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The U.S. healthcare system is at a breaking 
point.
Physician shortages, an aging population, 
and rising chronic disease are creating 
unprecedented care demand. By 2034, the 
U.S. could see a shortage of over 48,000 
primary care physicians, with broader 
shortages across specialties (PMC). Patients 
are waiting longer for appointments, and 
physicians are carrying heavier caseloads than 
ever before.

Enter the Advanced Practice Provider (APP).
Nurse Practitioners (NPs) and Physician 
Assistants (PAs) are stepping in to fill this 
widening gap. Today, APPs are not only critical 
providers of frontline care, they are also key 
decision-makers in the treatment journey. As 
of 2022, there were approximately 355,000 
licensed NPs and 158,470 PAs, totaling 
around 513,470 APPs in the U.S. (PM360).

The Shifting Healthcare Ecosystem

For pharma marketers, this represents both a 
challenge and opportunity.

The traditional HCP marketing playbook, built 
largely around physicians, is no longer enough. 
APPs have different roles, different patient 
relationships, and different ways of consuming 
information. They spend more time with patients, 
lean heavily on digital and social media channels 
for education, and are more open to engaging 
with pharma representatives and exploring new 
therapies.

The imperative is clear: pharma brands must 
adapt their marketing strategies to reach and 
engage APPs with the same focus, if not more, as 
physicians. Those who succeed will build stronger 
brand relationships, accelerate treatment 
adoption, and improve patient outcomes in the 
process.

Number of APPs

Number of Physicians

The Rising APP Workforce

https://pmc.ncbi.nlm.nih.gov/articles/PMC10150436/?utm_source=chatgpt.com
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This eBook will explore:

•	 Why APPs are uniquely positioned to influence the future of care.

•	 How APPs differ from physicians in their information-seeking and 			 
engagement behaviors.

•	 The digital and social opportunities for pharma marketers to connect with APPs.

•	 How clinician-informed insights from LiveWorld’s APP Advisory Council and Research Panel can 
transform campaign performance.

APPs aren’t just filling a gap; they are reshaping the care model.
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APPs are no longer a supporting role in 
healthcare. They are a driving force behind 
treatment decisions and patient outcomes. 

For pharma marketers, the numbers speak for 
themselves: this is an audience too large, too 

powerful, and too influential to ignore.

Chapter 1:
APPs by the Numbers
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A Growing Workforce
The APP workforce has exploded over the 
past decade. Today, there are more than 
500,000 Nurse Practitioners (NPs) and 
Physician Assistants (PAs) practicing in the 
United States. By comparison, the number of 
practicing physicians has grown much more 
slowly widening the gap APPs are filling in 
patient care.

•	 Over 513,000 practicing APPs across NPs 
and PAs (PM360).

•	 That figure represents more than half the 
number of physicians (~996,000) (PM360).

•	 APP employment is booming: NPs are 
projected to grow 46% by 2033, and PAs 
are expected to grow 28% over the same 
period (psdconnect.org).

Chapter 1: APPs by the Numbers

560K+ 
APPs

IN PRACTICE

27%

PRESCRIPTIONS
WRITTEN BY APPs

1B+
ANNUAL

PRESCRIPTIONS

Prescription Power
APPs are full prescribers in nearly every 
state, and their role in prescribing has 
reached a scale that rivals physicians:

•	 Non-physicians (primarily NPs and PAs) 
now write about 27% of U.S. healthcare 	
prescriptions (Epocrates).

•	 Other data shows that APPs accounted 
for approximately 29% of all retail 
prescriptions, totaling 1.17 billion 
prescriptions from Oct 2021–Sep 2022 
(PM360).

https://www.pm360online.com/the-rise-of-np-and-pa-influence-in-2022-and-whats-ahead/?utm_source=chatgpt.com
https://www.pm360online.com/the-rise-of-np-and-pa-influence-in-2022-and-whats-ahead/?utm_source=chatgpt.com
https://psdconnect.org/journal/future-trend-primary-care-apps?utm_source=chatgpt.com
https://www.epocrates.com/sites/epocrates/files/2025-05/epocrates_report_the_growing_influence_of_nps_and_pas.pdf?utm_source=chatgpt.com
https://www.pm360online.com/the-rise-of-np-and-pa-influence-in-2022-and-whats-ahead/?utm_source=chatgpt.com
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Market Reach
•	 In 2020, APPs made up more than 60% of new healthcare workforce entrants, compared to 

37% from physicians (apppostgradtraining.com, Becker’s Hospital Review).

Patient Reach
APPs are often the frontline of access:
•	 Patients are more likely to see an NP or PA than a physician during their first point of contact.

•	 APPs frequently manage chronic conditions such as diabetes, hypertension, asthma, and mental 
health, areas where pharma innovation and treatment adoption are critical.

•	 They are increasingly embedded in specialty practices (oncology, cardiology, dermatology), 
where they have prescribing authority and influence over complex therapies.

Market Impact for Pharma
With over half a million providers, APPs represent one of the largest and most dynamic HCP 
audiences. Yet pharma marketing budgets still disproportionately favor physicians. The result? A 
gap between where prescribing influence actually lies and where pharma marketing dollars are 
spent.

Key Insight: APPs are not an emerging audience; they are an established force 
in prescribing and patient care. Pharma marketers who move first to recognize 
and engage them will gain an advantage in reach, influence, and ROI.

Chapter 1: APPs by the Numbers

https://www.apppostgradtraining.com/2024/12/09/app-workforce-growth-outpaces-physician-entry-amid-looming-shortage/?utm_source=chatgpt.com
https://www.beckershospitalreview.com/workforce/did-shifting-workforce-models-really-help-18-app-trends-to-know/?utm_source=chatgpt.com
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Pharma marketers have long built campaigns 
around physicians. But the reality is that APPs 

approach care, patients, and education differently. 
Applying the same physician-first playbook to APPs 

risks missing the mark entirely. To engage APPs 
effectively, marketers must understand what makes 

them unique.

Chapter 2:
Why APPs are

Different from Physicians
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Openness to Pharma Engagement

Unlike many physicians who are increasingly 
restrictive with pharma representatives, APPs 
are generally:

•	 More receptive to rep visits, especially 		
when the interaction is educational 			 
rather than promotional.

•	 Interested in learning about new 			 
treatments and therapies, particularly 		
those that can improve patient 				 
outcomes or simplify care delivery.

•	 Open to collaboration, asking 				 
questions and seeking ongoing support 		
from pharma partners.

Implication for pharma: APPs are not just 
accessible, they are eager for data, education, 
and dialogue.

Patient-Centric Relationships

APPs often spend more time with patients 
than physicians do. This creates a different 
dynamic:

•	 Longer patient visits allow APPs to 		
discuss lifestyle factors, 				 
patient education, and adherence in 		
depth.

•	 Patients often view APPs as more 		
approachable and accessible, which 		
strengthens trust.

•	 This deeper relationship influences 		
treatment decisions in meaningful ways.

Implication for Pharma: Campaigns that 
equip APPs with patient-friendly education 
tools can enhance their role as trusted 
counselors.

Chapter 2: Why APPs are Different from Physicians
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Digital-First Learners 

APPs differ from physicians in where and how 
they consume information:

•	 They over-index on digital and social 	
media channels for professional 		
education compared to MDs.

•	 Online communities, peer forums, 		
LinkedIn groups, and CME modules 		
are daily tools.

•	 They are comfortable blending clinical 	
resources with social platforms, a 		
behavior closer to consumer patterns.

Implication for pharma: APPs behave 
more like DTC audiences in their channel 
preferences, requiring digital-first 
campaigns that are interactive, social, 
and content-rich.

Collaborative Care Model

Physicians often function as decision-makers at 
the top of the hierarchy. APPs, in contrast, thrive 
in collaborative environments:

•	 They consult with physicians but often 		
make independent prescribing decisions.

•	 They actively seek peer-to-peer 			 
dialogue to validate decisions and 			 
share best practices.

•	 Their influence extends beyond their 			 
own prescriptions, shaping practice-wide 		
adoption of therapies.

Implication for pharma: APP campaigns 
should leverage peer voices and APP-
to-APP content, creating credibility and 
community influence.

The Bottom Line

APPs are not “junior doctors.” They are distinct clinicians with their own workflows, decision-
making styles, and educational preferences. Treating them like physicians will fail to capture 
their attention or build influence.

To succeed, pharma marketers must:

•	 Rethink channel strategy with a digital and social focus.
•	 Deliver APP-specific messaging and educational resources.
•	 Engage APPs as trusted partners in care, not just prescribers.

Chapter 2: Why APPs are Different from Physicians



10

Key Insight: Treating APPs the same as 
MDs is a mistake — pharma must adapt 
with tailored strategies.

APPS MDs

Time with 
Patients

Pharma 
Engagement

Digital &  
Social Use

Prescribing 
Role & 

Influence

Spend more time per visit, often 
focusing on patient education, 
lifestyle, and adherence.

More open to rep visits, eager for 
education on new treatments and 
therapies.

Heavy users of digital tools, 
CME modules, and professional 
social channels (LinkedIn, peer 
forums). Behaviors resemble DTC 
audiences.

Write 27% of U.S. prescriptions 
(~1.7B annually). Influence >50% 
of prescribing decisions. Highly 
collaborative in care models.

Shorter visits, typically more 
focused on diagnosis and 
prescribing.

Increasingly restrictive with 
reps, limited time for pharma 
engagement.

More reliant on journals, 
conferences, and traditional CME. 
Limited social/digital activity for 
education.

Write the majority of prescriptions 
but face growing workload and 
access constraints. Historically the 
main pharma target.

Mindset

Patient-first, approachable, open 
to dialogue, collaborative with 
peers.

Decision-maker at top of hierarchy, 
more formal and structured in 
approach.

Chapter 2: Why APPs are Different from Physicians
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The side-by-side comparison makes one thing 
clear: APPs don’t engage like physicians. Their 

professional education and decision-making 
behaviors align much more closely with digital-
first and social channels. For pharma marketers, 

this creates a powerful opportunity, one that most 
competitors have yet to fully capture.

Chapter 3:
The Digital Opportunity

with APPs
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APPs are Digital-First Learners

•	 High digital adoption: APPs consistently turn to online platforms for education, clinical 
updates, and peer dialogue.

•	 On-demand access: They want information in short, accessible formats that fit into their 
daily workflow.

•	 Blended habits: APPs mix traditional resources (journals, CME) with digital-first channels, 
including social platforms and peer forums.

Key Insight: Pharma must pivot from print and 
in-person-first models to always-available, 
digital-first campaigns for APP engagement.

Least Active	 Some Activity	 Below Average Activity	 Average Activity	         Above Average	              Most Active

Professional 
Forums

LinkedIn 
Groups

Condition-
Specific 

Communties

Journals

CME

Reps

On-Demand 
Video

Peer-
to-peer 

discussions
Pharma-

sponsored 
education

Chapter 3: The Digital Opportunity with APPs
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Takeaway: Social channels aren’t distractions — 
they’re core professional resources for APPs.

Chapter 3: The Digital Opportunity with APPs

Social Media as a Professional Hub

Unlike many physicians, APPs are active in professional communities on social media:

•	 LinkedIn groups and forums provide peer-to-peer clinical dialogue.

•	 Condition-specific communities allow APPs to share insights and learn from others.

•	 YouTube, webinars, and podcasts are popular for ongoing education.

Takeaway: Effective APP campaigns blend the rigor of HCP 
marketing with the engagement strategies of DTC campaigns.

Takeaway: The first pharma brands to win APP 
loyalty in digital channels will enjoy a lasting 
competitive edge.

APPs Behave Like DTC Audiences

APPs spend more time with patients and are driven by patient needs. This makes their digital 
behaviors look a lot like consumers’:

•	 They value storytelling and patient-centric content over purely clinical detail.

•	 They seek practical tools that support real-world patient conversations.

•	 They are receptive to engaging, interactive formats like infographics, short videos, and 
case studies.

Why This Matters for Pharma ROI

APPs represent 27% of prescriptions and 
influence over 50%, yet most pharma budgets still 
overwhelmingly target physicians. This mismatch 
means pharma is leaving influence, reach, and ROI 
untapped. By shifting spend to digital and social 
campaigns that resonate with APPs, pharma can:

•	 Extend reach into frontline care settings.

•	 Increase prescribing influence across a broader 
care team.

•	 Build stronger brand equity with a fast-growing 
clinician group.

27%

50%

of prescriptions 
represented by 
APPs

of prescriptions 
influenced by 
APPs
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A modest shift in spend can significantly expand 
total reach and increase engagement.

Chapter 4:
Reallocate 25% of 
Your HCP Budget. 

Reach 68% More Clinicians.
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The takeaway is clear: APP investment isn’t additive spend. It’s multilicative reach.

Chapter 4: Reallocate 25% of Your HCP Budget. Reach 68% More Clinicians.

Pharma brands often assume expanding 
audiences requires expanding budgets. 
But our media modeling shows something 
different: reallocating just 25% of an existing 
HCP media plan to APP-specific targeting 
dramatically increases total clinician reach 
and engagement.

In a $200K physician-only plan, 635,075 
clinicians were reached with strong frequency. 

However, by reallocating $50K toward APPs—
while maintaining strong physician reach—
total clinician exposure increased to over 1.1 
million providers.

That shift generated:

•	 68% more total clinicians reached

•	 766,417 additional impressions

•	 9% more total clicks

Same Budget. Bigger Reach.

HP-Only Plan HCP + APP Plan

200k

635,075

112,828

Budget

HCPs

Clicks

150k

1,104,057

+9%

HCP
50k
APP

Total Clinicians

Clicks

766k
Impressions

100%
Physicians

75%
Physicians

25%
APP

1,104,057
Combined

HCPs & APPs
635,075

HCPs

468,982
APPs +68%

Reach

NO

Required

ADDITIONAL

BUDGET
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Chapter 4: Reallocate 25% of Your HCP Budget. Reach 68% More Clinicians.

Key insight: You don’t need more budget. You need better distribution.

More Reach. Broader Influence. Stronger ROI.

APPs represent nearly 30% of prescriptions and influence more than half of prescribing decisions. 
Yet most HCP budgets still allocate little to no spend directly to them.

Rebalancing even 25% of spend:

•	 Expands reach into frontline care settings

•	 Captures digitally engaged prescribers

•	 Increases total campaign efficiency

•	 Reduces over-frequency within physician-only pools

In a constrained budget environment, smarter allocation beats bigger allocation.
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Reaching APPs requires more than just shifting 
budgets to digital and social media. To truly 

resonate, pharma campaigns must be clinically 
grounded and validated by APPs themselves. This 
is where LiveWorld’s unique model sets us apart: 

our APP Advisory Council and APP Research 
Panel power every program with frontline clinician 
insights. This creates a powerful opportunity, one 
that most competitors have yet to fully capture.

Chapter 5:
LiveWorld’s Clinician-
Informed Advantage
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Expert Guidance and Validation

Our Advisory Council includes nurse 
practitioners and physician assistants who 
practice across therapeutic areas. Their 
feedback ensures every message, claim, and 
creative direction is rooted in real-world 
patient care, not just theory. By involving APPs 
directly, campaigns gain immediate credibility 
with this growing group that already writes 
about 27% of U.S. prescriptions.

Content Creation and Research Input

The Research Panel provides an always-on 
channel for generating new data, perspectives, 
and clinician-informed insights. Whether it’s 
testing language for adherence messaging 
or gauging awareness of a new therapy 
class, panel members contribute to tailored 
campaign strategies that align with how APPs 
actually evaluate treatments and communicate 
with patients.

Campaign Testing and Optimization

Pharma can no longer afford to guess what 
will resonate. Our council and panel review 
campaign concepts and creative before 
launch, providing targeted feedback that 
sharpens both clinical accuracy and audience 
relevance. This process helps maximize 
engagement and supports measurable ROI.

Key Insight: With direct input from APPs shaping every stage, from strategy to 
creative execution, LiveWorld delivers campaigns that are not only clinically informed 
and patient-centered, but also optimized for engagement and prescribing influence.

Chapter 5: LiveWorld’s Clinician-Informed Advantage

Differentiation and Credibility

Most pharma campaigns are designed 
around physician insights alone. By contrast, 
LiveWorld elevates the voice of APPs, an 
audience of more than 500,000 licensed 
professionals in the U.S. Direct engagement 
with this segment demonstrates authenticity, 
strengthens brand trust, and clearly 
differentiates LiveWorld’s approach in a 
crowded agency marketplace.

Driving Engagement and Advocacy

When APPs see their perspective represented 
in pharma content, they are more likely to 
engage and advocate for brand messages. 
Their patient-first orientation, longer 
appointment times, and openness to new 
therapies create an ideal environment 
for education-driven campaigns that can 
ultimately influence adoption.

Continuous Improvement

APP roles, prescribing authority, and digital 
habits continue to evolve. By maintaining 
active dialogue with the Advisory Council and 
Research Panel, LiveWorld provides ongoing 
intelligence on emerging trends—helping 
pharma clients stay ahead of market shifts and 
continuously refine campaigns for maximum 
impact.
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Engaging APPs effectively requires a strategic, 
phased approach. Pharma marketers cannot 

simply reapply physician-focused strategies and 
expect results. Instead, they need a roadmap that 

rebalances budgets, tailors content, integrates 
clinician input, and scales proven tactics.

Chapter 6:
Roadmap for

Pharma Marketers
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APPs now account for roughly 27% of U.S. 
prescriptions and influence over half of 
prescribing decisions. Yet most pharma 
budgets still disproportionately target 
physicians.

To correct this imbalance, leading brands are 
beginning to allocate 25% or more of HCP 
marketing spend to APP-focused programs. 
This shift ensures campaigns reach the 
clinicians who are writing and influencing a 
growing share of scripts.

APPs’ patient-first perspective shapes how 
they evaluate therapies and what they expect 
from pharma. Campaigns that resonate with 
them must:

•	 Emphasize patient outcomes and 
practical application, not just clinical trial 
data.

•	 Deliver short, digital-first formats 
like video explainers, infographics, and 
interactive tools that fit naturally into 
their workflow.

•	 Provide support resources APPs can use 
directly in patient conversations.

This approach blends the rigor of HCP 
marketing with the engagement strategies of 
DTC campaigns.

Chapter 6: Roadmap for Pharma Marketers

The most effective campaigns are built on 
direct clinician insight. LiveWorld’s APP 
Advisory Council and Research Panel 
provide continuous feedback to ensure 
messaging, tone, and creative execution 
align with APPs’ real-world needs.

By testing campaign concepts with 
APPs before launch, pharma marketers 
can refine materials to maximize both 
relevance and impact, reducing the risk of 
wasted spend.

Rather than overhauling HCP strategies 
all at once, brands should start with pilot 
programs:

•	 Small-scale APP-targeted campaigns 
designed to demonstrate engagement 
and ROI.

•	 Measurement of impact on prescribing 
behaviors, brand awareness, and rep 
access.

•	 Iteration based on APP feedback.

Once proven, these programs can scale 
into integrated HCP + APP campaigns, 
reinforcing influence across the entire care 
team.

Key Insight: Pharma brands that follow this roadmap will not only reach APPs 
more effectively but also future-proof their HCP marketing strategies against 
workforce shifts, physician shortages, and evolving care models.

1

2

3

4

1
Rebalance 
HCP Budgets

Tailor 
Messaging 
& Creative

2
Leverage 
Clinician 

Input

3
Pilot & 
Scale

4
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Conclusion:
The APP Imperative

The healthcare landscape is changing fast. With physicians in 
shorter supply and patient demand only rising, APPs are stepping 

into a central role in prescribing, treatment decisions, and 
patient engagement. They already write over a quarter of all U.S. 

prescriptions and influence more than half of all prescribing decisions. 
Their presence and impact will only continue to grow as the U.S. 

population ages and the care gap widens.

For pharma brands, this shift represents not just a challenge but an 
opportunity. Those who act now to engage APPs with dedicated, 

digital-first strategies will secure a lasting competitive advantage. 
Campaigns that are tailored to APPs’ patient-first mindset, tested and 
refined with clinician input, and optimized for engagement will drive 

measurable results in adoption, awareness, and trust.

LiveWorld is uniquely positioned to lead this transformation. Our 
APP Advisory Council and Research Panel provide a direct line to 

the insights and feedback that matter most, shaping campaigns that 
are clinically grounded, authentic, and impactful. Combined with our 
proven expertise in healthcare social and digital marketing, we help 
pharma brands close the care gap with programs built for today, and 

scalable for tomorrow.

Let’s build the next generation of HCP campaigns together.
Partner with LiveWorld to launch an APP-focused pilot program today.
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LiveWorld is a social-first digital agency 
and software company that unlocks the full 
potential of social media to transform customer 
relationships through integrated compliance, 
engagement, and insight solutions. 

We provide brand marketers bold creative 
rooted in strategy that captivates and resonates, 
social moderation and engagement that 
activates interactions, software and AI that 
enriches customer experiences, and compliance 
that enables and accelerates digital programs. 

With over 29 years of making connections, 
we leverage our social media DNA to deliver 
emotion-driven behavior change through 
digital campaigns with a human touch.

Learn more at www.liveworld.com 
or contact us at hello@liveworld.com

http://www.liveworld.com
mailto:hello%40liveworld.com?subject=

