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Primary Health Information Resource for US Adult
Internet Users* (% of respondents)

Google

Other, 6.7%

Newspaper and
magazines, 6.1%

Television,
6.1%

Friends and
family, 12.9%

Internet, 45.2%

4 N

More than four in 10
respondents said the
Internet was the
primary source of

Health care professional,
23.0%

* August 2007 data

Source: eMarketer, Online Health Info Starts with Search, 9/13/07 Google Confidential and Proprietary



Internet Is Most Turned to Resource for Health
Information

Google

Resources Used to Gather Information on a Health Question/Concern

Online 65%
Health care professional 62%

Family / Friends

Magazine(s)

Books

Print newspaper article(s)

Television

Radio

Other

0% 10% 20% 30% 40% 50% 60% 70%

In the past 12 months, what resources have you used to obtain information on a health-related question or concern? Please select all that apply.
Base: All Qualified and Non-Qualified Respondents (n=8,200)

Source: Harris Interactive 2007 Google Confidential and Proprietary



Search Engines and Health Sites are the Most Used

Online Resource Go gle

Online Resources Used to Gather Information on a Health Question/Concern

General health-related website 56%

Search engine 55%
Health encyclopedia website
Website for a health-related organization

Website for a specific drug

Other

0% 10% 20% 30% 40% 50% 60%

You indicated that you used online resources to gather information about your most recent [CONDITION]-related question or concern. Which online resource(s) did you use?
Please select all that apply.

Base: All Qualified Respondents (n=4,224)

Source: Harris Interactive 2007 Google Confidential and Proprietary



Search Engine Preference Google

Google

Search Network
65.4%

= -

During October 2009, Google accounted
for 65.4% of US search engine traffic

Google Confidential and Proprietary

Source: comScore gSearch Share of Searches Report. 11/09.



Consumers Conduct Multiple Searches on Google Go gle

MSN Search -8%

. Average number of queries
3 | made during a health

America Online .5% . search on Google

Ask.com . 5%

Dogpile.com I2%

Other search engine ' 3%

0% 10% 20% 30% 40% 50% 60% 70% 80%

Q530 Still thinking about your most recent [CONDITION]-related question or concern, what search engine(s) did you
use to search for information?
Base: Respondents who used search engines (n=2,390)

Source: Harris Interactive 2007 Google Confidential and Proprietary



What Adults Are Looking

Types of Health/Medical Information US Adults Have
Looked for Online, November-December 2008 (% of
respondents)

A specific disease or medical problem

A medical treatment or procedure

i 35% of adults
Doctors or other health professionals .
I <5 look online for

Prescription or over-the-counter drugs

I 22 doctors or other

Hospitals or other medical facilities health
Health insurance--including private insurance, Medicare or pro essionails
Medicaid

R -

Alternative treatments or medicines
26%

How to lose weight or how to control your weight \ /
 p=

Depression, anxiety, stress or mental health issues
21%

Experimental treatments or medicines
I 5%
How to stay healthy on a trip overseas

o

Note: n=2,253 ages 18+
Source: Pew Internet & American Life Project and the California HealthCare
Foundation, "The Social Life of Health Information," June 11, 2009

104852 www.eMarketer.com

Source: Harris Interactive Google Confidential and Proprietary 9



After Gathering Health Information Online,
Consumers are Likely to Interact With a Doctor

Activities Conducted Due to Information Gathered Online

Spoke with a doctor * 36% e—
Changed behavior / lifestyle

Scheduled a doctor's appointment

Made a self-diagnosis

Interacted
40% with a doctor**

Used another resource to gather more information

Tried alternative treatment

Started over-the-counter medication
Other

Nothing / Not sure 32%

0% 5% 10% 15% 20% 25% 30% 35% 40%

Again, thinking about your most recent [CONDITION]-related question or concern, what did you/they do because of the [CONDITION] information you gathered
online? Please select all that apply. More than one answer was allowed.
Base: All Qualified Respondents (n=4,224)

Source: Harris Interactive *Includes codes: Asked doctor more about condition read online, Told doctor about symptspg|\ekpfidosial ahaubrigsetary 10
drug read about online, Asked to prescribe a different drug, Asked doctor about medical device

**This does not reflect multiple responses.



Potential Patients Are Looking for Your
Practice

Googlem Help | Sign in | [F] Download as CSV

Insights for Search

Compare by Search terms Filter
8 Search terms Tip: Use 8 comma as shorthand to add comparison items. (tennis, squash) | United States = | | All su bregiﬂns = |
) Locations . |dentist + doctor | ‘ o '
(O Time ranges [ |f|nwer5 | |: Aug #:l |: 2008 #:I - I: Jan #:I I: 2009 #:I Reset
+ Add search term
|A|I Categories |®
Web Search Volume: dentist+doctor vs. flowers Totals @
dentist+doctor I
United States, Aug 2008 - Jan 2009 flowers —,
Interest over time Medical searches are News headlines: Show Hide
H H How can | see numbers?
consistently occurring.
I e -/ —___————‘__"“N\_‘w__,-* — \/——___________ /\ N
-\-\_‘_‘--_
I B e __——~—._,________,—— — —— _——'_'_'_\-\_‘-\—\_,_\_\_\_____\-F//_______
1 1 | 1 1
Aug 2008 Sep 2008 Oct 2008 Nov 2008 Dec 2008 Jan 2009

S@uorcdi@uediddrasitjiies for Search (www.google.com/search/insights/) Google Confidential and Proprietary
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Patient Activity Implications Google

A The Internet is an effective platform for reaching your engaged
patients

A Search engines and health sites are optimal channels for reach and
targeting as these are where patients begin their research

A Research online prompts actions that bring patients into the
healthcare system and/or effects their healthcare decisions

AThe i mpact of a patientodos researc
mont hés time, i mplying t hlatersepasad
marketing channel



Google Advertising Solutions

Benefits of AdWords

Common Misconceptions
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At a Gl ance: Googl eobos Gl o

A#1 global Internet property with
76% reach of Internet users

A#1 in search in US and globally
ALargest global advertising network
A#1 video site YouTube in US

A Innovative offline ad platforms (TV, Audio)

Example content network and search partners: -

Note: Data represents Google Search and Content Network, including Google properties; Google Confidential and Proprietary
Sources: comScore Media Metrix (May 2008); comScore custom analysis



