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Description

• Discover how to turn data into dynamic action, demonstrate 
PA value, and drive real change via social media channels.

• Explore nationwide survey data co-released by AAPA and the 
Harris Poll.

• Unveil pivotal data points that fuel the very heart of the PA mission: 
enhancing patient access to quality care.
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Learning Objectives

 Drive heightened engagement among CO members on social media. 

 Attract new followers and reach target audiences by incorporating 
key data and AAPA resources

 Amplify your CO’s mission and demonstrate PA value by elevating 
the power of social media and identifying key activation moments

 Bolster your role as a patient advocate by using new public opinion 
research conducted by the Harris Poll on behalf of AAPA
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Agenda

 Understanding the Social Media Landscape

 The Role of Social Media in Advocacy

 Strengthening Advocacy Efforts Through Data

 AAPA - The Harris Poll: Public Opinion Research

 Best Practices and Considerations

 Call to Action & Discussion
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The Power of Social Media

4.8 billion social media users worldwide as of January 2023

The average person will spend 5.7 years* on social media
*If they join from the age of 16+ to the average life expectancy of 70

The average social media user:
 Spends almost 2.5 hours on average every day using social media
 Uses 7.2 different social platforms every month
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Amplify Your Message & Extend Your Reach

Tailor content for different platforms
• X (previously Twitter) for reaching legislators/media 

with concise messaging
• Facebook for features and member engagement
• Instagram for visual storytelling
• LinkedIn for thought leadership and networking

Utilize social media's unique features to 
maximize engagement:
• Share pictures and/or video reels
• Tag individuals/organizations
• Use hashtags
• Capitalize on trends

Leverage social media to connect with legislators and other PA advocates
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LinkedIn: The “Professional” Platform

More than 61 million companies on LinkedIn

• 2.7 million companies post on LinkedIn every week

• "Less is more" due to posts having a longer shelf 
life on LinkedIn - post less than 7x/week

• Posts with images see 2x higher comment rates
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Facebook: The “Pay to Play” Platform

The leading social network with 2.9 billion
monthly active users

• Most popular social platform with the highest 
potential ad reach - estimated 2.08 billion people

• The average Facebook (business) Page posts 
1.7 times per day.
 More than half (52.5%) have links attached
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Instagram: The “Visual” Platform

Over 2.35 billion monthly active users.

The platform is estimated to reach over 2.5 
billion by the end of 2023.

• Video Reels see the best ROI for expanding reach

 Users reshare video reels 1 billion times a day
through direct messages
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X (Previously Twitter): The “Breaking News” Platform

X currently has ~450 million monthly active users

• The most popular social media site for news

• Tweets with hashtags get 100% more engagement 

• Fast paced – at least 4-6 posts daily (~ every 18 minutes)
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Social Media: a Push/Pull Lever

PUSH MESSAGES: Motivate 
lawmakers, policymakers and 
advocates to take action

PULL MESSAGES: Unify 
supporters and various audiences 
through collective action and voice.

 Generate awareness – use visually 
engaging materials to attract attention 
and make it hard to ignore

 Inform audiences about key issues 
and demonstrate impact

 Use messages that show widespread 
support and highlight grassroots activism

 Share content relevant to 
lawmakers’ interests – demonstrate 
shared priorities and investment in issues

GOAL: Cultivate community 
and amplify collective voice

GOAL: Draw attention to the urgent 
need for action on advocacy priorities 
and efforts
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Case Study: World Wildlife Fund

PUSH out timely information to audience

Protects wildlife and endangered species

PULL audience inward with a call to action
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Case Study: Save the Children
Global leaders in child health, education and protection

PUSH messages that raise awareness 
around key issues

PULL engagement through 
impactful stories
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Case Study: Save the Children

Capitalizing on social media trends to amplify 
messaging (PUSH) and maximize engagement (PULL)

Barbie movie meme template

Global leaders in child health, education and protection

Wes Anderson movie Instagram reel/TikTok trend
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Case Study: Greenpeace

PUSH direct messages to lawmakers/target 
audiences

Promotes sustainable solutions for environmental problems
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Case Study: Greenpeace

PULL by highlighting grassroots activism and 
mobilizing collective action

Promotes sustainable solutions for environmental problems
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AAPA Case Study: HR6087
Improving Access to Workers' Compensation for Injured Federal Workers

PUSH audience to take action and 
support legislation

PULL audience together to engage and 
celebrate important legislative victory
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Strengthening Advocacy 
Efforts Through Data
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Demonstrating Impact
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Furthering Advocacy Efforts
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Harnessing the Power of Public Opinion
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Project Summary

National Quantitative Survey: 2,500 respondents

10 Qualitative Patient Interviews

Oversampling 10 States
California, Florida, Massachusetts, North 
Carolina, Oklahoma, South Dekota, 
Tennessee, Texas, Virginia, Washington
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Goals and Objectives

• Showcase the value PAs bring to healthcare teams and their positive impact on 
health outcomes.

• Shine a light on unresolved healthcare workforce and access issues.

• Increase AAPA’s share of voice and credibility with the media and 
thought/opinion leaders.

• Leverage public sentiment to increase the urgency for short- and long-term
policy solutions that support the PA profession, improve quality of care, and 
eliminate access barriers. 

• Develop and refine current messaging to refute common opposition narratives.
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Publicly Available Materials

• White paper report
• Press release shared with media and 

partners
• Personalized state reports
• Infographic for quick visual 

representation of key findings
• Interactive webpage showcasing 

findings on AAPA’s website
 Located under the research section of 

our website
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Survey Areas of Exploration

• Perceptions Experiences
 Views of the U.S. Healthcare System/Report Card/Not Meeting Need

• Barriers and Pain Points As It Relates to:
• Accessing, Coordinating, and Affording Care

• Receiving Care:
 How and Why is Care Delayed
 Understanding Patient-Provider Interactions/Importance of Building Trust
 Importance of Primary Care

• PA Role
 Experiences with PA Care/Outlook for the Future of Care
 Support for PA Law Changes
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Patients' Experience in the Healthcare System

• Nearly 3 in 4 (73%) of U.S. adults say 
the healthcare system fails to meet 
their needs in some way.

• More than two-thirds (68%) are 
concerned that healthcare workforce 
shortages will impact them as a 
patient.

• Adults spend the equivalent of 
an entire 8-hour workday each month 
coordinating care
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The Value of PAs

• 91% say PAs provide safe and 
effective care.

• 90% say PAs increase access to 
care/make it easier to get a medical 
appointment.

• 89% say PAs improve patient 
outcomes.

• 79% rate the medical care they 
received from a PA in the past 12 
months as good or excellent.

of PA patients say the PA’s
care made them feel valued.
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Majorities see PAs as key to fixing the system

9 in 10
Americans agree PAs are 
part of the solution to the 
shortage of healthcare 

providers

“I’m able to see [PAs] very quickly as opposed to my 
doctor. The access is really good. [PAs] are attentive, 
thorough, friendly, and accessible” – Female, 65+
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Data Reinforces Key Messages

Patient-PA relationships improve healthcare
• Patients with a relationship with a PA are more likely to give their healthcare an 

"A" grade compared to those without a PA relationship (37% vs. 26%)
• Among those seen by a PA, 89% believe PAs improve health outcomes, while 88% 

say PAs improve the quality of healthcare.

PAs are essential to the future of patient-centered, team-based healthcare
• Patients overwhelmingly support PAs as part of the solution to address the 

shortage of healthcare providers (91%).
• They recognize that PAs increase access to care and make medical appointments 

easier to obtain (90%).
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Social Media Resources: 
Member Engagement & External Awareness

A new @aapaorg – @harrispoll survey 
confirms #PAsGoBeyond every day to provide 
quality care for their patients, #healthcare 
teams, and communities. Learn more: {{URL}}

Findings from an @aapaorg – @HarrisPoll 
survey reveal a #healthcare system in crisis, 
but 9 in 10 U.S. adults say PAs increase access 
to care. PAs are a key part of the solution and 
bring quality, timely care to patients. {{URL}} 
#PAsGoBeyond

As demand for #healthcare grows in the U.S., 
so does the PA profession. Today, more than 
168,000 PAs are delivering comprehensive 
care across every specialty and practice area. 
{{URL}} @aapaorg @harrispoll #PAsGoBeyond
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Best Practices and Considerations

Target Audience

Engagement Strategy

Moderation and Response

Ethical Consideration

Regular Updates

Purpose Clarity

Data Attribution and Accuracy

Contextualization

Visual Representation

Consent and Privacy

MEASURE. TRACK. ADAPT.
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Your First Assignment… Celebrate PA Week! 

Spread the word about the PA profession with 
your audiences during October 6‐12!

Here's How:

• Share resources from the PAs Go Beyond toolkit –
PAsGoBeyond.com

• Gather stories to share
• Post about a PA who goes beyond
• Post about what inspires you to go beyond as a PA

• Tag @aapaorg and use #PAweek and #PAsGoBeyond



© American Academy of PAs. All rights reserved. These materials may not be duplicated without the express written permission of AAPA.

Questions?


