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It’s that time of year when 
ISMPP brings together the 
full mix of medical publications
and medical communications. 

This year saw the return 
of face-to-face attendance, 
and naturally, we rocked up 
to raise our glass to the occasion!
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F2F meetings are back, but we must 
be mindful of our carbon footprint

There’s a creative genius in us all

Diversity and inclusion are essential to creating 
and leading teams that drive innovation

Patient-centricity in practice

Use data visualization to give 
them something to remember

Top tips for preparing presentations

Arti�cial intelligence could 
be our new best friend

Incorporate a social media strategy 
and work with digital opinion leaders 
to amplify communication

This is the era of the omnichannel approach     
Are you on board?

What’s new in publications?

Want to add pizzaz to journal articles?

Click titles to navigate 
through the sections
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Being back in person at the ISMPP meeting was so refreshing! 

While we love the interactive atmosphere of F2F events and the 

opportunity for serendipitous discussions, pharmaceutical companies 

and agencies are being encouraged to disclose their CO2 emissions. 

F2F MEETINGS
      ARE BACK, but we must be mindful 

of our carbon footprint

95%With       of companies surveyed         

        committing to climate change     

        goals, is this an opportunity 

         for us to embrace 

          hybrid conferences?
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creative genius in us all

There’s a 

Whether it’s in science or art or any discipline, 

highly creative people are huge consumers of content, 

doing this for ~20% of their time. 

Encourage each other to take time to consume content! 

It will generate creative ideas that bring novelty 

and value to what we do.

"
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Diversity &  
inclusion are 
essential 
to creating and 
leading teams that 
drive innovation

Diversity involves building 

a team that represents broad life experiences 

and celebrating differences, while

inclusion involves trusting team 

members to contribute to innovation in a safe, 

considerate and enriched environment. 

Use of inclusive, accurate language is essential 

in empathizing with our audience and creating equal 

opportunities, and this promotes a ‘ripple effect’ 

across communication channels.
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Patient-centricity 
in practice
As patients are key partners 
to many pharmaceutical companies, 

contributing to their strategy, planning and deliverables, we should 

consider including patients and caregivers in new projects.
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As the brain focuses on visual elements to process and store 

information, data visualization allows us to communicate 

creatively in an increasingly data-rich and time-poor environment. 

Cross-functional collaboration is key! Together, we can build 

rich narratives and imagery that improves impact, 

enhance understanding and increase retention. 

Use data visualization 

    to give them something 
              to remember
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Top tips for 
preparing presentations

De�ne a strong opening 

to grab attention early

Find a compelling story or analogy 

– familiarity gets the audience on board

Help the audience see your 

perspective, to be in your shoes

 – it encourages them to empathize 

with and relate to you

Use less text and more images 

to improve clarity of communication

Trust your instincts; 

don’t always go with the safe option

Our new best friend...AIData visualization THE 
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Artificial intelligence 
  could be our new best friend

Future AI models will be able to understand 

language as a whole, not just individual words. 

Incorporation of these models in our operations 

may require user certi�cation to ensure they’re 

used appropriately. 

Predictably enough, use of AI to write publication 

summaries is far more time-ef�cient compared 

with those developed by medical writers. However, 

the quality is not as good, so additional work 

may be needed before they are ready for the 

client or end user.
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Incorporate a social media strategy 
and work with digital opinion leaders to 

amplify communication

developing social media strategies for our 

communications is indispensable. 

With 

of HCPs using social media 

for professional purposes

of patients turning to social media 

to access health information

Seek advice from medical digital opinion leaders 

as they have the authenticity, credibility and 

necessary experience in this niche area. 

Additionally, social media listening and 

considering different patient perspectives 

can give us a better understanding of the patient 

experience beyond what datasets tell us.

65%
and
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This is the era of 
the omnichannel approach
Are you on board?
HCPs want bite-sized content at their �ngertips, the ability to 

bookmark information and to be noti�ed when new personalized 

content is available. The development of archetypes allows us to 

gain insight into how and when to use a targeted approach to 

communications. But it’s also important to keep our metrics in 

check – start with the objective and only select metrics speci�cally 

aligned to it.
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What’s 
new in publications?

The new Good Publication Practice (GPP4) 

guidelines have just been submitted to 

Annals of Internal Medicine for peer-review. 

New areas of focus include enhanced content, 

subject matter beyond the clinical trial, 

and the involvement of patients in publications 

planning and authorship. Be prepared to update 

our company processes!

Assigning authorship should be based on 

a transparent, consistent and well-documented 

approach. The new ISMPP Authorship Algorithm 

can provide that. It uses a weighted scoring 

system based on ICMJE Criterion 1 and will be 

accessible via the ISMPP website.

Adding pizzaz Omnichannel approach THE 
TEAM



Want to add  
pizzaz to journal articles?
With bite-size content 

reigning supreme, there 

is a call to action to reimagine 

the current format of the 

journal article to make it 

suitable for our digital age.

Video abstracts and graphical plain language summaries 

(PLS) can help drive readers to access articles better than 

infographics, slide decks, podcasts, graphical abstracts, videos 

and animations of trial designs (that was the least favorite!). 

It’s great that PLS are becoming more mainstream, 

but the main challenges remain where to �nd 

them and how to access them. Potential solutions 

include a cross-publisher platform to act as a repository 

and search engine, or tagging PLS on PubMed.
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We’re all about fresh thinking; 
shaking up scientific messaging 

with a dash of creative zest. 

If you want to learn more,, 

GET IN TOUCH! 
TALK TO US




