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Social Media Insights at Medical / Scientific Congresses
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Our Methodology

The LucidQuest Social Media Insights team monitored approximately 16.1K posts before,
during, and after ASCO GU 2025 to identify key hashtags, top discussion themes, top
Leading Voices and audience sentiment.

Key Our team analyzed the absolute frequency of relevant hashtags found in
hashtags 2.5K posts, and compiled a list of the top most frequent ones.

Top . . . .

posts We filtered posts in the top 25% of views to identify the top 500 ones.

Top discussion The text of top 500 posts was analyzed to identify the top discussion

AN AP

themes themes and most frequent phrases and words used.

Top Leading We leveraged our LQ algorithm, which takes into account both user
Voices activity and popularity, to identify the top Leading Voices at the event.
Audience Finally, we analyzed the text of top 500 posts to assess overall
sentiment sentiment and audience perceptions of the conference
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Key ASCO GU 2025 takeaways

- Key hashtags: The conference discussions focused heavily on
#prostatecancer (also #pcsm) and #BladderCancer (also #blcsm), indicating a
strong focus on prostate and bladder cancer research and related medical
conditions.

 The top discussion theme was efficacy at ~20%, followed by data at
~19% and clinical trials at ~15%. Themes around treatments, safety and
patients were notably present, emphasizing focus on therapeutic effectiveness
and improved patient outcomes.

Leading Voices: Doctors drove 82% of posts, with Education and Media
accounts each at 8%. Companies contributed 2%, while nurses, advocates,
and researchers were absent.

- The majority of posts from the conference displayed positive sentiment
(~75%), highlighting advancements in treatments like immunotherapy and
other clinical trial successes. Neutral posts (~20%) focused on research
updates, while negative sentiment (~5%) addressed treatment challenges and
safety concerns.

« Text analytics: The ASCO GU conference discussions focused on prostate
cancer, renal cell carcinoma and bladder cancer. Multiple treatment options for
GU cancers were presented (hormone therapy, immunotherapy, surgery etc.)
Emphasis was given on data-driven insights and patient-centric approaches.

OO0 OO
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Conference-related social media activity over time
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There were a total of ~2.5K posts and ~13.6K
reposts on the X platform across pre-
conference, during the conference, and post-
conference days.

Highest activity was detected during the actual
conference days and 2 more days following the

conference.
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Top hashtags used during ASCO GU 2025

Discussions centred around #prostatecancer, #BladderCancer, #pcsm and
. #blcsm, indicating a strong focus on prostate and bladder cancer research
and related medical conditions
#CancerResearch, #KidneyCancer (also #kcsm), and #mCRPC
200 underscored the importance of cancer research across different cancer
types, particularly kidney cancer and metastatic castration-resistant
prostate cancer (mCRPC).

150
#0OncoAlertTopTweet reflected engagement with real-time updates and
discussions, suggesting an interest in the latest news and insights from the
oncology community.

100
#RCC and #GUCancer indicate a focus on renal cell carcinoma and broader
genitourinary cancer topics.
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Top discussion themes from top 500 posts

Patients 4.8%

Clinical trials / studies 15.4%

Safety 4.8%

Social /
Efficacy 20.0% Data 19.0% Treatment 12.2% Online 3.6% |News 1.9%

B Efficacy B Data W Clinical trials / studies M Treatment m Dx
I Patients I Safety B Social / Online Education Product-related
Diagnosis ' News B Congress-related B Team B Unmet need

W Digital  P&R / Cost
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Top “Leading Voices” at ASCO GU 2025 by LQ score*

* Identifies LVs who rank highly in both activity
and popularity among the overall user sample.

@ASCO
@SuyogCancer
@neerajaiims
@DrChoueiri
@OncoAlert
@DrYukselUrun
@yekeduz_emre
@ReneeSaliby
@MikeSerzanMD
@DRBakaloudiMD
@Dr_RaviMadan
@DrRanaMcKay
@jordanciuro
@jgongl5
@zklaassen_md
@bavilima
@TiansterZhang
@UrologyTimes
@Larvol
@nataliagandur
@ReginaBarCar
@urotoday
@OnclLive
@crisbergerot
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Most of the social
media posts
analyzed, originated
from physicians ,
accounting for
approximately 82%
of the total.

Education and
Media accounts
each contributed
8%, significantly
shaping the
conversation.

Posts from
companies made up
2%, while posts
from Nurses,
Advocates and
Researchers were
absent.
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Sentiment analysis of top performing posts

~75% of posts were ~20% of the posts were
positive, expressing neutral focusing on:
excitement about latest

advancements, e.g.: » Abstract summaries

» General observations
« Advancements in prostate
cancer treatments
(#TALAPRO2, #LuPSMA)

« Immunotherapy benefits in
kidney cancer
(#Nivolumab,

~50/ of the posts were
#Durvalumab) N P

negative reflecting

i concerns about:
« Promising results from

clinical trials (#EV302,

#COSMIC-313). + Safety and tolerability

issues with certain
treatments

W Positive ®mNeutral mNegative
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Word cloud analysis of top performing posts
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Data and Research-
Driven Decisions

The word “data” stands
out, indicating a focus on
data-driven insights.

Patient-centric
approaches and
data-driven
decisions

The term “patients” is
frequently mentioned,
indicating a patient-
centric approach to
treatment and care,
aligning with an emphasis
on patient outcomes and
quality of life in clinical
discussions.
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LucidQuest SM capabilities

- Comprehensive Event Coverage: We offer in-person or virtual conference and tradeshow coverage
with seamless integration of social media and primary intelligence.

« Expertise in Social Media Research & Strategic Intelligence: We specialize in integrating social
media insights with strategic intelligence for comprehensive analysis.

+ Extensive Social Media posts Database: Access to a database of over 2.5 million filtered and
curated social media posts from June 2018 to present, covering major international congresses across
all therapeutic areas.

+ Competitor Monitoring & Online KOL Identification: Track competitor online activities, identify
and profile online key opinion leaders / “Leading Voices”, and cover events on social media.

+ Key Player Identification: Identify key pharma companies, patient advocates, and influencers within
therapeutic areas and gain deep insights into the communication strategies and tactics employed by
your competitors.

« Advanced Social Media Mining: Utilize "smart" mining techniques to build research hypotheses,
target primary research efficiently, and reduce overall research costs.

Get in touch at info@lgventures.com to discuss options for bespoke
Social Media reports

More about what we do: www.lgventures.com
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INVESTMENT INSIGHTS
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