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New Social Strategy
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Social media moderation for pharma is no longer just about reducing risk or removing harmful
content. In an Al-driven discovery environment, moderation helps determine what conversations
are visible, what signals are trustworthy, and what information systems may learn from when
they synthesize answers.

Patients, caregivers, and healthcare professionals now move across search engines, LLMs, social
platforms, communities, and authority sources before they ever reach a brand website. That
means your owned channels and the conversations happening around them can influence not
only engagement, but also Al citations, mentions, and overall visibility.

Conversations have become more distributed, more public, and more machine-readable.
Al systems increasingly pull from social posts, community discussions, comments, and
third-party references when determining which brands, topics, and perspectives to surface.

This makes moderation essential for more than regulatory compliance. It ensures that
conversations around your brand are accurate, balanced, and useful, rather than fragmented
by misinformation, unanswered questions, or unmanaged sentiment. If left unmoderated, Al
will synthesize a version of your brand story from whoever is talking loudest online.



From Compliance Function
to Visibility Strategy

What the Future of Al Search Looks Like:

Engagement and community
management create
continuous conversation and
relationships

T

Misinformation is mitigated
and addressed, impacting
downstream Al outputs
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Higher engagement builds
trust, improves content and
increases volume that will
optimize Al results

u

Activities on owned
properties contribute to the
results seen on 3rd parties

Moderation is no longer just a review layer;

it is part of the infrastructure that protects
brand trust and improves Al visibility.
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Guardrails & Momentum: Trusted
Conversations Require Both

What makes a community credible? It needs to be a place people choose to participate in
and have a reason to return to, whether that reason is safety, trust, connection, or simply an
enjoyable experience.

But participation alone doesn’t create a healthy community. It takes both guardrails and
momentum: moderation to protect the integrity of the conversation, and community
management to keep people engaged. Together, they create a stronger information environment
for audiences, brands, and the Al systems increasingly encountering that content.

Moderation Protects the Conversation

Moderation keeps owned channels safe, accurate, and compliant. It identifies

adverse events, escalates risk, and monitors public comments, direct messages,
and community threads for inaccurate claims, unsafe advice, and misinformation.

Community Management Moves It Forward

Community management turns a controlled channel into a living resource. It

encourages meaningful participation, supports patients and caregivers, and builds
trust through consistent, brand-safe engagement.

Neither Works as Well Alone

Moderation without engagement can leave a channel safe but silent. Engagement
without moderation can generate activity without sufficient accuracy or oversight.

Together, they create conversations people can trust and want to
join, strengthening brand authority while producing clearer signals

for search and Al discovery.
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How Al Uses Social
and Community Signals

Al systems do not “understand” a brand the way people do. They infer patterns from available
text across the web, including social posts, comments, forums, and community discussions. A
brand’s visibility can be influenced by what is said in owned comments, what is repeated in
patient communities, and what third parties summarize or cite.

Public comments
can become indexed
signals.

Repeated phrasing
and sentiment can
reinforce entity
associations.

Third-party
discussions can fill
mention gaps where
owned content is
weak.

If comments are turned
off or unmanaged, you are
ceding your brand story
to outside sources, which
LLMs will use to “learn”.
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Al is Reading the Room
-And the Conversation

How Social Media Feeds the Al Machine

Your owned social channels are not just distribution points; they are data sources that shape how
your brand appears across Al-generated answers. The more structured, credible, and consistent
your social experiences are, the more likely it is that you will contribute useful signals to search
and Al visibility.

Strengthening Al Visibility:

Consistent Engagement
terminology creates fresh, relevant
improves brand-topic text that can reinforce
association authority

Structured content Moderated

helps systems parse comments reduce
topics and entities noise and improve
signal quality

Brands that want stronger Al visibility need more than publishing cadence. They need a social
operating model that aligns content, moderation, community engagement, and discoverability
strategy.



While still part of a larger social ecosystem, your owned social footprint impacts
how Al systems evaluate authority signals, reputation signals, content quality, and
brand-owned assets together when deciding what to surface.
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If owned channels are underserved, the surrounding ecosystem fills the gap.
If the gap is filled by inaccurate or unmoderated conversations, that can affect
how your brand is represented in Al-generated responses.



The Right Partner
Connects the Entire Ecosystem

It used to be that brands could rely on different partners for different needs: one for SEO, one
for social, one for moderation or regulatory oversight. Each could focus on their specific area of
expertise, in their own channel, with only a limited need for cross-coordination.

Al has completely upended that model.

This means that the right partner is more than a specialist. Search, social engagement,
moderation, governance: they all must operate under one coherent, cohesive strategy.

Because without that alignment, external sources have more room to define the story and shape
the answers that audiences encounter via Al.

What to Look for in a Partner:
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Moderation Community Regulatory and SEO and
and escalation engagement governance Al-visibility
expertise capabilties fluency expertise
Questions to Ask:
o Does your partner understand how o Isthis partner only focused on SEO,
conversations, citations, and brand meaning they may overlook the
mentions intersect and interact? conversations shaping brand relevance

« Isthis partner so focused on social 2lne. Ereaioiliae
that may miss other implications for « Canthey demonstrate the ability to
discovery? connect owned-channel strategy to
search- and social-discoverability
tactics and outcomes?

Conversations are already influencing discovery. Make
sure you have a partner who knows how to make that

influence count.




LiveWorld Helps Pharma Brands <~
Improve and Measure Al Visibility

Our team helps pharmaceutical organizations: Ready to Understand Your Brand’s Al

e Assess how brands appear across Al Sl
platforms and search experiences Schedule a conversation with LiveWorld
to evaluate how your brand is showing up
in today’s evolving healthcare discovery
landscape—and where opportunities exist to
e Strengthen content strategies for Al-driven increase visibility, trust, and influence.
discovery

e Identify gaps in authority, reputation, and
discoverability signals

The brands that shape the conversation today

e Improve visibility across search, social, .
P Y will be the brands Al recommends tomorrow.

community, and healthcare ecosystems

e Build scalable engagement strategies that
support trust and compliance
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