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Methodology: Tools & Data Sources

Spanish Market Timeframe Analysed: January 

2021 – February 2022
Languages: EN/ES/CAT
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Post monitored: 14K Spanish: 10K English: 3.000 Catalan: 1.000

Channels Analysed: Twitter, Blogs, Forums, Reddit, Reviews, News, YouTube, Facebook (owned media), Instagram.
Data and Content Sources: Brandwatch, SemRush, Buzzsumo, Google Search/Trends, Twitter Search, Facebook 
Search/Library, Instagram Search, YouTube Search, Instagram Search.

i.e. “Topics around Covid19 
vaccine is mentioned as ITP 
–side effect”

A high volume of mentions is related to the Covid19 vaccine and its 

manufacturers.

This Social Listening report has an overview more accurate regarding 

Market Overview as it approaches the mentions in ITP relating topics 

such as treatments, side effects, symptoms, and products into Voice of 

Patients/HCPs/Groups/Communities, excluding regarding Covid19 

vaccine conversations.



Personas + audiences
Understand who the voices are in the online conversations within ITP to build 

custom audience segments.

Accurate information about people based 
on their interests,  conversations and
backgrounds.

- Gender breakout.

- Emotions expressed online.

- Top Interests are spoken about online 
(different categories).

- Postive / Negative sentiment about Tavlesse.

- % your group over indexes on specific
interests.

- What topics are the most passionate about.

- Age and generational backgrounds.

To identify target groups and 
audiences that can potentially 
consume or prescribe Tavlesse 
and understand these groups’ 
behavior, motivation, and needs 
throughout their digital journey.



HCPS – TARGET GROUP

To understand the behaviour, motivation, and needs of these target groups throughout their digital 

journey HCP’s & Patients/Consumers 

Target Groups HCP’s
Pharmacists

Younger

Patients/Individuals

Millennials/Older

Patients/Individuals

Demographics

35-60 years old

Male & Female

Varied 18-25 years old

Male & Female

35-55 years old

Male & Female

Attitudes, Values, 
Behaviour, Needs

• They consider helping others 
and preserving traditions to 
guide a large part of what they 

do. They think it is essential to 
take care of the people around 

them. They highly respect the 
groups they belong to and 
follow their guidance.

• Healthcare Professionals who 
read newspapers and ads are 

among the most trusted forms 
of advertising with high media 
engagement levels. 

• A good example is Consalud, 

a digital communication 
medium that deals with current 
Spanish affairs in the health 

world from political, economic, 
professional health, 
technological and regional 

perspectives. They also have a 
Facebook community 
@ConSalud.es  · Media/news 
company.

• They are active on social media 
channels to engage in 
conversations or with third 

parties. Their content is over 
40% shared.

• Pharmacists are helpful, social, 
and expressive. They are 

accommodating, easy to please, 
and try to avoid confrontation.

• They take rules and obligations 
seriously, even when they may 
seem inconvenient.

• an excellent example of 
pharmacists’ influence on the 

patients who see them is the 

boticariagarcia Doctor of 

Pharmacy and graduated in 
Human Nutrition and Dietetics 
and Optics and Optometry. She 

has given talks and workshops 
at initiatives such as Puleva, 
Isdin, Eucerin, Almirall, Sanofi, 

Teva, and MSD.

• This group conducts the most 
research regarding topics such as 
chronic pain, and Barcelona is the 

most active region in this regard.

• The top purchasing influence 
factors are friends and family, 
followed by online ads.

• YouTube, Instagram, and TikTok 
are the top social media channels.

• Regarding the personality of this 
group, they are analytical, friendly, 

and social. A good example is the 
TikTok account from 

dahianafarias2.

• They are persistent: they can tackle 

and stick through challenging tasks. 
They are philosophical and open to 
and intrigued by new ideas and love 

to explore them.

• A desire for stability drives their 

choices.

• Patients were more 
active in 2020 than in 
2019. Education, 

academics, and marital 
status with #TPI being 

the most common 
topics.

• Geographical location 
(i.e. rural and regional) is 
a contributing factor. The 

regions with the most 
activity are Madrid and 
Andalusia.

• Websites such as

Infosalus increase the 

visits of females and 
generate positive 

sentiment.

• Regarding their 

personality, they are 
helpful, friendly, and 
expressive.

Preferred Digital 
Channels

Blogs, Twitter, Newspapers, 
Facebook, Instagram, LinkedIn

TikTok, Blogs, Twitter, Newspapers, 
Facebook, Instagram, LinkedIn

Blogs, TikTok, Facebook, Instagram General News, Blogs, Twitter, 
Newspapers, Facebook

https://www.consalud.es/profesionales/mejores-hematologas-espana_102062_102.html
https://www.facebook.com/ConSalud.es/
https://boticariagarcia.com/
https://www.tiktok.com/@dahianafarias2/video/7055505619746426118?is_copy_url=1&is_from_webapp=v1&lang=en
https://www.infosalus.com/


T O P I N T E RE S T S

P E R SO N A

Use of social 
networks in Spain 
[2021] - Audience 
Analysed

• The number of users of social networks in Spain has 

grown by 27% in the last year.

• Potential audience: Facebook has 22 million users 

in Spain, while Facebook Messenger has 11 million. 

Instagram would have 21 million users, YouTube 

would have 37.4 million users, Twitter would have 

7.5 million, Pinterest 7 million, and LinkedIn 14 

million. 

25%

V O I C E + S E N T I M E N T

NEGATIVE

FEMALE SENTIMENT MALE SENTIMENT

GE OGR A PH Y

more likely to discuss topic than general population

T OP L I N G U I S T I C T O P I C S

POSITIVENEUTRAL

10%
65%

of people are most likely  interested in:

T O P PROFESSIONS

89%

69%

79%

52%



Disease  
States +  
Patient Voice



Doctors and healthcare are top of mind  
for consumers
What topics are most important to your customers or patients? The most discussed topics 

within the ITP topics are doctors and healthcare plans, peaking at 13 million mentions and 7 

million mentions, respectively.

D E E P D I V E

Mention Volume breakdown 
by Content Sources

2919 TOTAL POSTS

P H A R M A A N D H E A LT H C A R E T O P I C S D I S C U S S E D ON L I N E

P H A R M A A N D H E A LT H C A R E T O P I C S D I S C U S S E D ON L I N E

L A N D S C A P E O V E R V I E W

Mentions more found on 
Twitter are from patients who 
has been diagnostic 
thrombocytopenia

La%20púrpura:%20los%20extraños%20síntomas%20de%20una%20enfermedad%20tan%20grave%20como%20desconocida%20(lavanguardia.com)
https://t.co/rgOgyrEVPy%20https:/t.co/agw6j5GbIP


FE AT U R E S P O TL IGH T

Patient Audience Segments
Advanced language-based audience segmentation pinpoints audiences in posts or social bios as having a specific chronic condition or 

disease state.

Side Effects Symptoms Prescription
Link

Source: Facebook Group “Trombocitopenia 

púrpura idiopática”

Ask in a Facebook group post if someone else 

falls asleep in any part of the body in addition 

to feeling very tired when their platelets go 

down.

Link

Source: Twitter account

Dr. Jorge Ligero comments on some of the 

symptoms of thrombocytopenia, such as 

headache, eye pain, and joint pain, which occur 

in 60 to 70 percent of cases. The rash appears 

in about half of the cases. 

Link

Source: Twitter account

María Luisa Lozano from 

@crh_MoralesIMIB publishes a clear and 

concrete review of the progress made in 

diagnosing Primary Immune 

Thrombocytopenia (ITP).

https://www.facebook.com/groups/128543976217/user/100000844195803/
https://twitter.com/ligero999/status/1460030809755340800?ref_src=twsrc%5Etfw%7Ctwcamp%5Etweetembed%7Ctwterm%5E1460030812238368769%7Ctwgr%5E%7Ctwcon%5Es2_&ref_url=https%3A%2F%2Fapp.brandwatch.com%2Fproject%2F1998327426%2Fdashboards%2F1186868
mailto:Investigación%20Hematología-Oncología%20on%20Twitter:%20%22María%20Luisa%20Lozano%20de%20@crh_MoralesIMIB%20publica%20una%20clara%20y%20concreta%20revisión%20sobre%20los%20avances%20conseguidos%20en%20el%20diagnóstico%20de%20trombocitopenia%20inmune%20Primaria%20(PTI)%20@sehh_es%20@SETH__Oficial%20@grupoclaht%20@IMIB_RMurcia%20@SAHematologia%20@SphPeru%20@svhematologia%20https://t.co/koKwusBrhs%22%20/%20Twitter


Audience
insights

One of the fundamental pillars of 

medicine 2.0 is social networks.

These social health networks can be 

differentiated into three types: FOR 

HEALTH PROFESSIONALS  - FOR 

PATIENTS – MIXED. 

Projects implemented in Spain in e-health 
to integrate social networks in the health 
world. i.e., Proyecto Palante®

It’s necessary to optimize health 

resources to achieve a cost-benefit 

acceptable for any health system.

70% of patient associations consider the 

use of networks to communicate very 

necessary, 

The growth in the last year has been spectacular, as reflected in the data 

corresponding to Spain, which has been released and is part of the 2021 

Digital Report.

As detailed in this study, one of the most complete of those currently 

being carried out, in the last 12 months, more than 8 million Spaniards 

have begun to use social networks. This represents a growth of 27% in 

just one year. Undoubtedly, the coronavirus pandemic and the 

confinement and social isolation measures have motivated this growth 

in the use of social networks. They have changed how the Internet is 

consumed globally and nationally.

According to data from the report, there are more than 42 million Internet 

users in the country, representing 90% of the total population.

This information is especially relevant since most social networks do not 

provide data broken down by country. Hence, the report focuses on the 

percentage of people who use social networks and are users of each 

platform. It is a very interesting x-ray and a basis for developing 

strategies in Social Media.



INVITATION TO A 
WEBINAR

CONNECTING WITH A TARGET

3 Successful Campaigns that generated positive sentiment
Results may vary in success on the goal of the campaign. These three positive campaigns are well-known wildly successful 

campaigns. Each began with very different plans, resulting in various types of conversations across the platforms such as 

News/Twitter/Website. And topics regarding Thrombocytopenia, New Therapies, and Education.

#Trombocitopenia

#EyesLipsFace

BUILD BRAND AWARENESS  

LESS CONSCIOUSLY

Available the 1st Webinar of the 

Mediterranean on the Surgical 

Management of Patients with 

Chronic #Liver Disease and 

#Thrombocytopenia

📣 Dres Larrea, Bellot, Pérez, 

Fernando and Lozano.

Sobi Spain is a pharmaceutical 

company that contributes to 

transforming the lives of people with 

#RareDiseases #RareStrength 

The Haematology Unit of 

the Virgen del Rocio 

University Hospital in 

Seville, Eva Mingot, during a 

dialogue organised by the 

Servimedia news agency on 

celebrating the World Day 

of Acquired Thrombotic 

Thrombocytopenic Purpura 

(PTTa).

A website committed to 

informing, educating, and 

supporting awareness of 

thrombotic thrombocytopenic 

purpura (TTP). 

There are patient groups in 

many countries worldwide that 

provide support, information, 

and community activities for 

ITP patients. 

TOP HASHTAGS AND TOPICS

Adulto
Biomarcadores
Hemorragia
pacientes
Recuento de 
plaquetas
Idiopático* / 
Diagnóstico 

#Causas

#Tratamiento

#Grado

#Inmune

#Primaria

TOP HASHTAGS AND TOPICS

Avancecientific

o Investigacion

Mortalidad

Impactosocial

Anticuerpos

#Hematologia

#Hemoterapia

#Terapias

#Redaccionmedica

#Factoresderiesgo

TOP HASHTAGS AND TOPICS

Educacion

Enfermedad

Rara

Anemia

Analitica

#Diagnostico

#Recaidas

#Plaquetas

#Niveles

#Episodios
Take a look at the next page to see

Audience Insights.

Link

#Nuevasterapias

Li
nk

Link

#Educacion

https://twitter.com/Sobi_Iberia
La mortalidad por Púrpura Trombocitopénica Trombótica cae (redaccionmedica.com)
La mortalidad por Púrpura Trombocitopénica Trombótica cae (redaccionmedica.com)
https://www.conocelaptta.es/patient/


I N SI G H T

Three sentiment category posts with the topic ITP around Spain.
Explore what drives consumer sentiment by “at-a-glance” positive/neutral/negative analysis

S P O TL IG H T

P OS I T I V E C O M M E N T S N E U TRAL  C O M M E N T S

In this post, @hospitaldemar in Barcelona from the 

Twitter channel announces a national day of patients 

with #immune thrombocytopenia on October 25 in 

virtual format.
Angelaardz is an 

influencer on the TikTok 

platform.

This video tells how she 

has not been diagnosed 

with thrombocytopenia 

immune but that she has 

symptoms that perhaps 

she could have ITP. 

In this post/video, she 

has received more than 

7000 likes and more 

than 100 comments. 

NFEGY

11 /
28

N E G AT I V E C O M M E N T S

Post in Púrpura Trombocitopénica Idiopática - PTI 

Spain Group at the Facebook channel in Spain with 

3.8K members. In this post, we found a testimony of a 

mother who admitted her 4-year-old son to a hospital, 

and after some tests, he was finally diagnosed with 

ITP. 

Link
Link

Link

https://twitter.com/hospitaldelmar/status/1451564005919625216?ref_src=twsrc%5Etfw%7Ctwcamp%5Etweetembed%7Ctwterm%5E1451564005919625216%7Ctwgr%5E%7Ctwcon%5Es1_&ref_url=https%3A%2F%2Fapp.brandwatch.com%2Fproject%2F1998327426%2Fdashboards%2F1181139
https://www.tiktok.com/@angelaardz/video/6830554056113573125?lang=en
https://www.facebook.com/groups/186053468234057

	Slide 1
	Slide 2
	Slide 3: Personas + audiences Understand who the voices are in the online conversations within ITP to build custom audience segments.
	Slide 4: To understand the behaviour, motivation, and needs of these target groups throughout their digital journey
	Slide 5
	Slide 6
	Slide 7
	Slide 8: Patient Audience Segments Advanced language-based audience segmentation pinpoints audiences in posts or social bios as having a specific chronic condition or disease state.
	Slide 9: Audience insights
	Slide 10: 3 Successful Campaigns that generated positive sentiment
	Slide 11

