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Objective
• Little has been published on the impact of press releases for 

journal articles on reader engagement. 
• We explored the effect of press releases by comparing reader 

engagement with two similar research articles published in the 
same journal, one with a press release (in May 2020)1 and the 
other without (in April 2021).2

Research design and methods
• The case articles featured the same therapy area, comparator 

drug, and research topic; both had digital enhancements (video 
and animation) and journal-led social media campaigns, and both 
were published OA. 

• The 2020 article had a text-only plain language summary;1 the 
2021 article had a graphical lay summary.2 The study sponsor 
issued a press release that coincided with the publication of the 
2020 (but not the 2021) article. 

• Article views for the case articles and their respective journal 
issues were analyzed using publisher journal data 14 weeks 
after publication.

Results
• Mean article views were similar for the 2020 and 2021 journal 

issues (709 views [31 articles] and 683 views [52 articles], 
respectively). 

• OA articles were viewed more than non-OA articles (mean views: 
807 vs 105 [2020]; 915 vs 176 [2021]). Among OA articles, those 
with digital features were viewed more than those without 
(mean views: 1,621 vs 815 [2020, n = 2]; 1,140 vs 618 [2021, n = 4]) 
(Figure 1). 

• Both case articles received above-average views within their 
respective issues, but the 2020 article received almost twice as 
many views as the 2021 article (2,618 views vs 1,461 views) (Figure 2). 

Conclusions
• 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 near-doubling in views; potential confounders included 
differences in authorship and publication dates. 

Abbreviations OA: open access.

References 1. Kelley RK et al. Adv Ther 2020;37(6):2678–2695. 2. Trojan J et al. Adv Ther 2021;38(5):2472–2490.

Author Contributions Substantial contributions to study conception/design, or acquisition/analysis/interpretation of data: CH, LA, AC, WG; Drafting of the publication, or revising it 
critically for important intellectual content: CH, LA, AC, WG; Final approval of the publication: CH, LA, AC, WG.

Disclosures CH and LA: Employees of Springer Healthcare, specifically Adis. Adis owns Advances in Therapy, the journal analyzed in the current study; AC: Employee of 
Oxford PharmaGenesis who provided medical writing and editorial support for the two case articles analyzed, which were sponsored by Ipsen in accordance with Good Publication 
Practice guidelines; WG: Employee and shareholder of Ipsen.

Acknowledgments The authors thank Charley Lai (MSc) and Kathryn McLaughlin (BSc) of Springer Healthcare who supported with the data collation and analysis, and 
Oxford PharmaGenesis who provided editorial and layout support, which was sponsored by Ipsen in accordance with Good Publication Practice guidelines.

Case article, 
with press release

Case article, 
without press release

Figure 1. Issue analysisb Figure 2. Case-article analysisTAKE-HOME MESSAGES

Case article publication enhancements
Published May 2020

Published April 2021

LinkedIn
Twitter

14 weeks

14 weeks

Analysis
of views

Press
release



Infographic





1,800

1,600

1,400

1,200

1,000

800

600

400

200

0

3,000

2,500

2,000

1,500

1,000

500

0

Methods
animation





Plain language
summarya





Author
video



 

Standard, phased social
media activities by publisher

Standard, phased social
media activities by publisher

M
ea

n 
ar

tic
le

 v
ie

w
s

M
ea

n 
ar

tic
le

 v
ie

w
s

Case 1 issue (n = 31) Case article 1
(with press release)

Case article 2
(without press release)

Case 2 issue (n = 52)

No 
digital

features

Non-OA OA

No 
digital

features

Digital
features

Digital
features

2,618

1,461

79% more views
of case article
with press release

Publishing OA and with
digital enhancements

increased article views 

For two otherwise similar
articles, issuing a press release 

was associated with a
near-doubling in article views

 

Non-OA OA

1

2

a250-word plain language summary published on PubMed for case article 1; graphical abstract published as article supplementary material for case article 2.
bIssue (case 1 | case 2): non-OA articles, 6 | 17; OA articles without digital features, 24 | 31; OA articles with digital features, 2 | 4.
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