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2025 Social Media 
Shakeup
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People are shifting 
platforms, and we need 
to be where they are.
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Why The Shift?
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Why The Shift?
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Meta Changes for Healthcare
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What Does That Mean For Us?
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What Makes                     Different?

Unduplicated US Audience

30% 45% 58% 59% 63% 68% 74% 81%On Reddit

But not on

PLUS: Reddit is also known for a culture of correcting 
misinformation and providing credible content
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People feel
Positive on

Sources: Morning Consult, US, It Pays to Be Positive Refresh Study, Q4 2022, US adults.

“There’s no 
confrontation, 
news or drama. 
Pinterest is
about ideas - not 
opinions."

People ranked Pinterest #1

vs. 7 peer platforms as

having the most “positive 

impact on their lives” in a

2023 study.

#1
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• Use movement and 

color to stand out

• WIIFM on first frame to 

grab attention

• Pharma friendly ads

Sources: Morning Consult, US, It Pays to Be Positive Refresh Study, Q4 2022, US adults.

Source: Talk Shoppe, US, Healthcare & Well-Being on Pinterest, Study commissioned byPinterest, October 2020
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The APPortunity
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Are You Missing

560K
APP Prescribers

29%
of all written 
scripts in US

1.2B
Scrips per year
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2021→ 2036: The Care Crisis

HCPs reaching retirement age increases by

25
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US population over 
65 increases

34%

%

Source: American Association of Medical Colleges 
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2021→ 2036: A projected shortage of up to

44,000
PRIMARY CARE 

PHYSICIANS

44,900
SPECIALTY 

PHYSICIANS
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Source: American Association of Medical Colleges 
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Advanced Practice 
Providers Help Fill The 

Gap

Increased number of 

Nurse Practitioners and 
Physician Assistants help 

to fill the gaps in both 

primary care and 
specialty roles
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• APPs are secondary support players

• APPs have limited input on care 
strategies

• APPs don't specify medications

• APPs don't operate independently

• APPs aren't up on the latest science

• APP Quality of Care is less than 
MD/DOs

Dispelling Myths About APPs

18
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APPs spend more time with patients

• Holistic POV on patient engagement and 
care

• More in-tune to patient journey and 
frustrations

• Less likely to dismiss patient reported 
symptoms

• More involved in pre-auth/follow up

• Act as care navigator for complex 
condition management

• Educate and empower patients on 
conditions and treatments

• More cost conscious 

APPs are Patient-centric

19
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Reaching 
APPs

Different 
Channels

Different 
Content

More Hands 
On

APP Influencers

Welcome 
Reps

Targeting 
Approach



Confidential 21

Unlocking the Power 
of Comments
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Why Peer 
Advocacy 

Works
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(AdWeek)

76%

80%
(Case Study)

Say they’re more likely to trust 
content shared by individuals 
vs content shared by brands

Lift in clickthrough rate & 4x 
increase in social conversions

http://www.adweek.com/brand-marketing/infographic-how-millennials-and-baby-boomers-consume-user-generated-content-175307/
https://www.oktopost.com/case-studies/burwood
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The Value of Comments

• Recommendations from patients have more 
credibility than brand statements

• Answer questions now before they forget to 
ask Dr.

• Harvest for new content topics & keywords

• Evaluate content success levels

• Builds community and awareness

• Increases algorithm performance

23
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Creating a UGC Engine

• Stories in comments

• Permission in DM

• Program 

benchmark: 

• 56% say yes

• 13% no 

• 31% no response

Permission in Place

• Solicit experiences 

via campaign

• Challenging on 

some platforms

• Can’t ask for 
positive stories only- 

prompting

Create Stories 
Campaign

• Stories in comments

• Push to website OR

• Ask for interview

• Recommend adds 
to website

Request Longer 
Stories

Confidential
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UGC Permission In 
Place  Process

LW locates UGC 
&screens with client Permission via DM

If yes, follow-up DM

File for audit & 
set annual DM

Content created 
& MRL approval

MRL Team 
review & edit
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Thank You!
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