfortable 

using video online today?  

Another topic that frequently comes up 

when describing the Web 2.0 landscape is 

that of blogs. The latest findings from 

Manhattan Research (Taking the Pulse® 

v7.0) reveal that almost 300,000 physicians 

report using blogs for any reason today–

and over 25,000 are actively using blogs 

with professional content. Again, knowing 

they are using and posting on blogs is not 

as important as knowing that these 

publishing forms and types of sites are 

being utilized by a growing segment of 

physicians. Perhaps even more interesting 

is the profile of the segment of physicians 

authoring blogs today–these are younger, 

savvier, online physicians, right? Wrong. 

Those with a voice online tend to be older 

with more professional experience– 

essentially representing the true 

“physician blogger” with something to 

say–while the younger audience may be 

more likely to listen and then perhaps join 

in the resulting conversation later. 

Closing out the trio of buzzwords, there 

remains key interest among companies 

seeking to engage a physician audience 

online to take advantage of one of the 

hottest trends in the past decade–the iPod. 

Given most marketers are not looking to 

launch the next band that may end up on a 

physician’s iPod, many debate the strategic 

value of developing content that can be 

utilized on a mobile device or addressing 

the rapidly growing segment of mobile 

device owners that take advantage of RSS 

(Really Simple Syndication) to update 

content on a regular basis. The key to 

evaluating the value of podcasting is in 

part based on the last comment–content on 

a regular basis. If a marketer is evaluating 

a “one-off” download, consider this 

downloadable content rather than a 

podcast. That said, the research (Taking the 

Pulse® v7.0) does reveal a growing 

segment of physicians who are loyal 

physician podcast users today–almost 

100,000 strong and almost all of them are 

listening to professional content via the 

podcasts. However, when evaluating the 

applicability from a promotional 

perspective, it is important to review the 

characteristics of podcasts that do well in 

iTunes; they are a good indicator of what 

will work with physicians. Timely updates, 

news, and online versions of massively 

popular online content sources reign 

supreme. What is particularly relevant to 

physicians? Clinical news, specialty 

updates, and podcasts from the journals 

they already trust and read. It is not so 

much about creating a new format or 

channel as it is transitioning from the 

traditional resource to that of a portable 

“on demand” content model.   

 

 

Physician 2.0 is 

Already Here–Over 

245,000 Physicians 

Strong  

If we narrow the definition of a “Web 2.0 

Physician” to that of a physician who 

reports to post professional content online 

or participate in online communities with 

other physicians–as a proxy for the 

audience within the participatory 

components of the Web 2.0 trend–the 

latest data (Taking the Pulse® v7.0) reveal 

a segment of 245,000 physicians. Clearly 

we are beyond the age of the early adopter 

with regard to physicians and Web 2.0, as 

physicians are already engaged online in 

… the acronym “VBP” –  

which stands for Video, Blogs  

and Podcasting… 
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ways far beyond the average consumer 

today.   

Seeking to break out the audience of 

physicians posting or contributing 

professional content online from those 

engaging in community with colleagues, the 

research reveals an audience of 203,000 

physicians reporting to ever post 

professional content online and a core 

group of almost 60,000 U.S. physicians who 

strongly agree that posting professional 

content online is a regular part of their 

online routine today. Although 60,000 may 

seem like a somewhat limited audience 

from a market perspective, it is important 

to understand the case online is often that 

a small minority of posters and content 

contributors impact the mass majority of 

readers and content consumers.  

Looking beyond the content posters, we can 

also identify an audience of almost 80,000 

physicians who report they participate in 

online communities with other physicians.  

In addition to the roughly 80,000 current 

users, another 111,000 physicians report 

they are very interested in starting to use 

online communities with other physicians 

online. Again, while the current population 

of roughly 80,000 may seem limited given 

the overall market, this certainly provides 

proof of concept that physicians are not 

only interested in the concept of community 

online; they are engaged in it today.  

 

The Physician 2.0 

Segment is Your 

Target Audience–

A Diverse Segment 

of Current and 

Future Users  

So who is posting professional content 

online? Such physicians tend to be older 

than the average physician; clearly 

representing those with something 

pertinent and relevant to say. These 

physicians spend a lot more time online 

than their colleagues and they are much 

more likely to use the Internet between 

and during patient consultations, while also 

being significantly more likely to visit 

pharmaceutical corporate sites, use  

e-detailing, visit service portals, and 

exchange email with pharmaceutical 

companies.  Understanding this audience is 

critical to understanding how to impact the 

minority that often influences the majority 

of other physician readers online today. 

So who is participating in online 

communities with other physicians? 

Contrary to the population of physicians 

posting professional content online, this 

group tends to be slightly younger than the 

average physician today. Another 

interesting finding is that female physicians 

are significantly more likely than their 

male counterparts to engage in online 

communities with other physicians. Also, 

physicians in the West seem more apt to 

engage in conversation and community 

online than their peers in the Northeast. 

Finally, physicians based in academic 

medical centers are significantly more 

likely to participate in online communities 

with physicians–perhaps viewing the 

online channel as simply an extension of 

their peer-to-peer communication with their 

colleagues in the halls and corridors. And 

it’s not just online community that piques 

their interest–almost all physicians 

participating in online communities report 

they regularly exchange email with other 

physicians.  

 

 

And Finally, Get 

Ready for Web 3.0–  

When the Web 

Works for the User  

Now that you are just getting a handle on 

Web 2.0, the jargon, and what that means 

to your marketing strategy, the pundits and 

editors are starting to throw around the 

term “Web 3.0” to confuse us all. Does Web 

3.0 require a new way of thinking? Of 

course not. The same way that Web 2.0 is 

an evolution from the first generation of 

the Web, the next generation after the 

current one will simply be a more powerful 

…another interesting finding is 
that female physicians are 
significantly more likely  

than their male counterparts  
to engage in online communities  

with other physicians… 
 

– Taking the Pulse® 
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extension of all the content, services, and 

applications we are using today. However, 

given shifts that have already occurred 

during the advent of Web 2.0, there are 

certainly key attributes that will drive the 

next generation. One key trend that is 

becoming a reality is that of the “intelligent 

web”–an online channel that literally 

works for you. This next phase of the Web 

will be defined by features such as smarter 

and more relevant search engines, 

syndicated push feeds, “mash ups” that 

enable users to pull together content and 

resources from numerous online sites and 

services into an aggregated personal view 

(or widgets)–all pointing to an emerging 

artificial intelligence.  

What will these “mash ups” look like for a 

physician audience? Think of sites and 

social network applications that enable 

physicians to aggregate relevant journals 

they subscribe to, aggregated views of 

what their “trusted” colleagues are talking 

about online, as well as filtered clinical 

news and updates tailored to their level of 

experience–or possibly even identified 

knowledge gaps based on pattern 

recognition.  

Does this mean you need to integrate Web 

3.0 into your 2008 strategic plan? Not if you 

want that plan to be approved you don’t. 

However, you need to step back and 

contemplate the long-term landscape to 

truly understand how we get there from 

here. Which Web 2.0 technologies are a 

natural stepping stone to the next 

generation? Which social networking 

applications will facilitate open architecture 

that may impact how consumers and 

physicians present their social profile 

online? Although these are clearly relevant 

for the two-to-five year framework, they 

represent fundamental shifts in how the 

Web will mirror the offline and not simply 

be another content resource to complement 

or replace offline alternatives.              

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Taking the Pulse® is a syndicated, multi-

client research study of physicians in the 

United States. The primary focus of the 

study is technology adoption and 

integration in physician practices. 

Taking the Pulse® v7.0 was fielded in 

2007 among 1,353 practicing U.S. 

physicians using a random digit dial 

telephone methodology. 

 

For additional information or to subscribe 

to the service, contact Manhattan Research. 
 

 T    1.888.680.0800 

E    sales@manhattanresearch.com 

W   www.manhattanresearch.com/TTP.aspx 
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