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Content landscape of

pharma-owned and
association-owned podcasts

INTRODUCTION

e Storytelling has its roots in oral tradition, as evidenced through epic
poems and other oral history traditions’

e Written communication is commonly utilized to find information, but for
auditory learners, podcasting is an ideal storytelling medium

= A recent study of >300 participants found that those who listen to
podcasts are driven by curiosity and the desire to comprehend more
information?

= Compared with other mediums, listening to podcasts resulted in higher
listener engagement due to storytelling in podcasts and connection
fostered with podcast hosts®

e Podcasts are a growing medical communications channel that allow
pharmaceutical companies to provide medical information to patients
and healthcare professionals (HCPs)*

= From 2019 to 2020, more HCPs listened to healthcare-related podcasts
that informed their clinical practice (increasing from 55% to 61%)3

= A 2023 survey found that 65% of HCPs listen to audio formats
for medical content at least once per month, with common topics
including a deeper understanding of specific conditions and physician
experience with similar patients®

» Pharma-owned podcasts have successfully told both scientific and
patient stories’

= Storytelling can elicit behavior change, suggesting that within the
medical field, storytelling could affect clinical practice?®

e Medical/professional associations are top sources of information for
HCPs and are currently creating their own podcasts as a way to reach
their members with engaging content®

e Pharmaceutical companies may develop podcast content or seek
opportunities to collaborate with a trusted medical/professional
association to provide information to members and HCPs?®

OBJECTIVE

e To understand the content landscape of pharma-owned and association-
owned podcasts

METHODS

e Select specialty medical/professional associations were audited and
interviewed to understand current and future opportunities as well as
needs for podcast content collaboration with pharma

= The specialties identified for investigation were urology, oncology,
rheumatology, allergy/immunology, and neurology

e The top 11to 2 US- or EU-based associations for each specialty were
identified and 4 questions were asked:

= What opportunities are currently offered for pharma companies to get
involved with association podcasts?

= How can pharma companies best work with associations on podcast
content collaboration? Now and in the future?

= What do associations need from pharma companies to support their
development of podcast content?

= |f there are currently no opportunities for collaboration—but the
association would be open to exploring this—could we define what the
ideal scenario would look like?

e Episodes from association-owned podcasts from Q4 2023 were
identified

e Pharma-owned US-based podcasts were identified using Google, Apple,
or Spotify through December 1, 2023

» Podcasts were included if they had =5 episodes or =1 season

e Association-owned podcasts and pharma-owned US-based podcasts
were manually audited

= Common themes were determined using podcast titles and
descriptions

» Podcast guests/hosts were identified from the title and description of
the podcast with Google searches to determine their role (eg, opinion
leader [OL], practicing MD, association affiliated, patient, employee,
patient advocate)

= Target audiences were defined based on podcast episode themes
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Association-Owned Podcasts

e 24 podcasts from Table 1. Association-Owned Podcasts

9 medical/professional
associations across

|
.
.

Specialty Association No. of podcasts

5 specialties were Urology AUA3 AACUO EAUO
identified (Table 1) Oncology ASCO9 ESMO3 ONS1 APSHO 1
= Oncology associations Rheumatology ACR 2

produce the most
podcasts out of all the
medical associations

AAAAI 1
AAN3 ANA1

AAAAI, American Academy of Allergy, Asthma & Immunology; AACU, American Association of Clinical
Urologists; AAN, American Academy of Neurology; ACR, American College of Rheumatology; ANA,
American Neurological Association; APSHO, Advanced Practitioner Society of Hematology & Oncology;
ASCO, American Society of Clinical Oncology; AUA, American Urological Association; EAU, European
Association of Urology; ESMO, European Society for Medical Oncology; ONS, Oncology Nursing Society.

Allergy/Immunology
Neurology

e Only 2 associations currently have opportunities for pharma podcast content collaboration,
while the remaining only offer sponsorships or do not allow industry participation

= The American Urological Association allows industry-developed, non—continuing medical
education, informational podcasts, which includes hosting and elevated awareness to
members via association newsletter and email as well as metrics over 10 months

» The Advanced Practitioner Society of Hematology & Oncology allows fair-balance podcast
content developed in partnership with a pharma company (with MLR review if needed),
which includes development, hosting, and elevated awareness to members via association
website and channels for 6 months
- Traditional sponsorships consist of 15-to 30-second audio to be played prior to the podcast

e Some association podcasts are open to suggested topics from pharma but do not guarantee
the suggested content will be developed

Some associations do not allow collaboration with pharma

“ASCO along with most
healthcare associations do not allow
pharma to provide content on their websites,
just sponsorship opportunities.”

American Society of Clinical Oncology

“..we do not take
outside podcast requests.”

American Academy of Allergy,
Asthma & Immunology

e The American Society of Clinical Oncology and American Academy of Allergy, Asthma &
Immunology indicated their reasons for limiting collaboration with pharma were historical
and related to maintaining a separation between pharma companies and the association

Association-owned podcast hosts

e Association-owned podcast hosts were
generally practicing physicians or OLs

e Association-
affiliated hosts
were also
practicing
physicians and
sometimes journal

Common themes across
association-owned podcasts

e Common themes included general
science updates, disease state education,
and clinical trial outcomes data

» Science was the main theme across
47% of podcast episodes and
encompassed updates on a disease,
education on a condition, or general

Employee

46%

disease education editors

50
o 40
]
k=]
_2 Patient-centric
% 30 Education
© m Clinical
o 20 BN Career/
'E Leadership
S
Z 10 = |

0

AAAAI AAN ACR ANA APHSO ASCO AUA ESMO ONS

Patient-centric (patient education, patient story, patient case); Career/Leadership (leadership, career pathway, diversity, personal/career development); Clinical
(clinical trial, global healthcare, symposium, healthcare, real-world evidence, continuing medical education, non-continuing medical education); Education (science,
disease state education, artificial intelligence, introductory)

C o N C L

1 HCPs and patients
are actively seeking
medical information

2 Association-owned podcasts
are more HCP oriented but ban
meaningful content development
partnerships with industry

In specialties that do not have as
many podcasts, there could be an
opportunity for pharma to fill the
gap in disease state education
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Pharma-Owned Podcasts

e 9 pharma-owned podcasts spanning 6 companies were identified (Table 2)

= As of December 2023, 4 podcasts were actively producing new episodes and 5 were not
actively podcasting

» The average podcast episode length across all 9 podcasts was 25 minutes

Table 2. Pharma-Owned Podcasts

Company Podcast Target audience
Pfizer Diverse Perspectives | Science Will Win Patients
The Antigen | menopause: unmuted

Novo Nordisk Team Novo Nordisk Patients

Bristol Myers Squibb BOLD Innovators Other

Eli Lilly Elixir Factor Patients
Genentech Two Scientists Walk Into a Bar Patients
Johnson & Johnson J&J Innovation Patients

Common themes across pharma-owned podcasts
e Common themes included patient stories, general science education, and patient education
about specific diseases and clinical trial process

= Patient stories were a main theme in the Team Novo Nordisk podcast from Novo Nordisk
and the menopause: unmuted podcast from Pfizer

= AlImost all episodes (96%) from the Bristol Myers Squibb BOLD Innovators podcast focused
on career development
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Patient-centric (patient education, patient story); Career/Leadership (leadership, career pathway, personal/career development, diversity); Clinical (clinical trial, global
healthcare, healthcare, real-world evidence); Education (science, disease state education, artificial intelligence, introductory)

e Across the pharma-owned podcast landscape, patient
education and patient stories comprised a large portion
of the podcast themes, with 37% (80) of podcast
episodes falling into 1 of these 2 categories

= Patient stories and patient education were main centric
themes in 7/9 (78%) of the podcasts o
(78%) p 63%

Non-patient-

369

Employee

45%
e Of 214 podcast episodes, 96 (45%) were
12% hosted only by employees, 77 (36%) by
Paticgl OLs and employees, and 26 (12%) only
by patients

Pharma-owned podcast hosts

OL, employee, and patient, 1%

OL, employee, and patient advocate, 1% oL, 5%
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3 Some pharma companies are 4 Ultimately, there is an opportunity for industry to
attempting to address this gap
by producing their own podcasts,
which tend to be patient oriented
because of an emphasis on sharing
patient stories, educating patients
about disease states, and including
patients and OLs as podcast hosts

create clinical and HCP-oriented podcast content
in specific disease areas to effectively engage

in scientific exchange, data dissemination, and
potentially clinical practice

However, pharma should continue to develop
podcasts independently of associations while
seeking to integrate clinical OLs into their content



