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WHO's Social Media
Following

As of 02.2024,

WHO have 74.3 million
subscribers/followers 
across social media 
channels.

Among UN agencies – WHO ranks top –
in followers.

The WHO Twitter/X account has more 
followers than McDonalds, Coca-Cola 
and Walmart combined.





WHO is also on WhatsApp

WhatsApp - A typical android 
users opens WhatsApp 911 
million times per month; daily 
open rate 83% 



Young & 
restless
Our WHO followers, most 
are in the 18-24, and the 25-
34 age categories. More men 
than women followers.



Counting more than 
likes & impressions

Is your audience sharing and 
talking about your content

WHO SOCIAL MEDIA MANTRA



Success on social
❑ Serving communities
❑ Building trust
❑ Being purposeful & intentional 

WHO SOCIAL MEDIA VALUES



Client orientation 

•
What is it that your audience is engaging with? 

• What are the burning questions on internet (regarding health topics)?
• How is your brand mentioned?
• What information gaps needs to be addressed?
• What are the reputational opportunities, what are the challenges?
• How are people perceiving our brand? What do they say in comments? Networks?
• Should your brand tackle harmful misinformation? If so, how?

99% of the time, social 
listening will pay off.

And analytics guides you 
in assessing user needs.



Client is king

• Assess their needs
• Behaviours
• Patterns
• Sentiments

UNDERSTANDING OUR AUDIENCE



Public health advice, diving beyond 
normative work and unpacking it.

❑ Leveraging news moments
❑ Strong and innovative stories
❑ Curious copy, educational

WHO SOCIAL MEDIA



Sustaining attention is 
difficult. Innovation, 
agility, and calculated 
risk-taking are necessary.

SOCIAL 
TAKEAWAY

Content matters



TAILORING

Every 
platform is 
different



EXAMPLES

We make sure that all 
technical content is 
repurposed in a way that 
is very public facing. 

❑ Eye-catching
❑ Thumb-stopping
❑ Informative & action-

oriented



EXAMPLES
We make sure that all technical 
content is repurposed in a way 
that is very public facing. 

Our motto: Eye-catching 
Thumbstopping, 



Speaking fluent social entails –

writing well, listening well, using 

powerful visuals, storytelling and 

meeting audience’s needs & 

expectations

SOCIAL 
TAKEAWAY

Content matters



CHANGE IS THE ONLY CONSTANT ON SOCIAL
Convert your audience into loyalists, 
play the long-game don’t take short-
cuts

WHO SOCIAL MEDIA



K-pop fans with different ideologies and from 
throughout the globe retweeted Tedros' message 
making it the most shared mask-wearing tweet.

Fandom, can you leverage that to 
reach the masses?

Tapping into fandom
A screenshot of a social media post

Description automatically generated

A screenshot of a social media post

Description automatically generated

https://twitter.com/DrTedros/status/1296926289648025601
https://www.eurekalert.org/news-releases/1003845


Spotlighting women’s health

• No branding
• On point with WHO’s 

advocacy on cervical cancer
• Humanizing portrait
• Call to action –

get your smear tests! HPV 
Vaccine…

• Young female – closer to our 
audience base

• Explaining endometriosis –
talking about medical 
gaslighting 

1 .4 million views – Cervical cancer
1 .1  million views – Endometriosis 

https://www.instagram.com/reel/CoFQ75sjpMX/?utm_source=ig_web_copy_link&igshid=MzRlODBiNWFlZA==
https://www.instagram.com/p/C3NJ_ryIjD-/


People on social are hungry 
for credible voices
Find answers

665K views on Andy Seale’s 

video regarding Mpox and 

how it spreads

And tackling stigma

1 million views on effective 

HIV treatment on the 

concept of undetectable = 

untransmittable 

Experts

https://www.instagram.com/reel/CgWG1OKDf4T/?utm_source=ig_web_copy_link&igshid=MzRlODBiNWFlZA==
https://www.instagram.com/p/C3-Wa6SI2a7/


Getting seasoned spokespersons the front-seat on 

social. 

Clipping their bytes, helping them answer our 

audiences’ burning questions

Making them look approachable

People on social are hungry 
for credible voices

Learn the truth
Find answers

Experts

2 million views on Dr Mike Ryan’s

video regarding COVID-19 vaccine

https://www.tiktok.com/@who/video/7256369016502013211?is_from_webapp=1&sender_device=pc&web_id=7215680869036852742
https://www.instagram.com/reel/Cnu2VGkqgw4/?utm_source=ig_web_copy_link&igshid=MzRlODBiNWFlZA==


Director-General of WHO on harms of vaping 
and tobacco-industry

100K views on TikTok
Same video on Instagram reached 1 .2 
million

People on social are hungry 
for credible voices
Learn the truth
Find answers

Experts

https://www.tiktok.com/@who/video/7241568924553334042?is_from_webapp=1&sender_device=pc&web_id=7215680869036852742


We engage with influencers 
who can tell our story better 
than us... 

Influencers



Make social relatable.

267K views

Dr Karen Tang – using WHO 
messages – created an Instagram 
reel on Safe Abortion Day

Influencers



This video got us 7 million views in less 
than 72 hours. 

It went viral.

Influencers

https://www.instagram.com/reel/Cfvw_CpDIDY/?utm_source=ig_web_copy_link


Social media is where people doom-scroll, you 
want to give a message in a way that people can 
consume.

Have fun but convey your 
organization’s mandate/message

QuickStyle and Sherrie Silver 
talking about physical fitness

3.5 million views

Influencers

https://www.instagram.com/reel/CsecRZ7u5or/?utm_source=ig_web_copy_link&igshid=MzRlODBiNWFlZA==


Video formats

Keeping it short
Simplifying technical information.
Authenticity.

Portraits 

3.9 million views –
Instagram Reel

https://www.instagram.com/reel/Cnoqr_vqJmK/?utm_source=ig_web_copy_link


Tell stories
Find emotional hooks, 
be authentic

Bringing humanity to the forefront. 
Making the personal, public. 

People connect to stories. Punch lines. 
Hope. Motivation. A call to action.

Storytelling via 
videos

https://twitter.com/WHO/status/1559231557331820545


Emergencies
We operate like a newsroom 
during an emergency

Breaking down information during an 
unfolding crisis. 

2.6 million and 1.4 million views on these stories

https://www.instagram.com/reel/CyWStaIol94/?utm_source=ig_web_copy_link&igshid=MzRlODBiNWFlZA==
https://www.instagram.com/reel/C3Fb-uaITCa/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==


Filling information needs

Stay relevant
Satiate public interest

6.9 million views on TikTok

https://www.tiktok.com/@who/video/7254187269760814363?is_from_webapp=1&sender_device=pc&web_id=7215680869036852742


Filling information needs

Stay relevant
Satiate public interest
Breaking myths



Social Media Lives
Lives; Pressers + 
Social Lives

This reel was a clip from a social media live show: 
1 .2 million views

https://twitter.com/WHO/status/1654477139620638722
https://twitter.com/WHO/status/1654474512904359939
https://www.instagram.com/reel/CsLnwKMoUQa/?utm_source=ig_web_copy_link&igshid=MzRlODBiNWFlZA==
https://www.instagram.com/reel/CsLnwKMoUQa/?utm_source=ig_web_copy_link&igshid=MzRlODBiNWFlZA==


Social Media Lives

Clips from pressers, 
expert insights

Explainers

https://www.instagram.com/reel/Chr6UdQjoQ6/?utm_source=ig_web_copy_link&igshid=MzRlODBiNWFlZA==
https://www.instagram.com/p/CewRnWUD_uH/?utm_source=ig_web_copy_link&igshid=MzRlODBiNWFlZA==


Creative disruptions

Taking risks on social - is risky! 

Key components of this video and its 
virality: 

✔ Uncomfortable truths 
✔ Calling out the anti-vax community 
✔ Strong language and tone 
✔ Bold pop-art graphics
✔ A scientist who is in the public eye

Storytelling via videos
A person wearing glasses

Description automatically generated with medium confidence

https://www.facebook.com/watch/?ref=external&v=714102100131809


Shareability 
Video retention and shares
Comments - especially the ones filled with 
love & hope.

What we measure?
SHARE IF YOU CARE

WHY SHAREABILITY? It means our content 
piqued the audience's interest enough for 
them to talk about it.

•Facebook shares
•Video downloads on X
•Unique subscribers of LinkedIn newsletters 
and shares
•Retweets, engagements
• LinkedIn Shares
•Remixing Instagram reels, audio
•Saved posts on Instagram
•& more...



Publishing 

Newslettersare NOT dead
❑ LinkedIn is now the NEW cool kid on the block 

❑ Publishing is groovy again

❑ Gen Z feels safe and heard on LinkedIn

We launched our LinkedIn newsletter during World 
Health Assembly testing out longform content

Within 6 editions we hit a million subscribers

Be ahead of the curve
Take risks early, disrupt

1 .8 million LinkedIn newsletter subscribers 



What works
De-jargonizing 

and humanizing 
content

Bold design, 
minimal but 

attractive
Public-facing 

content 
Tailoring for the 

platform

Maintaining high 
news moments

Programming for 
international days

Responding to social 
media trends that are 
relevant

Having a clean timeline 
flow

Very short video 
products - 30 to 45 

seconds
Using influencers 
to build 
community 
engagement 



What does not work

Non-public facing 
messages

Technical jargon

Institutional and top-
heavy messages

Webinars and events

Graphics which are 
slogan-based, text 
heavy

Not tailored to the 
platforms and its 
ecosystem.

Too many talking 
heads.

Very long videos. On 
social 2-min is a long 
video.

Closed-door meetings
Not meeting the audience 
where it is at.





THANK YOU
Follow me at: 
DIYA BANERJEE
Head of Social Media (WHO)
X: @Diya_iamdb
LinkedIn: linkedin.com/in/diyabanerjee/

https://www.linkedin.com/in/diyabanerjee/
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