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Summary Findings

• On 26 August 2020, EURETINA launched a survey of 21 questions to the community including members, 
Brief subscribers and social media followers

• The survey ran for nine days and closed on 3 September 2020

• We received 425 responses, including 220 current members 

• 265 (62% of total) participants were between 35 and 54 years old and 65% of participants were male

• 95% of responses came in response to the email requesting participation, sent on 26 August 2020

• 64% of responses came from European countries and 36% from the Rest-of-World (“ROW”) countries

• Only 4% of participants identified as students or trainees, most of them being current members. This 
represents both an opportunity to increase reach amongst the younger community

• Among social channels, Facebook (used by 55%) and YouTube (used by 46%) were the most common 
social media platforms with only 18% of participants not using social media actively

• In terms of content format, there was a clear preference for online articles (326, 77% of total), followed 
by video (51% of total) and PDF (49% of total). Slides with commentary ranked low with only 18% preferring 
the format

• Desktop and mobile usage was split roughly 50:50

• When searching for retina-science content, over 50% of participants go to Google first 

• The three most valued offerings were ‘Academic or research-based articles’ (valued by 66%), ‘Reputable 
clinical guidance’ (valued by 65%), and ‘Learning about retina-science topics’ (valued by 51%). ‘Up-to-
date industry news’ and ‘Learning about prominent industry professionals’ paths to success’ were 
among the lowest ranked offerings

• General sentiment from the free text comments shows that EURETINA has a supportive and engaged 
community that wants it to succeed; however, there are clear opportunities to do better and 
demonstrate clear value to the community. The data shows a strong desire for more interaction and 
educational content, through various mediums, including webinars and videos. Also, the community is 
asking for more support and opportunities for junior members, trainees, and students

Notes 
• Throughout the analysis, we will refer to European countries as ‘EUR’ and all other countries  

as ‘ROW’ (Rest-of-World)

• Some questions required one answer. For these, percentages indicate a portion of total participants

• Some questions with the ‘select all that apply’ format allowed for multiple answers. For these, we either indicate 
the percentage of participants who selected the option, or, we show percentage share of total ‘votes’

• E.g. on Question 8, we asked about preferred content formats. Participants had a maximum of three 
selections or ‘votes’ each. ‘Online articles’ was the favourite format with 77% of  participants selecting it as 
a preferred format. Overall, there were 1,172 ‘votes’ on Question 8 with participants selecting an average 2.8 
items each and ‘online articles’ received a 28% share of all votes

• Summarised, on Question 8, ‘online articles’ was selected by 326 participants, which was 77% of total 
participants and 28% share of all votes   

i
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Who Responded?

We received 425 total responses, with the following 
summary findings:

• Respondents were 52% current members, 23% lapsed 
members, 20% potential members and 5% browsers who 
are not interested in membership (1)

• 265 (62% of total) participants were between 35 and 54 
years old (2) 

• 65% of participants were male (3)

• 153 (36% of total) participants were male members, which 
represented the largest group when combining gender 
and membership type 

• The distribution of participants across the age brackets 
was consistent between the male and female participants

• The majority of participants identified as practicing 
doctors or surgeons for whom retina-related procedures 
were their main speciality (279, 66% of total) (4)

• The proportion of participants who were practicing 
doctors or surgeons for whom retina-related procedures 
were their main speciality was higher in ROW vs EUR (72% of 
ROW vs 62% of EUR)

• The proportion of participants who were practicing 
doctors or surgeons who only sometimes perform retina-
related procedures was markedly lower in ROW vs EUR 
(7% of ROW vs 19% of EUR), with all other categories being 
broadly consistent across regions

• Only 18 (4%) participants identified as students or trainees, 
of which 12 were members. There were proportionally 
less potential members or browsing participants in this 
group than others

• 272 (64%) responses were from European Countries and 
the top five geographies overall were Spain (36, 8% of 
total), UK (34, 8% of total), Italy (22, 5% of total), Turkey (21, 5% 
of total) and Greece (18, 4% of total) (5)

(1) Survey Q1

(2) Survey Q2

(3) Survey Q3

(5) Survey Q5 - TOP 10 countries only
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Answer Choices Count %

Student or trainee 18 4%

Researcher or academic 81 19%

Practicing doctor or surgeon where retina- 
related procedures are my main specialty 279 66%

Practicing doctor or surgeon where I some-
times perform retina-related procedures 61 14%

Contributor of retina-related opinions or 
subject-matter expertise to the retina- 
science community (e.g. talks, papers)

111 26%

Pharmaceuticals company representative 15 4%

Other 12 3%
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How do they like to consume content?

In terms of general preferences on consuming online 
content, participants showed the following preferences:

• Over 60% of participants are daily active users of social 
media platforms (1)

• Facebook (233, 55% of total) and YouTube (197, 46% of total) 
were the most common social media platforms with only 
18% of participants not using social media actively (2)

• In terms of content format, the majority preferred online 
articles (326, 77% of total), followed by broadly similar 
preference levels for video (51% of total) and PDF (49% of 
total) (3)

• Within the age brackets, all ages clearly preferred online 
articles over any other format

• There was a higher preference for PDF formats shown by 
participants between 25 and 54

• There was a higher preference for email and printed books 
or publications shown by participants between 55 and 74

• There was a clear lack of preference for audio file/ podcast 
or slides with commentary (although the 65 to 74 age 
bracket was more receptive to slides with commentary 
than other brackets)

• Across member types, potential members showed a 
higher preference for video content than other groups with 
(21% share of total potential member votes vs average of 
17% share across other groups). This was offset by a lower 
rate of preference for emails and PDFs

• Other content format preferences were consistent across 
the member, lapsed and potential member groups

• 253 (60% of total) participants consume content during 
dedicated periods of time lasting over 15 minutes (4)

• Desktop and mobile usage was split roughly 50:50

• When searching for retina-science content, over 50% of 
participants go to Google first

• When asked about their preferred site for retina-science 
content, 166 (39% of total) participants chose AAO, 129 (30% 
of total) EURETINA, and 116 (27% of total) other
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What offerings do they value most? 

Participants were asked to rank 12 different offerings (see (4)) 
by how important they considered the offering, along a four-
point scale with ‘very important’ scoring 4. 

Ratings were taken for each offering separately, across three 
pillars of Content, Education and Community. 

Lastly, the participants were asked to choose the three most 
important offerings to them, among the 12 on offer.

Here are the findings:

• The three most valued offerings were ‘Academic or 
research-based articles’ (valued by 66%), ‘Reputable 
clinical guidance’ (valued by 65%), and ‘Learning about 
retina-science topics’ (valued by 51%) 

• Though ‘Finding out about events that I can attend’ ranked 
highly when scored individually, it did not make the cut 
when participants were asked to choose their top three

• ‘Up-to-date industry news’ and ‘Learning about prominent 
industry professionals’ paths to success’ rated the lowest 
in importance across the board

When asked about amounts spent on professional 
development, the participants responded as follows (5):

• The category with the most money spent was ‘conferences 
and exhibitions’ with over 50% of total participants saying 
they spend over 500 EUR annually

• The lowest level of annual spend is on ‘subscriptions to 
publications’ with 21% spending less than 50 EUR annually and 
32% of total participants saying this does not apply to them

Answer Choices (each participant had to choose the three items that were most important to them)
Responses Weighted  

Avg Rating% Count

Accessing academic or research-based articles is important to me 66.12% 281 3.69

Accessing reputable content on clinical guidance is important to me 64.94% 276 3.46

Learning about a wide range of retina-science topics is important to me 51.29% 218 3.5

Finding out about events such as congresses and meetings that I can attend and participate in is important to me 25.18% 107 3.64

Completing courses to gain CME credits is important to me 16.47% 70 2.82

Having opportunities to participate in grants and/or research projects is important to me 16.47% 70 2.94

Having the ability to ask questions and/or discuss a retina-related topics online is important to me 14.59% 62 3.16

Accessing up-to-date industry news is important to me 12.47% 53 2.71

Finding peers and networking is important to me 10.82% 46 3.08

Accessing talks or write-ups by prominent industry professionals is important to me 9.88% 42 2.58

Having the ability to contribute to the community is important to me 9.88% 42 3.09

Learning about prominent industry professionals' paths to success is important to me 1.88% 8 2.39

Item Up to 49 EUR 50 - 99 EUR 100 - 499 EUR 500 EUR + N/A

Up-skilling/ learning something new professionally 9% 39 13% 56 33% 141 28% 120 16% 69

Subscriptions to publications 21% 91 17% 74 19% 79 10% 44 32% 137

Memberships to professional bodies 11% 46 14% 59 35% 150 29% 123 11% 47

Conferences and exhibitions 5% 21 9% 40 26% 111 51% 215 9% 38

 

(1)
 S

ur
ve

y 
Q

13
, w

ei
gh

te
d 

av
er

ag
e 

ra
tin

g
(2

) S
ur

ve
y 

Q
14

, w
ei

gh
te

d 
av

er
ag

e 
ra

tin
g

(3
) S

ur
ve

y 
Q

15
, w

ei
gh

te
d 

av
er

ag
e 

ra
tin

g
(4

) S
ur

ve
y 

Q
16

(5
) S

ur
ve

y 
Q

17



6

What do they think of EURETINA today?

Participants were asked to list three adjectives that would best describe their current  
experience of EURETINA.

The word cloud below is formed of the most popular words recorded.
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What do they want EURETINA to be?

Participants were asked to list three adjectives to describe their desired experience of EURETINA.

The word cloud below is generated with the words participants most commonly used to 
express their desired experience. 

One keyword that was mentioned frequently is ‘interactive’. Being more interactive was also 
frequently mentioned in the free-text feedback question, with suggestions on format including 
presentations and webinars. 
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Appendix

Q1. What statement best describes your EURETINA membership status?

Q2. What is your age?

Q3. What is your gender?

Q4. Which of the below options best describe your your current professional status? (select all that apply)

Q5. Where is your main country of practice?

Q6. Which of these social media platforms do you actively use?

Q7. How often do you use the above social media platform(s)?

Q8. When consuming retina-science related content, which mediums do you most prefer?  
Select up to three preferred mediums

Q9. Which of the following best describes how you most commonly consume retina-science related content?

Q10. What do you most often use to consume the content?

Q11. How do you find the retina-science related digital content you’re looking for?

Q12. What is your most preferred site for retina-science related content?  
(You don’t have to say EURETINA, we want your honest opinion.)

Q13. Providing valuable Content is a key pillar of EURETINA’s mission. Using the four-point scale, can you 
indicate which kinds of content are most important to you?  
(4 point scale - Not important, Somewhat important, Important, Very important, N/A)

Q14. Education and Development is a key pillar of EURETINA’s mission. Using the four-point scale, can you 
indicate which kinds of education and development offerings are most important to you? (4 point scale - 
Not important, Somewhat important, Important, Very important, N/A)

Q15. Community is a key pillar of EURETINA’s mission. Using the four-point scale, can you indicate which 
kinds of community activities are most important to you? (4 point scale - Not important, Somewhat import-
ant, Important, Very important, N/A)

Q16. Please select the top three statements that best describe what is most important to you when 
engaging with EURETINA. This does not have to reflect the experience you currently have.

Q17. How much do you spend per annum, on average, on the following things: 
(Scale: Up to 49 EUR, 50 - 99 EUR, 100 - 499 EUR, 500 EUR+, N/A)

Q18. What three adjectives would you use to describe your actual experience of EURETINA?

Q19. What three adjectives would you use to describe your desired experience of EURETINA?

Q20. Do you have any comments you wish to share with the team regarding your wishes for  
the future of EURETINA?

Q21. Finally, we would love to continue our conversation and will need volunteers to test-drive our new digital 
offerings. Would you like to participate in the Community Survey follow-up? Please provide your details if so.
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Survey questions (1 - 7)

Q1. What statement best describes your EURETINA membership status?
• I am a current member
• I used to be a member
• I have never been a member and am interested in becoming one
• I have never been a member and am not interested in becoming one

Q2. What is your age?
• 18 to 24
• 25 to 34
• 35 to 44
• 45 to 54
• 55 to 64
• 65 to 74
• 75 or older 
• Prefer not to say

Q3. What is your gender?
• Female
• Male
• Prefer not to say

Q4. Which of the below options best describe your your current professional status?  
(select all that apply)
• Student or trainee
• Researcher or academic
• Practicing doctor or surgeon where retina-related procedures are my main speciality
• Practicing doctor or surgeon where I sometimes perform retina-related procedures
• Contributor of retina-related opinions or subject-matter expertise to the retina-science community 

(e.g. talks, papers)
• Pharmaceuticals company representative
• Other

Q5. Where is your main country of practice?

Q6. Which of these social media platforms do you actively use?
• Facebook
• Instagram
• LinkedIn
• Twitter
• YouTube
• I don’t use any of these platforms actively

Q7. How often do you use the above social media platform(s)?
• Daily 
• Weekly
• Monthly 
• Less frequently than monthly
• N/A
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Survey questions (8 - 14)

Q8. When consuming retina-science related content, which mediums do  
you most prefer? Select up to three preferred mediums
• Online articles
• Emails
• PDF
• Video
• Slides with commentary
• Audio file/ podcast
• Print books or publications

Q9. Which of the following best describes how you most commonly consume  
retina-science related content?
• During dedicated periods of time lasting over 15 minutes
• Sporadically, for a few minutes each time
• Only when prompted by an email or when I have a question
• I never consume content digitally

Q10. What do you most often use to consume the content?
• Desktop or laptop
• Mobile device (including tablets)

Q11. How do you find the retina-science related digital content you’re looking for?
• I Google it
• I go to a specific retina site and search within it
• I search for hashtags on social media (e.g. Twitter, Instagram)
• I ask my peers
• Other

Q12. What is your most preferred site for retina-science related content?  
(You don’t have to say EURETINA, we want your honest opinion.)
• EURETINA 
• ASCRS
• AAO
• Other

Q13. Providing valuable Content is a key pillar of EURETINA’s mission. Using the four-
point scale, can you indicate which kinds of content are most important to you?  
(4 point scale - Not important, Somewhat important, Important, Very important, N/A)
• Academic or research-based articles
• Talks or write-ups by prominent industry professionals
• Reputable content on clinical guidance
• Up-to-date industry news

Q14. Education and Development is a key pillar of EURETINA’s mission. Using the 
four-point scale, can you indicate which kinds of education and development 
offerings are most important to you? (4 point scale - Not important, Somewhat 
important, Important, Very important, N/A)
• Courses on a wide range of retina-science topics
• Courses that award CME credits
• Talks or write ups about prominent industry professionals’ paths to success
• Opportunities to participate in grants and/or research projects
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Survey questions (15 - 21)

Q15. Community is a key pillar of EURETINA’s mission. Using the four-point scale, can you 
indicate which kinds of community activities are most important to you? (4 point scale - 
Not important, Somewhat important, Important, Very important, N/A)

• Events such as congresses and meetings that I can attend and participate in
• Opportunities to ask questions and/or discuss retina-related topics online
• Opportunities to contribute to the community (formats may include talks, research, clinical practice notes and opinions)
• Opportunities to find peers and/or expand my network

Q16. Please select the top three statements that best describe what is most important 
to you when engaging with EURETINA. This does not have to reflect the experience you 
currently have.
• Accessing academic or research-based articles is important to me
• Accessing talks or write-ups by prominent industry professionals is important to me
• Accessing reputable content on clinical guidance is important to me
• Accessing up-to-date industry news is important to me
• Learning about a wide range of retina-science topics is important to me
• Completing courses to gain CME credits is important to me
• Learning about prominent industry professionals’ paths to success is important to me
• Having opportunities to participate in grants and/or research projects is important to me
• Finding out about events such as congresses and meetings that I can attend and participate in 

is important to me
• Having the ability to ask questions and/or discuss a retina-related topics online is important to me
• Having the ability to contribute to the community is important to me
• Finding peers and networking is important to me

Q17. How much do you spend per annum, on average, on the following things: 
(Scale: Up to 49 EUR, 50 - 99 EUR, 100 - 499 EUR, 500 EUR+, N/A)

• Up-skilling/ learning something new professionally
• Subscriptions to publications
• Memberships to professional bodies
• Conferences and exhibitions

Q18. What three adjectives would you use to describe your actual experience of EURETINA?

Q19. What three adjectives would you use to describe your desired experience of EURETINA?

Q20. Do you have any comments you wish to share with the team regarding your wishes for 
the future of EURETINA?

Q21. Finally, we would love to continue our conversation and will need volunteers to  
test-drive our new digital offerings. Would you like to participate in the Community  
Survey follow-up? Please provide your details if so.


