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ISMPP Announcements
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» This webinar has been approved for 1.5 ISMPP
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CMPP™ Recertification Credit. Please capture a cmpp g
screenshot of the title slide to submit for credit % * ISHPP » Q"’
* Be sure to enter CMPP credits earned at the 18t “emos

Annual Meeting

* Getinvolved and make great connections! ISMPP
Annual Volunteer Drive is now. Apply by this Friday,
June 24™ to be a part of an ISMPP Committee



7 How To Ask Questions

s

Feel free to ask a question at any time, however all questions will be held
until the end the of the presentation.

To ask a question, open the Q&A window, type your question into the
Q&A box. Click Send

Note: Check Send Anonymously if you do not want your name attached
to your question in the Q&A

We will make every effort to respond to all questions live (out loud)
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Kelly Soldavin Ajit Kulkarni

Senior Editor Director Social & Medical

Medicine & Healt.h Journals Digital Strategy & Comms
Taylor & Francis Group

Novartis
Sue Egan Moderator, Tom Rees
Sue Egan Associates Director of Innovation
Limited Oxford PharmaGenesis

Hetal Patel
Global Head of Stakeholder Engagement

Dikran Toroser Boehringer Ingelheim International GmbH

Senior Director, Publications, Merck




* Information presented reflects the personal knowledge and opinions of
the faculty and does not necessarily represent the position of their
current or past employers or ISMPP



1 Thank You, Social Media Guidelines Workstream!

* Neil Adams, Karger Publishers (co-lead)
* Kelly Soldavin, Taylor & Francis (co-lead)
* Kathleen Broderick, Amylyx

* Kathryn Coles, Envision Pharma Group
* Anna Geraci, ISMPP

* Michelle Kissner, Pfizer

* Matt Lewis, MEDISTRAVA

* Tomas Rees, Oxford PharmaGenesis

* Roshini Sequeira, Boehringer Ingelheim
* Maya Shehayeb, Amgen

* Lana Vegman, Novartis

The Social Media Guidelines Workstream is part of the
ISMPP Social Media & Web-based Metrics Working Group =
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Differentiate between the potential uses of social media within scientific
publications

|ldentify and describe organizations’ practices and guidance related to
social media

Acquire knowledge about the practical considerations for implementation
of social media strategy

Collaborate with industry partners to disseminate research and scientific
publications



%% Should Pharma be communicating information
about peer reviewed publications via social media?

* No - the compliance issues are too challenging
* No - the value is too limited
* No - but they should encourage publishers to do so

* Yes - the risks of not using social medial are too
great

*Yes - it's important for transparency
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p J surveyed 118 people across a range of
business types

Academia  Qtper

T
Publisher __———

Pharmaceutical
s 38%
hnoIo ol

Consulta n’%

...said their company had
guidelines in place on how to share
journal links via social media




L Q Which departments in your organization use social media to
share publications, disease state education and related
information?

100% :
90% | Many companies do not
80% share research at all

70% Med Affairs has a
60% Very limited role

50%
40%
30%
20%
10%

0%
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Social Media Guidelines:
PUBLISHER PERSPECTIVE

Kelly Soldavin
Senior Editor

Taylor & Francis Group
kelly.soldavin@taylorandfrancis.com
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mailto:kelly.soldavin@taylorandfrancis.com
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v" WHY are publishers using social media?
v" WHAT social media platforms are used by publishers?

v" WHAT type of social media accounts are used by
publishers?

v HOW do publishers decide what research to
disseminate on social media?

v WHO from the publishing team manages the social
media accounts? g e
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Guidance Provided by Publishers

AUTHOR?E R\/\CEh'S ° Taylorfrancis Group

A guide to Twitter for resear

Using social media
to promote your research

@ From just one article* Taylor & Francis has seen: < Back to Research impact

More than
1,651 tweets from

1.482 accounts, reaching @
over 2.5 million o
o

I'm a researcher. How is using Twitter going to benefit me?

A search in Google will come up with a long list of academics explaining how Twitter has benefited
their research, before and after publication. Twitter can be a useful tool to:

combined followers * Connect with other academics in your field
* Ask questions (“crowdsourcing™ ideas

« spread Use social media to promote your article
* Public

@ f Resulting in over
156,650 ' article

VieWs since March 2019 Increasingly researchers are turning to social channels to help share
‘E their research. As a first step, check to see which platform your peers
and intended readership are using and engaging with the most - you
don't need to be active on all the channels. Here are some quick tips for
promoting your article on some of the key social media platforms
(Twitter, Facebook, and LinkedIn):

Read our ¢4
media cand

* Altmetric daga, Maving 1= & world beyond 'p < 0.05

TP Americon Statisfcian, Nicole A_ Lazar, Alen L Schirm
& Benald L Wessersisin, (sken on 26 Fabrusry 2020

What are Taylor & Francis authors doing? ®

0z 0. 95 6+ 6«

44% 63% 22% 18%

UISN/60/020¢/SPEO[dN/3USIU0S-dM/ W0 SPUEIJPUBIOAEY SOIIAISSIOYINE//: SOy

Group CC BY-NC -ND.

/513421e3531-10§-1313IM]}-03-3pIng-e/10ed Wi-|d1easal/Wod SIouel jpuBIo|Ae) S3dIAIssIoyIne//:sdny

&

=3

o Announce your published work along with a link to your article. Tag co-authors, your publisher (e.g.

E @tandfonline), funder and institution, and anyone else you think might be interested in your paper. For

2 Twitter you can post multiple times a day, whereas Facebook and LinkedIn once per day is optimum.

&g

'8 Include hashtags that your intended audience are using, doing a little research on Twitter beforehand to

B4 find the best ones to use. This will make your tweet part of a bigger conversation, meaning you might reach L Thutormationat

T . . , . international

[ an even wider audience for your research. If you're attending a conference use the conference hashtag B | | Society
(e.g. #ScholarlySummit) to discuss ideas raised during the conference, as well as to make connections during =/ for Medical

2 Professionals™

https://authorservices.taylorandfrancis.com/research-impact/#promoteyourarticle



https://authorservices.taylorandfrancis.com/wp-content/uploads/2020/09/Using-Social-Media-2020.pdf
https://authorservices.taylorandfrancis.com/research-impact/a-guide-to-twitter-for-researchers/
https://authorservices.taylorandfrancis.com/research-impact/#promoteyourarticle
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Y Limitations of Publisher Guidance

v Focused on author-created social media posts
v’ Created for a wide audience, especially academia

v’ Tailored to researchers who have less experience with
social media

v' May not reflect social media practices specific to the
journal or to medical publishing

v" Unlikely to provide advice on adhering to compliance or
regulatory guidance
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Original Abstracts from the 2022 European Meeting of ISMPP

4

The accessibility of materials for
patients with rare diseases

“Most patients actively sought
disease information, and many

found resources via social media.”

4

/Are pharmaceutical companies using\

social media to publicize journal
articles? An informatics approach

“Use of Twitter by
pharmaceutical companies
to publicize publications
\ is generally low.”

)

Preferences of payer audiences for retaining ‘purity of
evidence’ in a digitally evolving environment

“The study found that 50% of payers were comfortable

using digital channels and that social media usage
increased due to fewer face-to-face interactions.”

-

\_

Assessing the impact of Twitter on rare disease
manuscript citations and Altmetric attention scores

“Manuscripts with a tweet from the
journal/publisher had a higher median (range) of
overall tweets [and] higher mean (SD) Altmetric
scores and number of citations” than manuscripts
without a journal/publisher tweet.

Impact of journal article press
releases on reader engagement: a
case study

“Within-issue analyses found
that publishing OA and with
digital enhancements
increased article views. For the
case articles, issuing a press
release was associated with a

)

Curr Med Res Opin 2022;38(sup1): https://www.tandfonline.com/doi/full/10.1080/03007995.2022.2044117

knear-doubling in views."/
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https://www.tandfonline.com/doi/full/10.1080/03007995.2022.2044117
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" Collaborating with Publishers

Ask the journal editor about:
v How your research can be shared on social media
v Other opportunities available for research dissemination

Identify what parts of the article are most attractive to social
media audiences - graphical abstracts, PLS, infographics

Publish your research open access, if possible

Share the publisher/journal’s social media posts about your
research

Consider a collaborative approach to amplify the research for
future relevant events

17

International

Publication

2" "professionals




Social Media Use in
Publications
GPP4 PERSPECTIVE

Dikran Toroser
Senior Director, Publications
Merck
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Undoubtedly, communications via social media can increase the
accessibility/discoverability of content

Hence, GPP4 carefully addressed social media posting about
company research and peer-reviewed publications

Social media postings are available to the general public. Hence,
must not appear promotional and should maintain safe harbor
principles

Compliance processes must be maintained regarding label
indications and pharmacovigilance obligations

19
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Sponsor/company/agency employees should work through appropriate
channels in their company (eg, public relations and external
communications) and follow their internal compliance process for social
media

Academic researchers and others should also follow any social media
guidelines and publication policies set by their employers

Individual employees should avoid using personal social media accounts to
post about products/research or biomedical publications of such research

Social media postings and press releases should not violate congress/journal
embargoes.

U.S. Food and Drug Administration. For Industry: Using Social Media. https://www.fda.gov/about-fda/center-drug- 7
evaluation-and-research-cder/industry-using-social-media. [Accessed March 2022]. Sy

for Medical
Publication
Professionals



Social Media Use in
Publications
REGULATORY AND
COMPLIANCE

Sue Egan
Sue Egan Associates Limited
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Limited guidance, see resources page

Think carefully about your purpose, target audience,
and key messages

Risks include

Safety data / Adverse Drug Reaction reporting non-
compliance

Direct to consumer advertising (not allowed outside USA)
Off-label promotion

Overlap between professional / personal lives

Failure to adopt social media

Publication



Use appropriate channels and content for the audience

Global reach, even if initial post is restricted / geo-
tagged

Disinformation - who has control of the message?

Effects of potential re-post / like / comment / use of
#tag

Need robust internal policies / procedures covering use
of social media

If it’s not allowed off-line, it’s not allowed online

23
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i Resources

* FDA Guidance for industry on the use of social media
* EMA Guidance on Social Media and Mobile Health
* [FPMA Code

* EFPIA Code
— Pharma and use of social media - EFPIA guidance

— See also Annex G of EFPIA Code - principles for the use
of digital channels

* PhRMA Code
* JPMA Code
* Contact details: Sue@SueEgan.co.uk

24
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https://www.fda.gov/about-fda/center-drug-evaluation-and-research-cder/industry-using-social-media
https://www.ema.europa.eu/en/documents/report/social-media-m-health-data-subgroup-report_en.pdf
https://www.ifpma.org/subtopics/new-ifpma-code-of-practice-2019/?parentid=264
https://www.efpia.eu/relationships-code/the-efpia-code/
https://www.efpia.eu/news-events/the-efpia-view/blog-articles/131009-pharma-and-social-media/
https://phrma.org/-/media/Project/PhRMA/PhRMA-Org/PhRMA-Org/PDF/P-R/PhRMA-Code---Final.pdf
https://www.jpma.or.jp/english/code/index.html
mailto:Sue@SueEgan.co.uk

Social Media Use in
Publications
PHARMA PERSPECTIVE

Hetal Patel
Global Head of Stakeholder Engagement
Boehringer Ingelheim International GmbH
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1 Disclaimer

* The views and opinions expressed are individual, and
do not represent Boehringer Ingelheim International
GmbH.
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[ X ¥ ]
HCPs are on have 24 times more social media
HCPs are online @ ial K FOVID has “ ' activity on average than health
—— social networks driven uptake industry companies

52% of caregivers had participated in an online
social activity related to health in the past year,
and T0% were seeking out information and
support online for their loved one

Patient communities and groups

91% of particinants said online

>70(y of HCPs spend more than 1
0 hour of their workday online.
Half of this time is to aid
their clinical decision-making

8 1 % HCP use of social media

5 2 % doctor-only networks usage

7 0% HCPs report using social communities play a role in
media for professional their health decisions

purposes
How patients use social media:
* Gather information

» Read reviews

» Share reviews

« Share a personal health experience

* Engage with others about a health experience

References: ePharma Phisician® U.S. 2019 pre-covid data; DRG Taking the Pulse © U.S. 2020

Sources: WeGo Health, Pw(, Pew Research evck
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Source: CREATION Pinpoint®

Feb 2018

2008

Healthcare professional Twitter accounts

2009

9 HCP Twitter accounts

#1 - US HCPs are early adopters on social media

127,402

2010 2011 2012 2013 2014
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2017
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#2 — the US has the most HCPs online,
and they post the most content

Global share of HCPs on Twitter

Other &

QR (I%) e
Brazi (1%) o._

» United States
Mexico (1%) o

Australia @
Phitippines &——1

Source: CREATION Pinpoint®
Healthcare professional Twitter accounts and Tweets
Jan - Dec 2017

creation.co

Top 15 countries in an online HCP conversation*

Germany (1%)
Saudi Arabla (1%)
Ttaly (1) @,
Argentina (1%) @
Australa (1%) &_
Mexico @
Badle.
reland @
Nethertands e-
Venezuels o

@ United States

India @

*Topic of conversation was
‘pharmaceuticals’ on Twitter

\

% Crearion
>
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*' \ Best practices for planning and
implementing social media strategy

29

Planning

Execution

Compliance

* Understand how your target audience consumes data
* Discuss and define campaign objectives, targeting, content, measures

* Align early on - internal teams (legal, compliance, PR), authors, budget, platform and country-specific
requirements

e Involve your agencies (Pubs & PR) right from the start

* Choose the right platform(s) based on objectives
* Make content more ENGAGING and be innovative

* Drive science = non-promotional (tone/message), scientifically objective, not misleading, and avoid brand
colors

* Monitor and measure metrics; stay within budgets
* Communicate with countries/corporate for possible retweeting
* Maintain library of old graphics/images/posts for repurposing

¢ Invite compliance teams to educational events such as ISMPP to keep abreast of industry trends

*Share examples from peer companies

*Engage early on social media strategy and plans - clearly articulate how, when, who, where

* Work cross-functionally [medical (publications), PR, legal, compliance, regulatory] to create aligned
guidance/review process for use of social media in publications/medicine 4""

2a» | | Publication
2 Professionals’




Social Media Use in
Publications
PHARMA PERSPECTIVE

Ajit Kulkarni
Dir. Social & Digital Medical Strategy & Comms

Novartis Pharmaceuticals Corporation
Ajitak2@illinois.edu
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mailto:Ajitak2@illinois.edu

1 Disclaimer

* The views and opinions expressed are individual, and
do not represent Novartis Pharmaceuticals
Corporation.

31
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7 How do you measure success/impact

* What matters to you

* What matters to your audience

* How you create content for it

* How do you measure success for these factors?

32

International
sssssss

Publication
Professionals™



33

7 Metrics Vs KPIs

* Does your audience appreciate your content?

* What is the impact beyond exposure to your immediate
social network?

* Is my audience willing to engage in a meaningful
dialogue?



Examples of Publications Social Media ”
Posts

Gilead Sciences @ @GileadSciences - Apr 29, 2020 Lilly Medical US @& @LillyMedical - Jun 10
\ Gilead announces results from Phase 3 trial of investigational antiviral in Ditat"edf’es”_'ts °ft?”rt!’hasled3 C"f”'cf'it’ifa' e;’a'”a:'“fg;h‘; e‘f;°ahcy a”t:j
. . - safety of our investigational drug for the treatment o obesity have been
patients with severe COVID-19: bit.ly/2Wd9fQs.

published in @NEJM:

e.lilly/3Q9Rpcp

) GILEAD

Creating Possible

“The study demonstrates the potential for some
patients to be treated with a 5-day regimen, which
could significantly expand the number of patients who
could be treated with our current supply. This is
particularly important in the setting of a pandemic, to
help hospitals and healthcare workers treat more
patients in urgent need of care.”

Merdad Parsey, MD, PhD

Chief Medical Officer

O 59 11 457 O 592 P O a 15 O sa

B3
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An example of a social media post metrics

| - Mg 1 -
HFpEF Chuition of the Dy Which of the Following @ & lesi common
derarapie of clnical charastasivns s indhviduals with HFREFT @
o 324,643 | i
mpressions
i 15.4%
i+ AugiT e e
HIFpEF Crasstion of the Day: True or False, Heaith-related quality of fife is Oibesity el g
Impalred in patlents with Feart fallure ard ls typlcally wores In women thas P
i men, e 173 R
. e | e -
_— 1,013 votes | Final reslts
. pptl -5 Q o= 2 297 Engagements
1,604 votes - Final resils
B . - dug 19
o 0. Q.= v HFpEF Question of the Day: HFpEF has significant Impact on which of the
¥
Tlizwing T Rmecdnaites [13]
: hug 17 E——)
Trists Wiorman with headt fallues sre Tkl 10 @xperience worsensd quaity of Patiern quaity of ife B.1%
[He, when compared 1o men. Quality of Bfe ls impaled seen further in
waomen with HFREF. [2/3] Careghver Burden BT
P e 2 oo ooi o 3,630 Poll Votes
g [Wiafiwabo T e
A you Inenested In arning mos sboul dissase Butdan and managaswnt 566 votes - Finad resits
tor patienas with HFpEFT
Peter Tath, MD & Diane Gauthier, MS, ANP BG discussin 2 pamying Q3 e 0 as &
] I —
33 |- Aug 18
HFpEF Quastion of the Day: Troe o False, Whille disstolic dysfunction i a
Part 4:bit b 0P T ey elamant of HFpEF, patients with HFpEF can also have various degress .
Mt?:MI.M.‘HDHB!‘F of systolle dyshunction, Mrediwime [10] EB URL C|IGK5
°: _w. o I o
Faise 12.39%
AEF wotes « Final resufis /;,L\
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Faculty Discussion

You can submit questions at any time.

To ask a question, open the Q&A window, type your question
into the Q&A box. Click Send.




Audience Q&A

To ask a question, open the Q&A window, type your question
into the Q&A box. Click Send.

| for Medical
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%% Should Pharma be communicating information
about peer reviewed publications via social media?

* No - the compliance issues are too challenging
* No - the value is too limited
* No - but they should encourage publishers to do so

* Yes - the risks of not using social medial are too
great

*Yes - it's important for transparency




%% Have you been involved in discussions around the
communication of publications on social media?

* Yes
*No
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Collaborate with your publisher/journal team to share your published
research on social media

Follow your company compliance process and EDUCATE your main
stakeholders on SOCIAL MEDIA. There is obviously ample
need/opportunity for education on this CRUCIAL SUBJECT

Think about how you can use social media, and then use appropriately

Take the initiative to drive creation of guidance/process for social media
use in publications in collaboration with your legal, compliance, and PR
colleagues

If you have not already, open a social media account/handle and share a
publication post this year. e
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-

June 29, 2022:
Asia Pacific ISMPP U: HCP engagement in a digital world

July 27, 2022:
Authorship Algorithm
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Thank you for attending]!

We hope you enjoyed today's presentation.

After closing out of Zoom, please click the CONTINUE button
on your screen to take our short survey. Thank you!

Thank you for attending the Webinar.
Please click Continue to participate in a short survey.

you will be leaving zoom.us to access the external URL below

hitps:/ www.surveymonkey.com/r/ISMPPU

Are you sure you want to continue?

)
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Faculty Bios




Medical communications professional with over
20 years industry experience

Keen interest in measuring and increasing the
impact of publications.

Member of the ISMPP Social Media working
group for the past 4 years

Co-author on several ISMPP posters and articles
on the use of social media in publication
planning

Publication




Senior Editor with Taylor & Francis Group,
managing a portfolio of clinical medicine
research journals

Passionate about ethical, accessible, and
innovative publishing, with a focus on omni-
channel research communication

Speaker and moderator for ISMPP annual
meetings, ISMPP U webinars, and other industry
conferences

Member of ISMPP Social Media & Web-based
Metrics working group and ISMPP Annual
Meeting program committee




e  PhD in Biochemistry/Molecular Biology from Newcastle upon
Tyne (UK). He did his post-doc at the Cambridge lab (UK) on
genetics and then moved to the US to work as a
biochemist/researcher for the USDA and UNC.

e In Pharma since 2004. Most recently at Amgen and Takeda as
a Publications Group Lead.

e Extensive background in publication planning as well as
medical writing. Has held leadership roles in many therapeutic
areas, including: Immunology, hematology, rare diseases,
cardiovascular, neuroscience and vaccines.

e Active in publications-related professional organizations
(AMWA, ISMPP and ACSE) and most recently has been involved
in compiling guidelines for the publications profession (eg,
AMWA/EMWA/ISMPP Joint Position Statement and “GPP4”, the
Good Publication Guidelines. He is one of the founder faculty
for the UC San Diego medical writing certificate and a
consulting director.
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e Former ethics and compliance leader in
pharmaceutical companies from single country
to international VP

e Consultant for global, regional, and country
clients in matters relating to business ethics
and compliance

e Renowned trainer and congress speaker

International
Society
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Experienced in academia and Pharma Medical
Affairs. [Ajit has authored, co-authored 15
scientific papers, and has served on the editorial
board of Scientific Reports (npg).]

Provides strategic and operational guidance for
US Novartis Pharma medical Twitter and LinkedIn
channels

Highly interested in the impact of novel digital
platforms on pharma medical communication




Five years of experience in Medical Publications
(US and Global) and 20 years total in Medical
Affairs

Early adopter of digital extenders, PLS/PLSP, and
social media use in publications

Presented at ISMPP 2021 on Digital
Enhancements in Publications

Publication




	ISMPP University
	ISMPP Would Like to Thank…
	ISMPP Announcements
	How To Ask Questions
	Faculty
	Disclaimer
	 Thank You, Social Media Guidelines Workstream! 
	Objectives
	Should Pharma be communicating information               about peer reviewed publications via social media?
	We surveyed 118 people across a range of business types
	Q: Which departments in your organization use social media to share publications, disease state education and related information? 
	Social Media Guidelines:�PUBLISHER PERSPECTIVE
	Publisher Approach to Social Media
	Guidance Provided by Publishers
	Limitations of Publisher Guidance
	Recent Evidence about Social Media
	Collaborating with Publishers
	Social Media Use in Publications�GPP4 PERSPECTIVE
	 GPP4 recommendations on Social Media 
	Continued recommendations…
	Social Media Use in Publications�REGULATORY AND COMPLIANCE
	Social Media Risks
	Other Social Media Considerations
	Resources
	Social Media Use in Publications                           PHARMA PERSPECTIVE
	Disclaimer
	Our stakeholder behaviors are changing…
	Trends of US HCPs on social media
	Best practices for planning and implementing social media strategy
	Social Media Use in Publications�PHARMA PERSPECTIVE
	Disclaimer
	How do you measure success/impact
	Slide Number 33
	Examples of Publications Social Media Posts
	An example of a social media post metrics
	Faculty Discussion
	Audience Q&A
	Should Pharma be communicating information               about peer reviewed publications via social media?
	Have you been involved in discussions around the communication of publications on social media? 
	Call to action
	Upcoming ISMPP U Webinars
	Thank you for attending!
	ISMPP University
	Faculty Bios
	Slide Number 45
	Slide Number 46
	Slide Number 47
	Slide Number 48
	Slide Number 49
	Slide Number 50

