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Why Digital? 

 

Aerogen Marketing  

 

Aerogen “Digital” 

 

Why not Digital? 

 

 



1. Globalisation  

 

2. Instant Gratification  

 

3. Media at our Fingertips 

 

4. Same but different 

Why Digital ?  
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Over 6 million patients in more than  
75 countries worldwide have benefited  
from the high-performance aerosol  
drug-delivery technology 

Introduction to Aerogen 

The award-winning technology of 

Aerogen®, with over 40 international 

patents, has made it the market leader in 

aerosol drug-delivery worldwide 
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Palladium vibrating-mesh technology lies at the heart of all Aerogen® products 

1.Aerogen® is a global leader in ICU ventilator 

aerosol drug treatments 

2. Prevention of escalation of care in 

Emergency room with a reduction in 

Hospital stay and admission rates 
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Marketing Priorities - AAA 

AWARENESS ADVOCACY ACTION 
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Aerogen Brand and Commercial Execution 

• Completely Re Branded in 2015 – Expanded in 2016  

 

 

• Represented in all countries by distributors  

 

• How to improve SOV with distributor and drive 

Aerogen Brand Awareness ? 

 

 



8 

Early 2016 – Started digital Activity  

 

Using online relevant targeted sites 

 

Leveraging Digital  

• Pre market show 

• Print Advertising 

– QR Code to landing page. 
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Website 

• Continue to run a number of campaigns to 

reach our target audiences – banner ads 

etc. all tracked by unique urls  

 

• Re-targeting and re-prospecting 

campaigns to capture website visitors and 

those using our key words and phrases 

 
Traffic from social media spends more time 

on average 

 

LinkedIn generates most traffic to our 

website followed by Facebook and Twitter 
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Aerogen Website Demo Requests – converting to sales 

Purchased  

2 

Controllers, 

20 Solos, 20 

Ultras 

Purchased 

6 

controllers 

& want 

more  

Purchased 

8 Pro X 

Purchased 

multiple 

Ultra kits 

Over 170 leads 

generated 
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Key Data 

   patient medication  
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Post Show Email Blast  

• Sent to all Aerogen leads from 

Shows 

• Follow up Planned & Executed  

 

Conference  Target  # Leads  

ACEP Leads 2016  Emergency Physicians  1500 

EmCare Leads 2016 Emergency Physicians  19 

ACEP Leads 2015 Emergency Physicians  126 

ENA Leads 2016 Nursing  145 

ENA Leads 2015 Nursing  149 

Webinar Sign ups 2016 Respiratory Therapists  412 

Focus Conference 2016 Respiratory Therapists  56 

Total Target  2,407 
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Social Media 
Aerogen are on; 

• Facebook          @AerogenLtd 

• Twitter               @Aerogen 

• YouTube            AerogenLtd 

• LinkedIn            Aerogen 

• Google+            Aerogen  

• Instagram          Aerogentechnology 
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35% annual growth in LinkedIn 

Followers; 7,600+, all organic,  
doubled number of  posts in May & June due to 

large volume of news – big increase in 

followers  
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Our target audience are commenting on posts 
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Posts are a mix between staff (recruitment), shows & educational 

to appeal to our different followers. Mix of sponsored and organic.  
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Some audiences / posts generate far more activity – test different posts with different 

target groups to identify what works best  
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Aerogen – comments / messages to purchase Aerogen 
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Aerogen 

• 1,100 + followers 

• Over 15k impressions p/m 
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Why not Digital ?  

You can engage as much as you wish  

 

Customers can engage on their terms 

 

Investment levels are dependent on objectives  

 

Can be evolutionary not revolutionary - Complementary 

  

Shift from Push to Pull marketing 
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