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a survey on publication extenders

Perspectives of field/medical on the value of 
publication extenders 

Poster 31

For further information, please contact  
H.Lier@excerptamedica.com 

The why & how of this research
The
Americas 13

Asia-Pacific9

Europe18

Field/medical respondents 
(n=40) covered the Americas, 
Europe, and Asia-Pacific  

Outcomes of the survey:

83%
respondents used one or more 
types of publication extenders 
in their role. 

of field/medical 

Free text. Responses were categorized and split by ‘value to Field/Medical’ or ‘value to HCP’. Two ‘other’ values were each mentioned only once. n=26; one response included value in both the field/medical and HCP categoriesField/medical respondents (n=37)

Value to
field/medical 

Efficient to use 
(mentioned x8)
Amplify audiences
(mentioned x3)
Diversify channels
(mentioned x3)

More digestible 
(mentioned x8)
More attractive, 
engaging, visual
(mentioned x3)

Value to
HCP 

Field/medical respondents perspective on the value of publication extenders

Field/medical respondents (n=37) using each 
publication extenders in their role. Multiple choice, 
multiple answer. Infographic: visual representation 
with narrative structure. Graphical abstract: concise 
visual summary with little-to-no text.

 Most USED by field/medical:

Infographic
Graphical abstract
Plain language summary
Narrated posters/slides

Video

None of the above

59%
54%
49%
38%

27%

17%

Field/medical respondents (n=34) rating the publication extender as “very 
valuable” or “valuable” on a 5-point rating scale (not valuable, neutral, 
somewhat valuable, valuable, very valuable).

 Most VALUED by field/medical:

Infographic
Graphical abstract
Plain language summary
Video

Narrated posters/slides

88%
76%
59%
58%

45%

Manuscripts (point of comparison)

Infographic
Short video
Plain language summary

Interactive infographics

Podcasts

Long videos >20 mins

78%

75%
67%
42%

25%

19%

3%

Most USED by HCPs according to field/medical:

Field/medical respondents’ (n=36) view on
which formats HCPs use to gain information.
Multiple choice, multiple answer.
Infographic: Infographic/data visualization

Interactions with field/medical represent an important channel for healthcare 
professionals (HCPs) to gain scientific publication information.
A survey was sent to field/medical (e.g. medical scientific liaisons, medical managers, 
medical advisors) working in immunology. 
This survey collected the perspective of field/medical on the use and value of 
publication extenders.  

Not all respondents answered all questions; 
n number for each question is provided.
The generalizability of the survey's outcomes is
restricted due to the limited sample size and the
focus on immunology.

This survey demonstrates that field/medical staff value publication extenders, especially infographics and graphical 
abstracts, which are more visual in nature than text-driven items.
In their view, publication extenders can increase digestibility of the information and are more efficient to use in 
their interactions with HCPs.  

Conclusion of
this research: 

https://innovation.excerptamedica.com/ismpp24/

