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- The Physician Landscape Today -
Or, How We Teach That Doctors Are People Too
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Physicians are expected to keep up with an exponentially expanding world 

of medical news and literature. And with increased admin work plus higher 

patient volumes, they have even less time than the rest of us for using 

digital resources - not even 2 hours per day. 

2000s1950s 2017+

J U S T  T O  K E E P  U P
T O D A Y ’ S  P H Y S I C I A N S  O F T E N  S T R U G G L E

Note: Source: Manhattan Research
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> 1 M  M E M B E R S  
> 3 0 M  A R T I C L E S  R E A D

W H A T  H A V E  
W E  L E A R N E D ?
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personalization

articles ingested

medical relevant

physician facing

news mapping

clustering

1

D A T A  D R I V E S  R E L E V A N C E



PROPRIETARY and CONFIDENTIAL  

S I M P L I C I T Y  W I T H O U T  R E L E V A N C E  I S  J U S T  M O R E  W O R K
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articles ingested

medical relevant

physician facing

news mapping

• Cardiology 
• Internal medicine 
• Family medicine 
• Nephrology

What defines a healthcare provider?

D A T A  D R I V E S  R E L E V A N C E
1
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Background

Specialty/Subspecialty


Clinical Interests 

Credentials (MD/DO)


Title (Chief, CEO, etc.)


Practice Location 

Years Experience 

State Licenses


Board Certifications


Gender


Age


Urban vs. Rural


Languages Spoken


Professional Associations 

Training/Practice

Medical School/Residency


Fellowship


Hospital/IDN Affiliations 

Sunshine Act $ 

Claims Volume


Referral Size


Insurance Accepted 

Meaningful Use Certification


Awards:

• Checkbook Doc

• Super Doc

• Compassionate Doc

• Patients Choice

• Bridges to Excellence

Research

Publications in High Impact 
Journals


Authorship Importance                 
(ex. Lead Author)


Keywords/MeSH Terms


Citations


Clinical Trial Investigator 

Grants


Professorship


Presentations & Lectures


Book Chapters

Network

Doximity Colleagues 

Co-Workers 

Co-Authors


Co-Investigators


Med School Colleagues


Residency Colleagues


Fellowship Colleagues


Referral Network 
Citation Network


Cluster Coefficient 

Social Influence  
(Eigenvector, Centrality, 
Betweenness)

Digital

Doximity Member


Date Registered


Months Active


Mobile/Web/Email Activity 
Invite Send/Receive 

Secure Message/Fax Count


Comments


Profile Views


Twitter Handle/Followers 

Other Social Media  
(Klout, Facebook)

D A T A  D R I V E S  R E L E V A N C E
W H A T  D E F I N E S  A  H E A L T H C A R E  P R O V I D E R ?
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D A T A  D R I V E S  R E L E V A N C E
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personalization

articles ingested

medical relevant

physician facing

news mapping

clustering
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P E R S O N A L  I S  E V E N  B E T T E R
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S O C I A L  C U E S  =  M O R E  R E L E V A N T  C O N T E N T

4x more likes

Social Cues have resulted in:

40% more comment clicks

9x more clicks 

2

P E R S O N A L  I S  E V E N  B E T T E R  
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2

D O C T O R S  R E S P O N D  T O  S O C I A L  I N T E R A C T I O N S

Replied to Comment

Also Commented

Liked Comment

Liked Update

Press Mention

55% 
ctr

P E R S O N A L  I S  E V E N  B E T T E R  
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D O C T O R S  A R E  E X T R E M E L Y  B U S Y
3

Recent suvery/study revealed very interesting insights into physician engagement / consumption:

"As physicians have limited time in their professional day… it’s crucial that we consider their 
distinct media preferences in order to maximize engagement and ultimately address their 
needs.”

“Nearly 75 percent of physicians are most likely to engage with condition specific or disease 
state content…”

“…it is important to keep in mind that it may take numerous exposures of an ad before a 
physician actually "views" the ad, validating the need for purchasing multiple impressions based 
on your brand's digital media objectives.”

1

2

3
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3

Note: Source: Edgar Dale: Audio-Visual Methods in Technology, Holt, Rinehart and Winston.  In medical teaching, this is traditionally used as “See one, Do one, Teach one”

Reading

Hearing Words

Looking at Pictures

Watching a Movie 
Watching a Demonstration

Participating in a Discussion

Simulating / Doing the Real Thing

10% of what we READ

20% of what we HEAR

30% of what we SEE

50% of what we HEAR & SEE

70% of what we SAY

90% of what we  

SAY & DO

After 2 weeks, we tend 
to remember…

D O C T O R S  A R E  E X T R E M E L Y  B U S Y
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Note: Source = Sharethrough and Nielsen Media research NATIVE ADS VS. STANDARD BANNERS - IPG MEDIA LABS STUDY

“Banner blindness” is the term of art that captures 
study findings.  Readers have become trained to ignore 
banner ads altogether

3

Eyeball tracking studies have repeatedly shown that 
banner ads are most often not even seen when a 
user is scanning/reading content

D O C T O R S  A R E  E X T R E M E L Y  B U S Y
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Note: Source = Sharethrough and Nielsen Media research NATIVE ADS VS. STANDARD BANNERS - IPG MEDIA LABS STUDY

3

“the time spent in the main content areas was 4,000% 
more than the time spent in the areas containing the 
banner ads, resulting in significantly higher brand recall”

D O C T O R S  A R E  E X T R E M E L Y  B U S Y
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Video Best Practices
Shorter is better 
• Capture interest in first 5 sec 
• Keep under 2 min; key messages in first 1 min 

Visual Storytelling  
• Think like a ‘silent film director’: include 

people, graphics 
• Include captions or text 

Descriptive Headline 
• Compelling pre-load image 
• Summary text and clear CTA

3

D O C T O R S  A R E  E X T R E M E L Y  B U S Y
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“What we are finding is when we have a highly 
knowledgeable local advocate, there is a rapid 

dissemination of information among other clinicians 
who are co-located within a clinic or across a 

physician network… This peer-to-peer education 
cascade has been central to our ability to 

fundamentally change the scientific discussion”

C O N N E C T I O N S  M A T T E R
P H Y S I C I A N S  L E A R N  M O S T  F R O M  O N E  A N O T H E R

4

Note: Source: Manhattan Research (left); ZS Associates AffinityMonitor Report (right)
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PARP Champions

Infusers

No segment

PARP Skeptics

Doximity campaigns leverage the strength of 
targets’ connections to permit multiple 
contexts within which a user can engage with 
content 

• Users can discuss implications 
• Champions can ‘convert’ skeptics 
• and more…

Blinded Client 
Example

C O N N E C T I O N S  M A T T E R
T A R G E T  S E G M E N T S  C A N  T E A C H  E A C H  O T H E R

4
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D O X I M I T Y  

I N F L U E N C E R  
P O S T

Original articles 
by key influencers 

Reinforce the brand message 
with sponsored content 

authored by    -influencers

I
N

F
L

U
E

N
C

E
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Beyond the Bedside First Stab

Readers React | Study Roundup | How I Work | How I Study  
Opinion Pieces | Featured Podcast | Tweet Roundup

2k 6k

300
articles

172
authors

592k
Reads

OP-(M)ED BY THE NUMBERS

4
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“…Other sites have shortcomings. Facebook 
skews personal. Twitter only captures 
physicians interested in social self-promotion. 
And LinkedIn is overwhelmed by the noise of 
non-physicians - frankly, I get close to no use 
from it. Doximity is a means to actually connect 
to the specialists I work with every day…”  
Arjun Sharma, MD

D O C T O R S  A R E  P E O P L E  T O O
5
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Search:
Looking up colleagues 
and other HCPs

Messaging:
HIPAA-secure faxes, 
emails, colleaguing, & 
more to facilitate 
workflow

Newsfeed:
72% of sessions included 
news consumption

Learning

Connecting

Working

Use by Feature (% of Sessions)

D O C T O R S  A R E  P E O P L E  T O O
5

S A V E  T H E M  T I M E  A N D  T H E Y  W I L L  R E T U R N



>1M
members

D O C T O R S  A R E  P E O P L E  T O O
S A V E  T H E M  T I M E  A N D  T H E Y  W I L L  R E T U R N

65%
QAUs

5
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Q & A


