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WARNING

 This presentation includes 
graphic video footage of a 
surgical procedure and some 
images of nudity



#ICPOR2023

The power of specific powers

Legislation

• Prohibits some advertising
• Financial penalties and/or disciplinary action for breach

Code of 
Conduct

• Expressly reference public commentary and use of social media
• Disciplinary action for breach

Guidelines

• Social media: How to meet your obligations under the National Law
• Acceptable evidence in health advertising
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Heading- Option 1Good Medical Practice: a code of 
conduct for doctors in Australia
 2.2 P u b lic  c o m m e n t  a n d  t ru s t  in  t h e  p ro fe s s io n

 The community trusts the medical profession. Every doctor 
has a responsibility to behave ethically to justify this trust.

 While there are professional values that underpin good 
medical practice, all doctors have a right to have and express 
their personal views and values. However, the boundary 
between a doctor’s personal and public profile can be blurred. 
As a doctor, you need to consider the effect of your public 
comments and your actions outside work, including online, 
related to medical and clinical issues, and how they reflect on 
your role as a doctor and on the reputation of the profession.
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Heading- Option 1Guidance to aid compliance
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When the ‘traditional’ approach works
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When it doesn’t - Cosmetic Surgery 
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What we are learning

 Social media feels like entertainment and 
trivialises risks

 Use of emojis trivialises surgery
 Influencer opinions carry extra weight in 

shaping choices; 
 declaring their cosmetic surgery normalises 

the choice, reduces the embarrassment / 
secretive barrier

 unreasonable expectations for the average 
patient
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Innovations in regulating social media 
use

 Cosmetic Surgery Hub
 Web scraping
 Content capture
 Proactive audit
 Updated guidelines
 Restrictions on advertising
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Meeting consumers where they meet

 Audience testing of messages with social 
research company

 Paid for boosted posts on our social media 
channels

 Mamamia – post reached over 303,000 
accounts

 Women’s health – over 160,000 impressions
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Meeting consumers where they meet
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Find out more
 Advertising hub 

https://www.ahpra.gov.au/Resources/Advertising-
hub.aspx

 Social media guidance 
https://www.ahpra.gov.au/Resources/Social-media-
guidance.aspx

 Cosmetic surgery hub 
https://www.ahpra.gov.au/Resources/Cosmetic-surgery-
hub.aspx

https://www.ahpra.gov.au/Resources/Advertising-hub.aspx
https://www.ahpra.gov.au/Resources/Advertising-hub.aspx
https://www.ahpra.gov.au/Resources/Social-media-guidance.aspx
https://www.ahpra.gov.au/Resources/Social-media-guidance.aspx
https://www.ahpra.gov.au/Resources/Cosmetic-surgery-hub.aspx
https://www.ahpra.gov.au/Resources/Cosmetic-surgery-hub.aspx
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What Resources are Available to You?

Do you currently have a social media team?

Do you have the people to manage all the channels you want to be on?

How much time can you really dedicate to each channel?

Who is creating your social content and who will manage them?
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Types of Communications

• Political: Very divisive, us-versus-them style messaging. This 
approach might win you support from people who already 
like what you’re doing, but it will also alienate a large portion 
of your audience, and that’s not building trust.

• Promotional: Things like news releases, events, and 
podiums.

• Operational: Day-to-day customer service — answering 
questions, directing people to websites and landing pages, 
and helping them fill out forms.
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Target Your Audience

Facebook

Monthly Active 
Users: 2.91B

Largest Age Group: 
25-34 (31.5%)

Gender: 57% (M)

Time Per Day: 33 
min

Instagram

Monthly Active 
Users: 2B

Largest Age Group: 
18-24 (31%)

Gender: 51.8% (M)

Time Per Day: 29 
min

TikTok

Monthly Active 
Users: 1B

Largest Age Group: 
10-19 (25%)

Gender: 61% (F)

Time Per Day: 89 
min

Twitter

Monthly Active 
Users: 211M

Largest Age Group: 
18-29 (42%)

Gender: 61.6% (M)

Time Per Day: 31 
min

LinkedIn

Monthly Active 
Users: 810M

Largest Age Group: 
25-34 (58.4%)

Gender: 52% (M)

63% access the 
network weekly

YouTube

Monthly Active 
Users: 2+B

Largest Age Group: 
15-35

Gender: 54% (M)

Time Per Day: 30 
min
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What Are You Trying to Accomplish?
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Who Are You Speaking To?

33%
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28%

31%

31%
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Video

StoriesImages

Text-Based Posts Live Video

Most Valuable Types of Content 

54% 30 %

53 % 26%

25 %
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Heading- Option 1Use Built-In Tools
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Trolls
• Simply ignore them
• Establish a Policy
• Resist getting emotionally sucked 

in — publicly or privately.
• Rise Above 
• Block or Delete
• Know the line between 

engagement and endorsement 
of Trolls 
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The War Against Misinformation and Hate

 Leverage Negative Comments to Better Inform Your Opponents: 
 Start by assuming comments have been made by an actual 

person, with legitimate concerns.

 Do not automatically ignore or disregard negative comments.
 See each of these as a chance to make progress on the issues

 Hold comments and mentions for review before posting 
 Be very careful about what you “like”, ‘retweet’ and ‘share’
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Misinformation – Role of the Regulator

 Take public action against anyone you regulate who is spreading 
misinformation 
 Severity will depend on your laws and protections

 When the public or your staff is in danger – you can no longer 
stay silent 
 We have a zero-tolerance policy if a staff member is being personally 

targeted 
 Misinformation relating to drinking bleach to treat COVID is immediate 

danger

 Reach out to any media outlet for an interview / statement 
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Lessons Learned

1. Consistency is Key – Risk Mitigation
2. Do Not Spend Advertising Money 

without insights and research
3. Leverage technology to make your life 

easier
4. Seek relationships, not just followers 
5. All platforms have their scandals – we 

must remain vigilant of our 
responsibilities to our stakeholders. 









#ICPOR2023

Thank you
 Jimi Bush, MPA
 Washington Medical Commission
 Wmc.wa.gov 
 Jimi.bush@wmc.wa.gov
 Helpful Tool: Creating a Social Media Plan

https://wmc.wa.gov/
mailto:Jimi.bush@wmc.wa.gov
https://sproutsocial.com/insights/templates/social-media-plan/
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