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BACKGROUND

e Communication channels have evolved dramatically in recent years, with the majority of healthcare

professionals now using social media for professional purposes’

e Social listening enables assessment of online engagement but is not yet standard practice in

publication planning

OBJECTIVE

e We sought to identify drivers of online engagement relating to publications that could be explored
to inform strategic publication planning by indicating when and where publications may have the most

visibility/impact

METHODS

e Three searches were conducted using a social listening platform
(Brandwatch®?) to assess online engagement

o Mention volume in 2024 was analyzed for a monoclonal antibody with

therapy areas at pre-approval (PA), approval (AP; approved 2024),
and late-lifecycle (LL; approved 2019) stage

e Press releases were excluded to allow focus on mentions directly
referring to publications

e ChatGPT-4.5 was used (March 25, 2025) to determine audiences
reached by X posts based on user bios

LIMITATIONS

e Analyses were predominantly driven by X data due to accessibility in
Brandwatch®

e Only one drug studied

GLOSSARY

e Engagement
o The interactions users have with content on online platforms (liking,
commenting, sharing, clicking on links, etc)

e Mentions
o Any instance where a specific keyword, topic, or phrase appears within
monitored content across digital and social media platforms

e Impressions (in the context of the X platform)
o Represent how often the post was potentially viewed; the sum of all
followers of all authors who posted
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RECOMMENDATIONS

e Understanding engagement patterns using social listening insights could inform strategic timing and social
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Author video, plain language
summary, interactive poster
content

media visibility of publications and other activities across functional departments

e Journal choice

o Publications in high-impact journals generate high engagement and have broad audience reach
o Publications in lower-impact journals may require strategic intervention to increase engagement/visibility

e Consider involving authors who are active on social media channels

e Support publications to enter social media channels to increase visibility and accessibility

o Collaborate with journals

and compliant

o Provide authors with materials/support to ensure any social media posts they wish to make are accurate

e Link to original publications in press releases where appropriate/compliant

RESULTS

Drug lifecycle stage influences total online engagement;
publication of pivotal data is a direct driver
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e Before exclusion, ~60% of all mentions referred to press releases

o Not all press releases contained a direct link to the publication they
referred to
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Publications in high-impact journals generate high online
engagement and reach broad audiences

4,004,303

4,347 0721

O Total impressions
Average -fold higher AP high'impoct
impressions publication
(PA, LL; n=12)
2 X posts per
publication

e In addition to expected specialist audiences, X posts led to
impressions with a range of non-specialist audiences such as
patients and patient advocacy groups

Authors posting about publications extends their reach

54 mentions
104,070 impressions

—— 10X posts
5,918 impressions

e 25-fold more impressions for the recently approved indication vs
average for PA and LL indications
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