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Routes	of	access	to	medical	information	
have	changed

Passive	– Information	finds	you

• RSS,	PubMed	alerts,	Google	alerts
• eTOCs,	Citeulike,	Mendeley

Peer-to-peer	referral	

• Mendeley
• Most	read
• Blogs,	Twitter,	Facebook
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Modes	of	consumption	are	also	shifting	to	multimedia	
channels	– should	be	a	consideration	in	Journal	selection

General	Medicine	– BMJ Oncology	Audience	– Ann	Oncol

@myESMO
@annals_oncolog
y

IF	=	16.3

IF	=	7.0

Press	releases

Organic	social	media	activity

@CompanyNews

CSR

eTOCs



Congresses	are	increasingly	virtual
in	their	reach
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• Identify	and	monitor	key	
influencers	in	the	field

• Identify	potential	KOLs

Online	reach
far	outweighs	
physical	
attendance

Monitor	“chatter”	for	mentions	of	drug	
and/or	key	competitors
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http://www.symplur.com/



A	growing	trend
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Number	of	Tweets	(thousands)	and	impressions*	(millions)
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*The delivery of a post or Tweet to an account



But	not	without	pitfalls…

http://www.medscape.com/viewarticle/881418



CSR

Social media line
Central data line
News line

Digital	journey	of	data



CSR ASCO
Abstract

ASCO
Poster

Congress
Repository Publication

PubMed

Dataset
Review

Social media line
Central data line
News line

Wikipedia



CSR ASCO
Abstract

ASCO
Poster Repository Publication

PubMed

Dataset
Review

Figshare

Twitter East

Twitter West

F1000

Patientslikeme

Facebook

Social media line
Central data line
News line

Wikipedia

Twitter 
Central SERMO

Congress



CSR ASCO
Abstract

ASCO
Poster

ASCO Post

BBC
Health
News

Repository Publication

PubMedMedscape

Dataset
Review

Figshare

Twitter East

Twitter West

PubMed
Commons

F1000

Forbes
Patientslikeme

Facebook

Social media line
Central data line
News line

Wikipedia

Twitter 
Central SERMO

Congress

Press
Release 



Most	accessed	resources	are	often	
non-journal	in	nature

Relative	reach	and	use	of	peer-reviewed	information	resources,	regulated- and	
non-regulated	web-based	information	resources

Unregulated	
web-based	resources

Regulated	
web-based	resources	

(e.g.	Medscape)

Independent	
review	articles

Primary	and	
secondary	
manuscripts

Least	reliableMost	reliable

Wikipedia
.org

NIH.gov
Rxlist.com

Other

ADALIMUMAB



Wikipedia	views	give	a	good	“ball-park”	metric	of	
levels	of	interest	in	a	drug	or	therapeutic	area
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And	Congress	presentations	impact	viewership	- PCSK9-related	Wikipedia	entries



Assessing	Journal	Options



Consider	the	entire	selection	of	offerings…
Journal	title Impact	factor Circulation Submission	

to	acceptance
Acceptance	to	
publication Extenders Social	media

Journal of	Clinical	Oncology 20.98 26K 4	weeks 11-12	weeks

Annals of	Oncology 9.27 9.3K 3-6	weeks 12-16	weeks

ESMO	Open - - 1	week 2-3	weeks

PLoS 3.06 - 4	weeks 2-3	weeks

The	Lancet	Oncology 26.51 10.8K 1	week 2-4	weeks 1
4

1
2

Video	
abstract

iPAD	
version eTOCS Podcast Comments Open	

access
Twitter FacebookPinterest



• Journals	matching	the	Medline	subject	“Pulmonary	Medicine”,	ranked	by	history	of	“social	buzz”	in	the	
preceding	12	months

• Not	a	replacement	for	IF	and	other	more	traditional	rankings
• Increasingly	important	as	social	media	becomes	more	prevalently	associated	with	journals

Journal	selection	by	level	of	social	media	
activity….

1www.Altmetric.com 



What	is	the	proportion	of	KOLs?

• Over	half	of	the	followers	
are	healthcare	workers,	
doctors,	nurses	or	
scientists	

• Another	18%	are	
communicators	–
Teachers,	authors/writers	
and	journalists
– Journalist	following	
also	raises	the	
potential	of	
mainstream	news	
coverage	

Demographics	of	followers	may	also	be	
important	



“Please	include	a	120	character	summary	of	your	manuscript	which	
will	be	used	on	Twitter	if	eventually	accepted	for	publication.	The	
target	for	this	Tweet	should	be	aimed	at	clinicians	and	scientists.	
Please	make	it	brief,	informative	and	appealing.	The	Editors	reserve	
the	right	to	alter	these	Tweets	as	needed.”

• Potential	violations	of	the	ABPI	code	on	DTC	advertising	or
off-label	promotion!

• Need	a	procedure	in	pace	to	deal	with	such	requests

Request	from	European	Urology	
– an	Elsevier	journal



• PLOS	ONE	articles	(n=16)	were	blogged	and	released	via	Facebook,	
Twitter,	LinkedIn

The	effect	of	social	medial	release	on	page	
views	and	PDF	downloads	of	the	original	article

http://www.plosone.org/article/info:doi/10.1371/journal.pone.0068914



Assessing	Impact
Journal	article



Traditional	metrics	are	outdated
in	the	digital	age

• IF	– Misused	as	a	measure	of	the	impact	of	an	individual	article
• A	small	number	of	manuscripts	are	cited	much	more	so	than

the	rest1

• E.g.	90%	of	Nature’s 2004	impact	was	based	on	<25%
of	manuscripts

• Shift	in	emphasis	from	JOURNAL	impact	to	ARTICLE	impact

• Citations	are	a	measure	of	ARTICLE	impact,	but:
• Are	slow	to	emerge
• May	not	be	a	good	thing;	context	is	important
• Some	target	audiences	may	not	generate	citations	(GPs,	nurses)

• Actual	measures	of	access	– page	visits,	abstracts	views,	PDF	downloads

• Indicators	of	interest	– Google	search	volume

• Social	media	and	search	patterns	provide	alternative	measures
of	impact

• Article-Level	Metrics	(ALMs)
• Altmetrics

1. Nature 435: 1003–4. 2005.2
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Real-time	numbers	of	visits
and	downloads



Altmetrics	provide	some	insights	into	the	
impact	of	an	article

https://www.altmetric.com/about-altmetrics/what-are-altmetrics/
https://www.altmetric.com/about-our-data/the-donut-and-score/

Other	systems:



Take	home	summary

As	consumption	of	publications	and	scientific	
communications	becomes	ever	more	digital	in	nature,	

in	parallel	with	consumption	of	news	and	other	
information,	the	distribution,	awareness	building	and	
impact	assessment	of	those	publications	needs	to	keep	

pace	and	adapt	accordingly



THANK	YOU

Questions:	 Russell	Traynor
russell.traynor@envisionpharma.com


